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Social Networks and User Experience Differences Around the World: TikTok and Douyin Case
Abstract
[bookmark: _Hlk226917028]Although TikTok and Douyin belong to the same company, use similar technology and interfaces, and Douyin is referred to as ‘China's TikTok,’ it is evident that the concept formed in users' minds differ. Clarifying whether ByteDance, offers a global application, or applies double standards or these are separate applications serves in different regions is important for the validity and reliability of studies on this subject. In this context, the present qualitative study aims to provide a perspective on this issue alongside user perceptions, practices and experiences. The semi-structured in-depth interview method was used to conduct interviews with 10 TikTok and 10 Douyin users, which were then subjected to descriptive analysis. The findings highlight that TikTok users base their usage on pleasure, while Douyin users on a planned and instrumental manner. TikTok users are indifferent to data collection practices, while Douyin users’ concern based on the status quo. It is a noteworthy that TikTok users in Turkey and Douyin users in China only agree on the restriction of violent and sexual content. It is important that these applications, which have been found to differ in terms of usage, algorithm, purpose, content, and policies, are evaluated as separate applications in the literature.
Keywords. TikTok, Douyin, social media, China, short video.
Introduction
By the mid-2000s, a remarkable transformation began to take place in the use of digital environments. This period, known as Web 2.0, enabled individuals to move beyond being passive users who merely consumed content in online spaces to becoming active participants who also produced, shared, and interacted with content (Sevim, 2024). Two important trends underlie this transformation.
The first trend relates to the structural nature of media production. Content production, which was previously controlled by professional actors and mainstream media, has given way to user-generated content with Web 2.0 (Munar et al., 2014). This situation has contributed to the emergence of a more democratic and participatory communication environment, where information and narratives now circulate from multiple and heterogeneous sources rather than from a specific centre.
The second trend concerns the formal aspect of digital communication. During the Web 2.0 era, the focus of content has largely shifted from textual representations to visual representations (Hays et al., 2013). Photographs, short videos, and other visual elements have reshaped the ways in which users express themselves and share their experiences; this has paved the way for the emergence of a more emotional, direct, and compelling communication culture in the digital environment.
Web 2.0 is not merely a technological advancement but also represents a fundamental shift in how people communicate with each other, express themselves, and make sense of the digital world. (Koçyiğit & Koçyiğit, 2018). This combination of visualization and user-generated content, coupled with the development of mobile internet technologies, has made short-form video an integral part of daily life. In particular, the application offered by ByteDance under the name TikTok in the global market and Douyin in the Chinese local market has taken the participatory culture promised by Web 2.0 a step further, initiating the era of algorithm-based discovery (algorithmic curation) (Binark et al., 2023).  However, the interaction between these two platforms, which share the same technological genetics and interface design, and the socio-political and cultural fabric they were born into, creates sharp divisions in user practices. This division is fundamentally based on how the platforms are positioned bysers.
When we run a simple search in mid-2026 on Web of Knowledge by writing TikTok as topic, we can find approximately five thousand study and for Douyin the number is only around six hundred. The literature generally focuses on TikTok-centred studies, and the number of cultural studies that examine TikTok and Douyin from a comparative perspective is quite limited. In the literature, Douyin is often mentioned as a secondary element within the historical development of TikTok and is mostly defined only as the platform's Chinese equivalent (Hu et al., 2023; Malimbe et al., 2021; Rejeb et al., 2024; Yang & Ha, 2021; Yaqi et al., 2021). In order to clarify this representation as true or false there must be reveal these two networks have capacity to be interchanged.
