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Abstract
[Purpose/Significance] How to satisfy short video user needs, stimulate user
engagement behaviors, and successfully retain users has become a pressing is-
sue for the short video industry. Existing literature is deficient in research on
short video user engagement behavior. Therefore, this study constructs a model
based on socio-technical theory to investigate the factors influencing browsing
and creation behaviors among male and female users of mobile short videos.
[Method/Process] This study employs a questionnaire survey method, collect-
ing 877 valid responses, and utilizes SPSS 24.0 and AMOS 23.0 to test the
proposed hypotheses. [Results/Conclusions] The findings reveal that for both
male and female users, individual extraversion and the entertainment function
of short videos positively influence usage behavior; users’ narcissistic traits and
need for belonging positively affect creation behavior; users’ need for popularity
and the information recording function of short videos positively affect brows-
ing behavior. Furthermore, male users’ narcissistic traits negatively influence
their browsing behavior, while no significant relationship exists between female
users’ narcissistic traits and browsing behavior; the information recording func-
tion exerts no significant influence on male users’ browsing behavior. These
findings provide a theoretical foundation for investigating user behavior in mo-
bile short videos and offer strategic references for the development of the short
video industry.
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Abstract
[Purpose/Significance] How to meet the needs of short video users, stimu-
late user participation behavior, and successfully retain users has become an
urgent problem to be solved in the short video industry. Existing literature
lacks research on user participation behavior in short videos. Therefore, this
paper constructs a model based on social-technical theory to study the factors
affecting the browsing and creation behaviors of male and female users of mobile
short videos. [Method/Process] This study collected 877 valid questionnaires
using a survey method and tested the proposed hypotheses using SPSS 24.0 and
AMOS 23.0. [Result/Conclusion] The results show that for both male and
female users, individual extroversion and the entertainment function of short
videos positively influence usage behavior; users’ narcissistic traits and need
to belong positively affect creation behavior; and users’ need for popularity
and the information recording function of short videos positively affect brows-
ing behavior. Additionally, male users’ narcissistic traits negatively influence
their browsing behavior, while female users’ narcissistic traits show no signif-
icant relationship with browsing behavior; the information recording function
has no significant effect on male users’ browsing behavior. The findings provide
a theoretical basis for exploring user behavior in mobile short videos and offer
reference strategies for the development of short videos.

Mobile short video applications (hereinafter referred to as short videos) repre-
sent a new social service based on mobile terminals, where users share videos
shot on their phones to major social platforms to interact with numerous neti-
zens [1]. Compared with images and text, short videos are more intuitive and
vivid, significantly reducing the time users need to understand information, pro-
viding visual impact, and being highly attractive. 2016 marked the “first year”
for short video content creators, with a large number of creators continuously
emerging. Distinctive short video applications such as Meipai, Xiaokaxiu, and
Kuaishou have appeared in people’s lives, and short videos have truly entered a
period of explosive growth. Taking Douyin, a music creative short video APP
under Toutiao, as an example, it allows users to create music short videos of
no more than 15 seconds through video shooting, post-production editing, and
music matching. It provides both audio-visual information and satisfies users’
consumption needs during fragmented time, occupying an important position
in mobile short videos with rapid momentum. From February to March 2018,
Douyin continuously ranked first in daily downloads in China’s App Store, be-
coming the hottest mobile application in China’s internet [2]. On May 17, 2018,
the “2018 China Social Short Video Platform Report” released by iiMedia Re-
search predicted that the number of short video users in China would reach 353
million in 2018 [3].

Browsing short videos satisfies the needs of the majority of users for boredom re-
lief and loneliness alleviation [2]. Additionally, creation behavior in short videos
is also extremely important. Users can enjoy entertainment activities and ex-
press emotional appeals on short video platforms, showcasing themselves and
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meeting social needs. The diverse content of short videos not only brings “indus-
try dividends” to creators but also attracts capital attention to the short video
field, promoting the prosperity and development of the short video industry.
The fragmented consumption method, vivid content, and “self-entertainment”
participation mode of short videos enrich users’ entertainment life [3]. However,
while short videos are booming, hidden concerns remain: short video content is
uneven in quality, with high repetition rates, which can easily cause boredom
and lead to user loss on short video platforms. Therefore, how to grasp user
needs, stimulate users to browse and create more short videos, and retain users
has become an urgent problem for the industry to solve.

