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«IIcuxonoris» (ocBiTHIN piBeHb MaricTp) YHiBepcuteT imMeHi Anbdpena Hobems, m.
Juinpo, xadeapa iHHOBAIIMHUX TEXHOJIOTIN 3 MENAroriku, MCUXOJIOTIi Ta COIlaJbHOI
poboTH, mpuCBsIYEHA MPOOJIEMI TEOPETUYHOTO OOIPYHTYBAaHHS Ta EMIIIPUYHOTO
JOCIIJIKEHHSI TICUXOJIOTIYHUX 0COOJIMBOCTEN MpOsIBY BJIACTUBOCTEH yBaru y
kopuctyBauiB Mepexi TikTok

3’sCOBaHO, [0 Y Cy4acHOMY ITU(POBOMY CBITI BUKOPUCTAHHS COIlIaTbHUX MEPEK
CTa€ BCE OLIbII MOMyJSPHUM, a KOPOTKI Bijeo, ocobnuBo Ha miatdopmi TikTok, €
LEHTPAIBHOIO YaCTUHOIO OHJIaH-cepenoBuiia. Lle mocmikenns poKycyeTbcs Ha TOMY,
SK KOPOTKIi BiJIcO BIUIMBAIOTh HA YBary KOPUCTyBadiB, 30KpeMa, K BOHU BILUTUBAIOThH Ha
TICUXOJIOT1YHI aCIIeKTH yBaru Ta KOHIICHTpAITli.

byno mokaszano, mo xopuctyBaui TikTok cxwibHi BTpauaTd KOHIIEHTpAIlO Ta
yBary Tiji 4ac BHUKOHaHHS 3aBiaHb. YacTtoTa BTpaT KOHIIEHTpalii Ta motpeda B
nepepBax OyJia BUIOIO B IiH TPYII, 0 MOXE CBIAYUTH IPO TE€, IO MOCTIMHHUI MOTIK
KOPOTKHUX BIZI€O BIUIMBAE HA 3/IaTHICTh YTPUMYBATH yBary MpOTIroM OiIbII TPUBAIUX
nepioniB yacy. Lle migkpeciioe BaXKJIMBICTh JTOCHIIKEHHS TOTO, SIK KOPOTKI (hopmaTu
KOHTEHTY BIUIMBAIOTh HAa KOTHITUBHI (DYHKIII.

BaxxnuBum BUCHOBKOM € Te, 1110 KopuctyBaui TikTok OinbIne BiiBOIIKAIUCA 1 iM
OyJI0 Baskue TTOBEPHYTHCS JI0 OCHOBHOT'O 3aBJaHHS ITICIIS TOTO, SIK BOHH BiJIBOJIIKAJIUCS.
[le Moxe OyTH MOB'sI3aHO 3 MOCTIMHOIO 3MIHOIO T€M 1 JOCBIY, SIKI MPOTIOHYE COIliabHA
Mepeka, IO MPU3BOAUTH [0 CUHAPOMY JediUuTy yBark 1 3HIKEHHS CTiHKOI
KOHIIEHTpallii. Bucokuii piBeHb BIJBOJIIKAHHS TaKOXX MOXXE BIUIMBaTH Ha
MPOYKTHUBHICTH 1 SIKICTb BUKOHAHHS 3aB/IaHb.

3a pe3yabTaTaMu €eKCIEPUMEHTAIBHOTO JOCHIKEHHS Y pOOOTI BCTAaHOBJIEHO, IO
kopuctyBaui TikTok mpoBoasaTh Oinbllie Yacy B COIIaIbHUX MEpexkax, HiXK KOHTPOJbHA
rpyna. Ile Moxe cBiTUMTH TIpO Te, 1m0 cormianbHi Mepexi, ocoomuBo TikTok, craioTh
BOKJIMBOIO YaCTHHOIO TIOBCSKJIEHHOTO XHUTTS 1 € MOTY>XHUM 1HCTPYMEHTOM BILJIUBY Ha
COLIIaJIbHI Ta MCUXOJIOTI4HI aCMIEKTH )KUTTS KOPUCTYBaYiB.

TakuM YMHOM, JOCHIJKEHHS MIATBEPAUIO NPUITYLIEHHS, 1[0 BUKOPUCTAHHS
TikTok moke MaTu TeBHUI HETaTUBHUM BIUIMB Ha KOTHITUBHI (DYHKIII KOPUCTYBaYiB.
3HUKEHHS yBaru Ta KOHIIGHTpaIlli, MiABHUINCHA BIJBOJIKAHHSA Ta 3aJICXKHICTh BIJ
COIIaJIbHUX MEPEXK CTaBJATH IiJI CYMHIB MPOJYKTHUBHICTh Ta MCUXIYHUN CTaH JIIOJIEH,



Kl aKTUBHO KOPHUCTYIOTBhCS II1€10 colianbHOK T1aTdopmoro. [li BUCHOBKHM €
BOKJIMBUMH JIJIS TIOJIATIBIINX JAOCTIHPKEHD BIUIMBY COIIAJIBHUX MEPEK Ha KOTHITUBHI Ta
NICUXIYHI1 aCMEKTH 1 MOXKYTh CIYTyBaTH OCHOBOIO JJIsI PO3POOKH CTpAaTeriil ympaBiiHHS
BUKOPHUCTAHHSAM COLIAJbHUX MEPEX ISl MIATPUMKH TCUXIYHOTO OJIaromoyyqus Ta
MPOIYKTUBHOCTI KOPUCTYBAYiB.