Douyin was launched in the Chinese market in 2016 as a social entertainment and information platform, two years before the TikTok app (Lin, 2021), and was designed to be accessible only to users in mainland China. Following this development, ByteDance's acquisition of Musical.ly in 2018 laid the foundations for TikTok. With the TikTok launch in 2018, TikTok entered the global market as the international version of Douyin; however, it was not accessible in China. Similarly, the two apps are distinct from each other in that they cannot access each other's content and user bases. Therefore, although TikTok and Douyin appear to have a similar structure, they are distinctly different in terms of operation, target audience, and cultural context.
The common feature is that they are algorithmic structures that provide personalized feeds based on the content consumed by users (Huang & Zainol, 2025), and although the algorithms in question work similarly (Poh & Abidin, 2021), user behaviours and content trends diverge due to the use of applications in different cultural and political environments (Qi, 2024) . Therefore, Douyin and TikTok must be evaluated not only based on their technical features but also within the socio-cultural contexts in which they are situated. The literature shows that this divergence has been addressed by many researchers (He et al., 2021; Poh & Abidin, 2021; Sun et al., 2020). 
Research on Douyin has mostly focused on the humanities and social sciences, whereas TikTok and other international platforms have been studied in a balanced manner across both the humanities and social sciences and technology and media studies (Blachnio et al., 2013; Kalampokis et al., 2013; Poh & Abidin, 2021; Snelson, 2016). Furthermore, qualitative methods predominate in research on Douyin, while qualitative, quantitative, and mixed methods are used equally in TikTok studies (Chen, 2019). This may stem from TikTok's international user ecosystem and Douyin's more closed and local one.
In this context, the present study aims to analyse the platforms' usage patterns, attitudes toward data privacy, and content control mechanisms from a comparative perspective, based on the experiences of active users living in Türkiye and China. The research investigates how the same algorithm constructs different digital classes and user identities in different cultural geographies. 
Research
Population and Sample
The population of the study consists of users of the TikTok and Douyin applications. Both platforms are largely similar in technical and functional terms, differing only in terms of regional usage and regulatory frameworks. Accordingly, individuals who have actively used the TikTok or Douyin application for at least six months were included in the study population.
In selecting the sample for the research, convenience sampling was preferred within the scope of qualitative research methods. The most distinctive feature of this method is the ease with which the researcher can reach the research group (Fraenkel & Wallen, 1993). This sampling technique defines the selection of willing and suitable individuals (Onwuegbuzie and Collins, 2007). Participants were divided into two groups as TikTok and Douyin users, to better represent the population. During the data collection process, separate interview forms were prepared for TikTok and Douyin users. Users in Türkiye were interviewed face-to-face, while interviews with users in China were conducted via WeChat. WeChat was chosen because it is widely used in China, with over 1 billion users (Cheng et al., 2019). The semi-structured nature of the interviews provided an advantage for emerging new themes and concepts. The Chinese interview form prepared for Douyin users was first translated using a translation application and then verified by a native Chinese speaker to ensure linguistic consistency. The interviews were completed over a 10-day period from December 19, 2025, to December 30, 2025. Ethical approval for this study was obtained from Akdeniz University Ethics Committee (04.12.2025/34/646).
Findings
Looking at the data that forms the basis of the research and was collected with great care, certain themes stand out. These themes set the framework for the analyses facilitated the study in producing more refined results (Table 1).
Table 1. TikTok and Douyin Users' Platform Usage Practices and Perceptions
	Themes and Subcategories
	TikTok Users
	Douyin Users