Currently, academic research on short videos lags significantly behind the rapid
industry development, with relevant literature mainly focusing on qualitative
analysis of the rise, current status, and development trends of short videos,
and few quantitative studies on factors influencing user participation in short
videos. Previous scholars have conducted empirical research on user behav-
ioral intentions toward online video services under Web 2.0 [4-5], but short
videos differ from general online video services in their technical means and
user needs. They are mainly characterized by: (1) Compared with streaming
media or online video services, short videos have stronger social attributes and
carry users’ emotional appeals for recognition and achievement [6]. For exam-
ple, both Douyin and Kuaishou have increased active users by optimizing social
scenarios [3]. Therefore, research on short video applications cannot only focus
on technical aspects but also needs to analyze social factors. (2) Short video
users have unique individual traits, and their “self-entertainment” participation
mode is a major attraction [3]. Therefore, to better profile short video users, it
is necessary to explore the relationship between user individual traits and usage
behavior. (3) Due to differences in behavioral norms and values between men
and women, their behaviors and thinking patterns also differ. Therefore, gender
is considered an important indicator in technology usage [7]. Short video appli-
cations attract both male and female users, and it is worth exploring whether
there are differences between these two user groups in how technical, social, and
individual traits influence browsing and creation behaviors.

Attention to these issues makes this study different from previous literature and
has unique theoretical and practical significance. This paper empirically stud-
ies the factors influencing short video user participation behavior from three
perspectives: technical factors, social factors, and individual traits. First, this
paper uses social-technical theory to study the technical and social factors of
short video user behavior because short videos are a typical social-technical infor-
mation service that not only allows users to use short video technical functions
but also enables them to communicate with each other. Second, narcissism and
extroversion, as common individual traits in social service usage research [8-9],
are likely to influence short video user behavior. Therefore, this paper explores
the impact of narcissism and extroversion on short video browsing and creation
behaviors. Finally, differences in thinking and values between men and women
lead to different behaviors. Therefore, this paper adopts gender grouping to ex-
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plore differences between men and women in short video browsing and creation
behaviors.

2 Literature Review and Theoretical Foundation
2.1 Short Videos and Their Usage Behavior

The continuous updating of internet technology has led to the birth of new mo-
bile media. In the increasingly developing new media era, people are no longer
satisfied with single-mode expressions such as text and images but prefer audio-
visual dual experiences. Technological progress and changes in user needs have
provided a development platform for mobile short video applications. Accord-
ing to Baidu search index data from January 1, 2011, to March 28, 2018, the
keyword “short video” appeared very infrequently before 2016. The curve began
to fluctuate from 2014 to 2016, peaked in 2016, then dropped sharply, but the
Baidu index for “short video” has continued to rise to this day, showing vigorous
development momentum. Mobile short videos are a new species of video art,
with shooting and display completely different from traditional videos, generally
referring to video content with a duration of less than 5 minutes disseminated
on new internet media. In 2017, competition in the short video industry en-
tered a white-hot stage, with continuous technical improvements, optimized
video shooting, and added functions such as beauty filters and stunning special
effects, enabling users to more perfectly record and display their life status,
pleasing a large number of young users and forming the phenomenon of using
short videos for entertainment. Thousands of users have joined the short video
creation craze, becoming famous overnight by sharing self-made content on short
video platforms, with many grassroots people suddenly gaining huge popularity
and becoming internet celebrities. For example, Douyin, the most popular short
video APP currently, has attracted numerous young users with its personalized
features—cool special effects and catchy music—since its launch, achieving more
than 1 billion daily views and being representative in short video research.