Knrouoei cnosa: TIKTOK, ysaca, konyenmpayis, 306niwuni pakmopu, kininose
MUCTEHHSL, (DEHOMEH KKOPOMKO20 KDOKYY.



SUMMARY
of the qualification work
by Kryvyi Andriy Oleksandrovych
on the topic:
"* Psychological Features of the Attention Properties among TikTok Users **

Qualification work of the 2th year (master format), specialty «Psychology»
(Alfred Nobel University, Dnipro, Ukraine, Department of Innovative Technologies in
Pedagogy, Psychology and Social Work) has been devoted to the problem of theoretical
substantiation and empirical study of the psychological features of the properties of
attention of network users of TikTok

In today's digital world, the use of social media is becoming increasingly popular,
and short videos, especially on the TikTok platform, are a central part of the online
environment. This study focuses on how short videos affect users' attention, specifically
how they affect the psychological aspects of attention and concentration.

TikTok users have been shown to be prone to losing concentration and attention
while completing tasks. The frequency of lapses in concentration and the need for
breaks was higher in this group, which may indicate that the constant stream of short
videos affects the ability to sustain attention for longer periods of time. This emphasizes
the importance of researching how short content formats affect cognitive function.

An important finding is that TikTok users were more distracted and had a harder
time returning to the main task after they were distracted. This may be due to the
constant change of topics and experiences offered by the social network, which leads to
attention deficit disorder and reduced sustained concentration. High levels of distraction
can also affect productivity and the quality of tasks.

In terms of social media addiction, it turned out that TikTok users spend more
time on social media than the control group. This may indicate that social media,
especially TikTok, is becoming an important part of everyday life and is a powerful tool
for influencing the social and psychological aspects of users' lives.

Thus, the study confirmed the assumption that the use of TikTok can have a
certain negative impact on the cognitive functions of users. Decreased attention and
concentration, increased distraction, and dependence on social media call into question
the productivity and mental state of people who actively use this social platform. These
findings are important for further research on the impact of social media on cognitive
and mental aspects and can serve as a basis for developing strategies to manage the use
of social media to support users' mental well-being and productivity.

Keywords: TikTok, attention, concentration, external factors, clip thinking, "short step”
phenomenon.



PO3A1J1 1 TEOPETHKO-METOJOJIOI'TYHI OCHOBM BHUBYEHHSA
MPOSIBY BJACTHUBOCTEM YBAT'H Y KOPUCTYBAUIB COIIAJBHUX

1\ 00 13
1.2 Teopetnuynmii aHaji3 BIACTUBOCTEH MPOSIBY yBaru Ta (PaKTOpiB IMiJBUIIEHHS iX
J 003562 001 01030 13
1.1.1 ComianbHi Mepexi Ta iX pOJb y CY4aCHOMY CYCHUIBCTBI.................. 13
1.1.2 TIcuxonoriyHi aCEKTH YBATM Ta KOHIEHTPAIIT. . euuvveeneeeneeeneennnnnns. 16
1.1.3 dakTopwu, K1 BIUIMBAIOTH HA 3/IaTHICTh KOHIICHTPYBATH yBary............ 19
1.1.4 3B'A30K MI3K YBAroO Ta KOHIEHTPAIIERO . .. .uvveeennreeenneeeanneeenneeennnnenns 20

1.1.5 PexomeHnpariii moao 30epeXeHHs 3J0pOBOI yBard Ta KOHIIGHTpAIll MHpH
15370007 0) % (02 212 0 U 21
1.1.6 «KiimoBe mucnenHs» a60 heHoMeH «KOpPOTKOTO KPOKY»................. 22
2.2 BUCHOBKH JI0 TIEPIIOTO PO3ILITY
PO31J1 2. PE3YJIBTATH EMIIIPUYHOI'O JOCJIIKEHHS
MCUXOJIOTTYHUX OCOBOJIMBOCTEN BJIACTUBOCTEH YBAIM VY
KOPUCTYBAUYIB «TIKTOK»..cuciitiiuiiiiiiniiiiiieiiniiiiiieciaiiseciassnscessessnss 26
2.1 Mera, 3aBIaHHs Ta 3arajibHa OPraHi3amist JOCTIIKCHH . ... .oveenreeneannnnnns. 26

2.2 Pe3ynbratu BUMIpIOBAaHHS PIBHS BJIACTUBOCTEH yBaru y KOPHCTYBadiB MEpExkKi

CTIKTOK .o e 33
2.3 Pe3ynbratu HOCTIKEHHS 3HAUMMHX BIAMIHHOCTEH MIXK KOPHUCTyBadyaMU MEpEexi
TIK TOK 3@ PIBHEM TIPOSIBY BIACTUBOCTEH YBATH. ... uuveenrrereenneennneenneennennns 46
332 (@0 5 103 1N 66

CIIMCOK BUKOPUCTAHHUX JAKEPEJL.....ccciiiiiiiiiiiiiiiiiiiiiiniiiniciecinecnnes 67