	Frequency and Duration of Use
	
	

	Regular daily use
	✓
	

	Limited daily use
	
	✓

	Long-term use (2–3 hours)
	✓
	

	Short-term use (≈1–1.5 hours)
	
	✓

	Uncontrolled / getting carried away
	✓
	

	Planned and controlled use
	
	✓

	Reasons for Use
	
	

	Boredom / Passing time / Distraction
	✓
	

	Before bedtime
	✓
	

	During travel
	
	✓

	Sharing with friends
	
	✓

	Shopping and discount notifications
	
	✓

	Sense of community
	✓
	

	Content tailored to interests
	✓
	✓

	Content Preferences and Information Acquisition
	
	

	General knowledge / History / Current affairs
	
	✓

	Psychology / Politics / Economics
	
	✓

	Product reviews / Influencer recommendations
	✓
	

	In-app shopping
	
	✓

	Useful content creation / Guide content
	
	✓

	Algorithm and Security Perception
	
	

	Personalized ads 
	
	✓

	Discovery algorithm
	✓
	✓

	Information overload 
	
	✓

	Doubt about information accuracy
	✓
	✓

	Perception of censorship and government control
	
	✓

	Freedom of expression
	✓
	



Descriptive Analysis of Findings
A semi-structured in-depth interview consisting of a total of 11 questions, excluding demographic questions, was conducted. When the answers to these questions were insufficient, additional questions were asked to discuss the topic in depth, and the participants' views were refined and detailed. The questions and answers were subjected to a descriptive analysis, and important findings that shed light on the topic were presented.
TikTok users log into the application regularly every day and spend an average of approximately 3 hours on it. It was determined that Douyin users use the application for an average of 1.5 hours daily. In addition, it was observed that Douyin users use the application in a more controlled manner and within a specific plan. A large portion of participants stated that they consciously limit their access to the app due to its potential to create ‘addiction.’
Situations in which Douyin users log into the app more frequently include traveling, content shared by friends, and shopping discounts. TikTok users, on the other hand, have different motivations for using the app. They reported logging in more intensively before going to sleep at night, when searching for information about make-up and personal care products, and when encountering content, they liked. They were recorded as spending time on the app more out of boredom, research, or because the algorithm showed them content they liked when they entered the app (Table 2).
Table 2. Comparison of Participant Numbers and Content Types Based on the Purpose of Use of Tik-Tok and Douyin Platforms
	Purpose of Use
	TikTok (n)
	Douyin (n)
	Description / Content Types

	Entertainment
	9
	7
	Leisure activities, enjoyment, everyday pleasures 

	Information Gathering / Learning
	2
	6
	Countries, history, economics, politics, psychology; secondary use 

	Product Recommendations / Shopping
	7
	5
	Influencer recommendations, discounts, cheaper products 

	General Culture / History
	6
	-
	Informative short videos, entertaining and understandable narration 

	Information Sharing
	-
	3
	Useful content creation 

	Makeup / Personal Care
	3
	-
	Product reviews, routines 

	Trending Videos
	2
	-
	Viral dances, entertainment content 

	TV Series / Movie Clips
	2
	-
	Popular scenes 

	Practical Life Tips
	-
	1
	Guide-like content 

	Comparative Content
	-
	1
	Vehicle and car comparisons 



Douyin is predominantly preferred by participants for entertainment purposes. Seven out of ten participants directly associated Douyin with the concept of ‘entertainment.’ The purpose of entertainment is followed by learning/acquiring knowledge (6 participants), shopping (5 participants), and sharing information (3 participants). The participants used Douyin for shopping was because the products were cheaper (3 participants).
TikTok users, like Douyin users, also stated that they used the platform primarily for entertainment (9 participants). This parallelism in entertainment usage shows that both platforms primarily serve the function of leisure time evaluation and enjoyment for users. Product recommendations and reviews, which ranked second for TikTok users, followed the entertainment purpose (7 participants). This is followed by general knowledge videos (3 participants), historical content (3 participants), makeup videos (3 participants), trend videos (2 participants), TV series clips (2 participants), and content for learning purposes (2 participants).
TikTok participants find TikTok influencers more trustworthy (4 participants). They believe that TikTok influencers are more genuine, up-to-date, and provide direct information. One participant stated that they see TikTok influencers as guides and do not believe these individuals have conflicts of interest with brands.
Douyin users highlighted content diversity and the sharing of many different types of content on the app as its strongest feature (5 participants), while the effectiveness of the app's algorithm was emphasized as the second strongest feature (2 participants). 
‘There is a wide variety of information, it even helps me understand the world better...’ (DP9)
‘The abundance of content is its strongest feature...’ (DP8)
‘Its strongest feature is that you can find information about anything you're looking for’ (DP6)
Weaknesses include the government's intense control over content (2 participants), the presence of uninteresting content in the feed (2 participants), excessive advertising (2 participants), concerns about content quality and information reliability (2 participants), and the potential for addiction (2 participants).
‘A weakness is that government oversight is very strict, so content is removed when certain words are used’ (DP3)
‘Government control over Douyin and its content is high.’(DP1)
TikTok users cited the ability to instantly access the most desired content as its strongest feature (4 participants). Other strengths mentioned included authenticity (3 people), the algorithm (3 people), socialization (3 people), the wide variety of content (2 people), and its ability to distract (2 people). Weaknesses mentioned include poor content quality (2 people), explicit content (2 people), corrupting influence, and addictiveness (2 people).
‘There's so much content, you can find anything you want really quickly...’ (TP3)
‘...I can find everything I'm looking for directly...’ (TP4)
It was observed that users most enjoyed watching videos related to history and makeup. However, there is a clear suspicion about the accuracy of the information presented in history-related content. In contrast, make-up and influencer product recommendation videos are considered highly reliable by participants.
While poor content quality is generally associated with the accuracy of information, some participants also described ‘content shared directly from galleries’ as low quality. Live streams on TikTok are the main source of criticism regarding content quality.
The ease of socializing on the platform is seen as an advantage by participants. Some participants even described TikTok as an environment that ‘provides maximum interaction with minimum effort’ and stated that it eliminates the need for socializing in real life.
It is also widely believed that TikTok provides more up-to-date information compared to other social media platforms. Participants have stated that videos that were previously popular on TikTok appear on the explore pages of other platforms, such as Instagram, with a de-lay of several years. On the other hand, some users have deemed posts made from private spaces (such as live streams from bedrooms) to be ‘obscene’ and ‘corrupted.’ This situation stands out as an aspect of the platform that has led to discussions about social norms and perceptions of privacy. Considering all this data, it has become possible to conduct a SWOT analysis of TikTok and Douyin, which are now clearly two separate platforms (Table 3 and Table 4).
Table 3. SWOT Analysis for the Douyin Platform
	Category
	Components
	Description