Browsing behavior and creation behavior correspond to two typical user
behaviors—lurkers and posters. In previous similar studies, R. Wang et al. di-
vided user behavior into browsing selfies and uploading selfies when exploring
social media user selfie behavior [10]; H.M. Lai and T.T. Chen divided users
of online interest communities into lurkers and posters to study knowledge
sharing behavior in virtual communities [11]; K. Maret and K.D. Joshi also
believed that the main user types in online communities and social media are
lurkers and posters [12]. The behaviors of lurkers and posters correspond to
the browsing behavior and creation behavior in this paper. Browsing behavior
refers to users who only search and browse popular short videos without
uploading their own creations, equivalent to being a lurker or a quiet audience
[11]. Creation behavior refers to users who shoot and produce short videos
themselves, post them to the platform after post-production beautification or
music matching, and browse to creation is a gradual process. Browsers often
need to go through a period of time before becoming creators. When users first
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use a network service such as an online community, they are not very familiar
with the service environment and usually maintain a period of observation
to understand and adapt. Once they become familiar with the service, their
behavior changes, and they become more active in performing rather than
just watching [13]. Therefore, this paper selects user browsing behavior and
creation behavior for study to explore the differences in causes of these two
different behaviors.

2.2 Individual Traits

Considering that personality traits of social media users are important for under-
standing their usage behavior, individual personality traits are considered the
main influencing factors for preferring certain social media platforms and adopt-
ing specific behavioral tendencies [14]. Personality traits have been applied to
research on different forms of social media and social networks [15-17]. Among
personality traits, extroversion is one of the personality characteristics reflect-
ing self-focus and satisfaction tendencies, and research shows it is significantly
related to online activities and is often considered an important factor affecting
social media usage [8, 18]. For example, extroversion is significantly correlated
with self-disclosure behavior on social media [18]. Therefore, this paper takes
extroversion as a personality trait affecting short video usage behavior. In addi-
tion, narcissism, as a personality trait reflecting a high degree of self-affirmation
[19], is also considered a key motivation for certain types of social media behav-
ior [14, 20-21]. It has been confirmed to have a significant positive relationship
with certain social media usage behaviors, such as uploading selfies and display-
ing self-charm [20-21]. Short video content is often users’ “self-entertainment”
selfie uploads, so this paper also studies the impact of narcissism on short video
browsing and creation behaviors.

2.3 Social-Technical Theory

Social-technical theory is often used to explain the emergence of a new tech-
nology that attempts to create and maintain a new social interaction method,
helping to improve performance and convenience in work, life, and coordina-
tion with others [22]. Social-technical theory focuses on the integration of so-
cial factors and tools. The technical system emphasizes processes, tasks, and
technologies for producing specified outputs, while the social system considers
relationships between people and their attributes. These two systems need to
cooperate to produce optimized outputs [23]. Social media is a social-technical
information platform, and the social-technical system framework enables us to
understand our usage behavior from both social and technical aspects of social
media [24]. Many studies have applied the social-technical system framework to
study social media user participation behavior [23-24]. The social system consid-
ers human characteristics such as values and attitudes, as well as interpersonal
social relationships.
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2.4 Gender Differences

Research indicates that men and women have significant differences in behav-
ioral norm expectations and values [26], leading them to display and value differ-
ent types of interpersonal behaviors. In virtual community interactions, women
and men have different goals and activities, with women participating in more
social interactions and cooperative activities than men [26-27]. Studies show
that men and women have different motivations for spending time in virtual
network environments [27-28]. Y. Sun et al. found that men focus more on
extrinsic motivations for participating in social media, while women focus more
on intrinsic motivations [29]; X. Lin et al. explored the differential effects of
different types of social support in social media on continuous usage intentions
of men and women, concluding that men pay more attention to information
support, while women pay more attention to emotional support [26]. Many
studies consider gender an important way to classify social network users [26,
29]. Therefore, it is necessary to study the differences between men and women
in using short videos. Second, since this paper also uses social-technical theory,
and previous research shows that women are more inclined to positive interper-
sonal interactions and relationships, paying more attention to the social system
in the social-technical framework, such as social identity and peer evaluation;
men are more inclined to technical features and problem-solving, paying more
attention to the technical system [26], such as platform functions and services.
Therefore, this paper organically combines social-technical theory and gender
differences.

3 Model and Hypotheses
Based on social-technical theory and individual trait factors, this paper proposes
an integrated model affecting short video user browsing and creation behavior,
as shown in Figure 1 [Figure 1: see original paper].

3.1 Relationship Between Individual Factors and Usage Behavior

Based on social-technical theory, this paper proposes its social system and tech-
nical system for short videos. Since the social system considers human values,
attitudes, and other characteristics, as well as interpersonal relationships, this
paper identifies two constructs: need to belong and need for popularity, as social
factors. Specifically, need to belong refers to short video users’ desire to inte-
grate into social groups and establish intimate, stable social relationships with
others. Need for popularity refers to users’ impulse to present themselves on
short video platforms to gain welcome from other users. According to previous
research, the technical system includes tools, technologies, services, procedures,
and equipment that users use to complete social media tasks. They represent
the functional tools and unique mechanism features that social media platforms
provide to users to complete tasks and improve their participation in social me-
dia [25]. Short videos themselves have information recording functions (such as
personalized MV recording) and entertainment functions (such as funny music
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and dynamic special effects), which are their functional, technical, and service
advantages and important technical features that attract users to participate in
short videos. Therefore, this paper takes them as technical factors.

Narcissism is a personality trait with high self-importance, exaggerated self, and
desire for admiration [19]. Narcissistic people may exaggerate their positive per-
sonality traits, attractiveness, and intelligence, and usually consider themselves
more excellent, special, and unique than others [30]. Narcissistic users tend to
comment, like, and browse other users’ self-made works [31], comparing them
with short videos they create. If their videos are better than others, it can
satisfy their pride. Narcissism is considered a key motivation for certain social
website usage behaviors, as social websites provide them with an ideal plat-
form to showcase themselves, and narcissists upload more self-image-enhancing
content (such as profile photos) on social websites than others to gain praise
[20-21]. Therefore, narcissistic short video users will upload their own created
short videos to express themselves and gain praise.

H1a: For both male and female short video users, their narcissism has a positive
impact on their browsing behavior.
H2a: For both male and female short video users, their narcissism has a positive
impact on their creation behavior.

Extroversion represents sociability, gregariousness, and talkativeness, character-
ized by vitality and positive emotions [32], and may stimulate and guide social
interactions among group members [33]. Extroversion is a factor often con-
sidered when studying motivations affecting social media usage. Research has
found that users with extroverted personality traits use social media more fre-
quently to enhance their social connections [8]. They are more willing to browse
others’ short videos to understand other people’s video content and network dy-
namics. Extroversion is often associated with positive, confident, outgoing, and
frank characteristics. Previous research shows that extroversion is significantly
related to self-disclosure in online media [18]. Extroverted people are happy to
share their experiences with online friends, and publicly sharing works on short
video platforms helps expand their social scope [8]. Therefore, extroverted users
are more willing to create short videos to express themselves.

H3a: For both male and female short video users, their extroversion has a
positive impact on their browsing behavior.
H4a: For both male and female short video users, their extroversion has a
positive impact on their creation behavior.

3.2 Relationship Between Social Factors and Usage Behavior

Need to belong is a universal social motivation, a desire to be accepted and
recognized by others and to become a member of a social group, which makes
people strongly want to establish intimate, stable social relationships with others
[34]. Users can obtain likes and comments on videos they post on short video
applications, which positively affects their self-esteem and self-worth, making
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them feel a sense of recognition and belonging [35]. If friends around them are
using short videos and they are not, they may be considered outdated or out of
place. Therefore, people are influenced by groups around them and will start
browsing and creating short videos to integrate into the circle.

H5a: For both male and female short video users, their need to belong has a
positive impact on their browsing behavior.
H6a: For both male and female short video users, their need to belong has a
positive impact on their creation behavior.

Need for popularity refers to individuals’ impulse to present a unique image on
social media to influence how other users treat them, thereby making themselves
more popular [36]. Individuals with high need for popularity are more willing to
self-disclose to attract groups and gain popularity [37]. Need for popularity mo-
tivates social media users to find more online friends, disclose more information,
and self-present to cater to more people [38]. The viral transmission mode of
the internet makes short videos spread faster and wider. Some short video users
gradually become popular on internet platforms through created short videos,
with their number of fans increasing daily. Many users engage in self-promotion
on short video applications to get large numbers of “likes” and fans. The num-
ber of “likes” and fans confirms popularity and status, becoming indicators of
their popularity [31]. To make themselves more popular, users will browse pop-
ular works on the platform and imitate and challenge them. Therefore, need for
popularity promotes users’ browsing behavior and creation behavior.

H7a: For both male and female short video users, their need for popularity has
a positive impact on their browsing behavior.
H8a: For both male and female short video users, their need for popularity has
a positive impact on their creation behavior.