	Strengths
	Content diversity
	Numerous content types that provide quick access to information in different fields 

	
	Algorithm effectiveness
	Content recommendations tailored to users' interests 

	
	Multifunctional structure
	The convergence of entertainment, learning, and shopping on a single platform 

	
	Integration with daily life
	The platform being perceived as a ‘life assistant’ 

	Weaknesses
	Government control and censorship
	The rapid removal of political and critical content 

	
	Information reliability issue
	Content being superficial and disconnected from context 

	
	Advertising intensity
	Negative impact on user experience 

	
	Algorithmic failure
	Uninteresting content appearing in the feed 

	
	Potential for addiction 
	Users feeling the need for conscious restriction 

	Opportunities
	Deepening of e-commerce 
	Strong marketplace potential with live broadcasts and direct sales 

	
	Becoming an educational platform 
	Learning-focused use in areas such as history, economics, and politics 

	
	Professional content production 
	Increase in quality content thanks to highly educated profiles 

	
	Algorithmic transparency 
	Opportunity for structural improvements that will increase the perception of trust 

	Threats
	Increased political pressure 
	Self-censorship and restrictions on expression 

	
	Structural insecurity 
	Persistent distrust based on the state-platform relationship 

	
	Information pollution 
	Feeling of ‘getting lost on the platform’ due to content overload 

	
	User churn 
	Tendency to turn to alternatives due to perceptions of privacy and censorship 


Table 4. SWOT Analysis for the TikTok Platform
	Category
	Components
	Description

	Strengths
	Quick content access, 
	The algorithm's accurate operation, the naturalness of content creators, and the ability to quickly access trends.

	
	Authenticity, 
	

	
	Algorithm success, 
	

	
	Socialization, 
	

	
	Timeliness, Distraction
	

	Weaknesses
	Poor content quality, 
	Doubts about the accuracy of information, non-compliance with social norms, and risks posed by long usage periods.

	
	Obscenity, 
	

	
	Degeneration, 
	

	
	Addiction, 
	

	
	Negative live broadcast image
	

	Opportunities
	Influencer marketing, 
	High confidence in product recommendations, the enhancement of historical/cultural content, and the development of protective policies.

	
	Informational content,
	

	
	Community building,
	

	
	Ethical oversight
	

	Threats
	Social stigma, 
	Being labelled as a ‘subculture,’ platform trust being dependent on individuals, and regulatory pressures.