3.3 Relationship Between Technical Factors and Usage Behavior

Information recording refers to using social media to record personal life is-
sues [39]. The information recording function can meet users’ expectations for
self-expression. Users use social media to record their daily activities, thereby
strengthening their participation behavior [39-40]. Previous research has veri-
fied the important role of information recording in social media user behavior
[40]. As Douyin’s latest slogan—“Record a Beautiful Life”—states, short videos
themselves have information recording functions that preserve users’ lives and
beautiful images as permanent memories [36], promoting user usage behavior.
Short video users can browse others’ short videos to get inspiration and reference
for creating better works. Users can use short videos to record life moments and
beautiful things. Compared with text and images, short videos can give people
more visual impact effects. Therefore, the information recording function of
short videos promotes users’ creation behavior.

H9a: For both male and female short video users, the information recording
function of short videos has a positive impact on their browsing behavior.
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H10a: For both male and female short video users, the information recording
function of short videos has a positive impact on their creation behavior.

Previous research shows that entertainment is a powerful and key influencing
factor for individuals to use social media [40]. The entertainment function of
social media enables users to obtain satisfaction and helps them pass time [36].
The pressure of work and study accelerates people’s life pace and often puts
them in a suppressed state, and short videos just help them relax [41]. Short
videos allow users to enjoy interesting short videos from around the world any-
time, anywhere, with low time and material costs [41]. For example, Douyin’s
characteristic filter props, special effects, and creative multi-segment mixing
functions enable users to create their own personalized short videos, gaining
more pleasure and satisfaction. Therefore, the entertainment function of short
videos attracts many young people to browse short video content and create
their own unique short videos.

H11a: For both male and female short video users, the entertainment function
of short videos has a positive impact on their browsing behavior.
H12a: For both male and female short video users, the entertainment function
of short videos has a positive impact on their creation behavior.

3.4 Gender Grouping Comparison of Individual Factors’ Impact on
Usage Behavior

Research shows that narcissistic people are more willing to use social media [29],
and narcissistic men are more likely to use social media than narcissistic women
[8, 21]. Men with narcissistic traits on social media display their charm (such
as selfies, videos, etc.) more than women [21]. Therefore, we infer that the
relationship between narcissism and short video usage behavior is stronger for
men than for women. In addition, typical male personality characteristics are
freedom and adventure, while typical female characteristics are compliance and
passivity [42]. Men are more courageous than women in showing themselves
in public. Research shows that extroverted men use social media and express
themselves more than women [8]. Therefore, men show a stronger relationship
between extroversion and short video usage behavior than women.

H1b: Male short video users have a stronger effect of narcissism on browsing
behavior than female users.
H2b: Male short video users have a stronger effect of narcissism on creation
behavior than female users.
H3b: Male short video users have a stronger effect of extroversion on browsing
behavior than female users.
H4b: Male short video users have a stronger effect of extroversion on creation
behavior than female users.
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3.5 Gender Grouping Comparison of Social Factors’ Impact on Usage
Behavior

Literature shows that men and women may have different values toward social
media due to their different preferences for social and technical aspects [26].
Women pay more attention to positive interactions and relationship-oriented
goals, focusing more on social factors and caring more about social identity
and peer evaluation, which may indicate that women value the need to belong
more than men [43]. Another study proves that women pay more attention to
interactions with others. For the need for popularity, women engage in more
self-disclosure behavior on social websites than men to improve their social accep-
tance, gain more recognition and welcome [8]. Therefore, we infer that women
will use short videos more due to need to belong and need for popularity.

H5b: For male short video users, the effect of need to belong on browsing
behavior is weaker than for female users.
H6b: For male short video users, the effect of need to belong on creation
behavior is weaker than for female users.
H7b: For male short video users, the effect of need for popularity on browsing
behavior is weaker than for female users.
H8b: For male short video users, the effect of need for popularity on creation
behavior is weaker than for female users.