	
	Fragile trust,
	

	
	Ethical debates,
	

	
	Algorithmic dependency
	


All Douyin users (10 participants) stated that the app collects data about them. The answers given to the question, ‘What kind of data is collected?’ varied. Seven participants stated that data related to their content preferences is collected. 
‘Yes, it collects my data. Especially my browsing history... (DP9)
‘Yes, Douyin collects my age, gender, phone number, and bank card information, but I’m not sure Douyin won’t leak this information.’ (DP7)
‘Yes, they collect all information. They record my screen and maybe even my voice…’ (DP6) 
Douyin users have a high level of awareness regarding data collection processes. A large proportion of participants stated that they believe the app uses the data it collects primarily for content personalization and ad targeting purposes. Another noteworthy point is that some users indicated they believe the app detects conversations taking place nearby, even when the phone is turned off.
TikTok users (9 participants) also believe that the app collects data about them. 7 participants stated that TikTok collects as much data as other social media platforms; this is already an accepted practice today. According to the participants, these data collection processes are used specifically for targeted advertising, determining the content of the discover page, analysing content viewing habits, and smart advertising mechanisms (each reason was mentioned by 2 participants).
‘Yes, this applies to all platforms...’ (TP1)
‘Yes, but I think every app does this...’ (TP5)  
‘Of course, it collects data like every other platform…’ (TP4)  
When participants were asked whether they trusted Douyin, 8 out of 10 participants stated that they did not trust the app. Three of these 8 participants expressed that they did not trust Douyin because they were concerned about the security of their data; they said they believed that information was being transferred to the Chinese government and companies for advertising purposes. Two participants stated that they did not trust the app because they found Douyin's content to be ‘poor quality.’ The 5 participants who remained more neutral about whether they trusted Douyin were seen to use the phrase ‘just like other apps.’ Only two participants stated that they trusted Douyin, saying that the app was ‘no different from other apps.’
‘No, I don't trust it enough because I suspect my personal information has been leaked.’ (DP2)
‘I don’t trust it much. I use it to keep up with the times. (DP1).
‘No, I don’t trust it, but this isn’t specific to Douyin; no app or social media platform inspires trust… (DP6)
TikTok users' perception of trust was varied. Five out of ten participants trusted TikTok, while four did not. One participant said ‘neutral.’ The common reason distrust on TikTok was that they did not trust any media platform and believed TikTok was no different from other platforms.
‘It feels reliable in some places, but not in others...’ (TP2)
‘Yes, it feels safer and more comfortable. It's a relaxed environment...’ (TP4)
‘It feels as reliable as other apps. TikTok influencers feel more trustworthy than influencers on other platforms. No, I don't see any points that raise suspicion.’ (TP2)
Douyin users believe that a large amount of content is removed from the platform. Nine out of ten participants expressed the view that Douyin removes content, while only one participant disagree. Six of the nine participants who stated that content is removed indicated that all content critical of China is removed from the platform. One participant stated that the Chinese government did not want the difficulties encountered in daily life to be visible and therefore removed such content, encouraging Douyin to share more representations of a ‘beautiful life.’ Another participant acknowledged that content critical of the Chinese government had been removed but considered this a security measure and viewed it positively. 
‘Shortly after uploading many videos to Douyin, the platform quickly removes them. In my opinion, this is not a security measure but a control mechanism. Douyin only wants to show a beautiful life. However, it does not want to spread the difficulties and information that many ordinary people experience in their daily lives…(DP8)
‘Posts against China are removed… (DP3)
‘Of course, they are removed. There is an algorithm that removes certain videos. Videos criticizing the government are removed....’ (DP1)
TikTok users are differing opinions regarding whether certain content has been removed or made invisible. A portion of TikTok users stated that there is no censorship on the platform (4 participants). Three participants indicated that they did not have sufficient information on this subject. Four participants stated that they would consider the restriction of political content to be censorship but said they had not encountered such restrictions on TikTok. In contrast, 4 participants considered the restriction of sexual content, and 2 participants considered the restriction of violent content to be a control and security measure rather than censorship.
‘I don't think so. If there is, I don't know about it... (TP5)
‘Sexual and violent content is controlled. Removing political content is censorship. But I don't think there is political censorship on TikTok... (TP1)
‘... but I think I can say that when we compare TikTok to other apps, there is no censorship... (TP2)
Five participants stated that some content had been removed or access restricted on the TikTok platform, but all these participants considered these measures to be security precautions. In contrast, the other five participants stated that TikTok did not remove or censor any content and that all types of content could be published on the platform.
One participant stated that when political developments occur in the Republic of Türkiye, access to platforms such as Instagram and YouTube can be blocked; however, TikTok cannot be blocked. Another participant stated that no censorship is applied on TikTok based on political views; on the contrary, different political ideas appear uncensored to users through influencers. One participant even summarized this situation by saying, ‘TikTok is a free and unfiltered space; anything can be shared.’
When asked whether they thought certain content should be restricted on the platform, nine out of ten Douyin users agreed that some content should be restricted on the Douyin platform. Five of these participants specifically stated that sexually explicit content should be restricted. In addition, two participants stated that violent and bloody content should be restricted, two participants stated that rude and vulgar language should be restricted, and two participants stated that content spreading deceptive and misleading information should be restricted.
‘Yes, uncivilized and potentially illegal content…’ (DP9)
‘Age-inappropriate content should be blocked. (DP2)
‘…content containing violence, blood, and sexual content should be restricted’. (DP4)
Regarding assessments of TikTok users, seven out of ten participants stated that some content on the platform should be removed or restricted. Six of these participants stated that sexually explicit posts should be removed, while three participants emphasized that certain content should be restricted, especially for children. In addition, two participants stated that dance trends should be restricted because they contain excessive sexual insinuation.
‘...They are following trends. These are not age-appropriate trends or behaviours...’ (TP2)
‘Yes, definitely, sexual content, obscene content...’ (TP3)
‘Yes, I think so. Sexual video content, live streams collecting money offer very ridiculous content, and the content is poor quality...’ (TP5)
In summary, understanding the user behaviours and content displayed by TikTok and Douyin users on the platforms, as well as their perceptions of content creators, and the differing perceptions developed by users from two separate regions regarding privacy, censorship, and political perspectives on these two platforms necessitates a clearer and more detailed presentation of these perceptions (Table 5).
Table 5. TikTok and Douyin User Perceptions Comparison Table
	Analysis Dimension
	TikTok Users from Türkiye
	Douyin Users from China

	Primary Purpose of Use
	Pleasure-oriented (hedonistic), entertainment and passing time.
	Instrumental and planned use; information gathering, education, and shopping.

	Platform Positioning
	A personal entertainment and discovery platform.
	A ‘Life Assistant’ that touches every aspect of life.

	Trust Relationship
	Horizontal Trust: Based on content creators and authenticity.
	Vertical Distrust: Suspicion based on the system and state control.

	Data Collection Perception
	Careless indifference; acceptance as a necessity of the modern world.
	Conscious Helplessness: A clear belief that data is shared with the state.

	Surveillance Experience
	Disbelief in interventions such as eavesdropping, finding it ethical.
	Active ambient listening experience and perception of ‘acoustic surveillance.’

	Censorship and Control
	Viewing it as a security measure (violence/sexuality) and finding it justified.
	Political censorship (obstacle to freedom of expression) and ‘curated reality.’

	Social Reputation
	Pejorative labels such as ‘modern begging’ and ‘bum/unemployed.’
	A legitimate, professional/commercial space appealing to all segments.

	E-Commerce Approach
	Product discovery and influencer recommendations (marketing tool).
	Direct shopping and interactive live sales (Marketplace space).

	Digital Defense
	Not developing any concealment or defence mechanisms.
	Coded Compliance: Avoiding surveillance through word substitution and self-censorship.



Discussion and Conclusion
Within the scope of the study, it was observed that Douyin users living in China exhibited a more reserved attitude towards participating in the research compared to users living in Türkiye. This situation can be explained within the framework of Hofstede's cultural dimensions theory, with the collectivist and relatively closed structure of Chinese culture (Hofstede et al., 1998).
The timidity and self-censorship tendencies exhibited by Douyin participants can be explained by the ‘Panopticon’ model conceptualized by Foucault (2019). According to Foucault's theory, power exposes the individual to the feeling of being constantly watched, thereby constructing a mechanism of self-control within them; because of this mechanism, the individual adapts their behaviour and discourse to the norms of power. However, in this study, it was observed that instead of conforming to their discourse, users developed different defence mechanisms (not using the name Douyin, avoiding certain questions and details, etc.) to evade surveillance. A study conducted on Sina Weibo, known as the Chinese equivalent of X, revealed that words banned by the authorities could be replaced with code names or words unrelated to the context (Ng, 2013). The absence of a similar trend among TikTok users in Türkiye indicates that users in China have an internalized surveillance perception rather than an external restriction. 
Douyin users also refer to Douyin as ‘the Chinese TikTok’ even though they use Douyin in China. Similarly, in the literature, Douyin is referred to as the Chinese TikTok or TikTok with Douyin written in parentheses next to the TikTok name (Yang and Ha, 2021; Yaqi et al., 2021; Malimbe et al., 2021; Hu et al., 2023; Rejeb et al., 2024). The apps' graphic design and logos are the same, however, the two apps are quite different in terms of user preferences, cultural differences, political climate, and different purposes of use.
TikTok and Douyin are most frequently used for entertainment and leisure, but it is understood that the concept of entertainment encompasses cultural differences. TikTok users describe entertainment as product research and influencer recommendations for products and services, while Douyin users define it as content about countries, history, economics, and politics. This divergence parallels the cultural content differences identified by Sun et al. (2020) in their large-scale visual content analysis. Both studies show that Douyin offers a more collective, every day, and family-centred digital culture, while TikTok offers a more individualistic, extroverted, and performance-oriented one. Du et al. (2022) identify hedonism, pleasure-seeking, and emotional gratification as the primary motivators for Douyin/TikTok usage. While this data aligns with Turkish TikTok users in the current study, it does not align with Chinese Douyin users.
The aspect that TikTok users find most powerful about the app is the algorithm's highly accurate performance and the ability to quickly and easily access interesting content. In contrast, for Douyin users, the platform's strongest feature is the variety of content. While the TikTok algorithm provides ‘individual satisfaction’ by keeping users in a personalized feed, Douyin positions the platform as a ‘life assistant’ by offering its users a wide range of content covering every area (from education to shopping, politics to economics). Douyin is perceived as a digital ecosystem integrated into everyday life is consistent with previous studies (Du et al., 2022). Both TikTok and Douyin users believe that the information they encounter on these platforms needs to be verified and lacks depth. While TikTok users do not mention any state control or political oversight in their assessments of the platform's weaknesses, it is noteworthy that Douyin users clearly emphasize state control and monitoring. This situation shows that Douyin is perceived by users as a more ‘authoritarian’ and centrally controlled platform. In contrast, TikTok is perceived as offering its users a more ‘free’ and unregulated digital space.
Douyin users indicated a high degree of distrust in Douyin, while TikTok users expressed trust in TikTok. While TikTok users' perception of trust is shaped by the authenticity of content, influencers, and content creators, Douyin users believe that their data is shared with the government and government-backed institutions. While TikTok users experience horizontal trust, Douyin users experience vertical distrust. According to participants, Douyin is a showcase that presents only the positive and aesthetic aspects of life in China.
TikTok and Douyin users appear to agree that sexually explicit content or posts that evoke such connotations should be restricted on the app. Participants find the proliferation of dance trends containing sexual innuendo, which also involve children, the most vulnerable subjects in the digital ecosystem, to be ‘disturbing’ from a pedagogical and moral standpoint.
These platforms occupy two completely different poles in terms of social reputation and user identity. TikTok users engage in sharp sub-demographic categorization and digital labelling when describing other users on the platform. Individuals who earn income through the platform's live streaming features are labelled as ‘modern beggars’ by participants; this is associated with pejorative (derogatory) adjectives such as ‘keko,’ ‘empty,’ and ‘unemployed.’ According to participants, individuals who spend time on TikTok hide this information from their social circles or deny it. This situation shows that TikTok in Türkiye is coded as an indicator of belonging to a certain socio-cultural class and Douyin is accepted as part of everyday life and a professional tool in China. This is critical in that it shows how the same technological infrastructure can create different digital classes and perceptions of prestige in different societies. Furthermore, Douyin users pay attention to the app's purchase feature rather than product recommendations; they prefer to use the app because this type of shopping is cheaper. This shows that Douyin is a marketplace as well as a social media platform, while TikTok is still a discovery and advertising tool.
It is evident that social media, which is supposed to serve in a global manner to be examined more deeply. As a further recommendation, examining TikTok and Douyin from a marketing perspective and the impact of these platforms on user purchasing behaviour in greater depth would make important contributions to literature.
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