3.6 Gender Grouping Comparison of Technical Factors’ Impact on
Usage Behavior

Previous research has proven that men and women attach different importance
to different features of social media [26]. Men are more inclined toward technical
tasks and problem-solving, paying more attention to technical factors [26]. This
paper divides the technical factors of short videos themselves into information
recording function and entertainment function. Men are more likely to use the
information recording function of social media to record life status, conduct
self-presentation, and obtain or maintain their leadership status [21]. Another
study shows that men use social media more than women for entertainment and
personal relaxation [8]. Therefore, the information recording and entertainment
functions provided by short video application platforms may increase male user
participation.

H9b: For male short video users, the effect of information recording function
on browsing behavior is stronger than for female users.
H10b: For male short video users, the effect of information recording function
on creation behavior is stronger than for female users.
H11b: For male short video users, the effect of entertainment function on
browsing behavior is stronger than for female users.
H12b: For male short video users, the effect of entertainment function on
creation behavior is stronger than for female users.

chinarxiv.org/items/chinaxiv-202307.00552 Machine Translation

https://chinarxiv.org/items/chinaxiv-202307.00552


4 Research Methods
4.1 Questionnaire Design

As can be seen from the model in Figure 1 [Figure 1: see original paper], the
questionnaire designed in this paper includes a total of 8 latent variables: nar-
cissism (NAR), extroversion (EXT), need to belong (NTB), need for popularity
(NFP), information recording function (DOC), entertainment function (ENT),
browsing behavior (BB), and creation behavior (CB). To verify the research
hypotheses, this paper adopted measurement items from relevant domestic and
foreign research and made appropriate modifications. A 7-point Likert scale
was used for each measurement item: “1-7 points” represent “strongly disagree”
to “strongly agree.” After the questionnaire was designed, three experts in this
field reviewed the content description of each measurement item one by one,
and inappropriate expressions were corrected. Then, a pre-test was conducted
among 20 respondents, and the results showed that the scale had good reliability
and validity. Table 1 shows the final variables and measurement items.

4.2 Survey Implementation

This survey collected data through online channels. The survey subjects were
Douyin short video users. The formal questionnaire was published on Wen-
juanxing, and the questionnaire link was posted on some social platforms to
attract more Douyin users to participate in the survey. The reasons for select-
ing Douyin users as the survey subjects are: First, from February to March 2018,
Douyin short video continuously ranked first in daily downloads in China’s App
Store, becoming the hottest mobile short video APP in China. On June 12,
2018, Douyin announced that its domestic daily active users exceeded 150 mil-
lion, and monthly active users exceeded 300 million, making it representative.
Second, Douyin has a large user group, providing more survey subjects and con-
venient data collection. This survey recovered a total of 901 questionnaires. The
questionnaire included the question “Have you ever used the Douyin music short
video APP?” If the respondent answered no, the questionnaire was terminated.
After removing duplicates and outliers, the final number of valid questionnaires
was 877. This survey adopted gender grouping, with 511 females and 366 males,
accounting for 58.3% and 41.7% respectively. The sample statistics for male and
female groups are shown in Table 2 .

4.3 Reliability and Validity Analysis

First, reliability analysis was conducted using SPSS 24.0 to calculate the col-
lected valid data. All variables had Cronbach’s 𝛼 coefficients higher than 0.7,
indicating high reliability levels [51]. Then, AMOS 23.0 was used for confirma-
tory factor analysis on the data, with results shown in Table 3 . Composite
reliability was greater than 0.8, average variance extracted was greater than
0.5, and the standardized factor loadings of measurement items were all greater
than 0.6, indicating good convergent validity [52].
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Discriminant validity was tested by comparing the square root of each variable’s
AVE value with the correlation coefficients between variables. The square root
of the AVE values of all variables (shown in bold on the diagonal in Table 4
) was higher than their correlation coefficients with other variables, indicating
good discriminant validity between research variables [51].

5 Model Testing and Results Discussion
5.1 Structural Model Testing and Results Discussion

This paper used AMOS 23.0 to test the research models for male and female
users separately, with results shown in Table 5 . All model fit indices were above
recommended values, indicating good fit [53].

As can be seen from Figure 2 [Figure 2: see original paper], in terms of indi-
vidual factors, extroversion has a significant positive impact on both browsing
behavior and creation behavior for all users, supporting hypotheses H3a and
H4a. Narcissism has a significant positive impact on creation behavior for all
users, supporting hypothesis H2a. Narcissism has a significant negative rela-
tionship with male users’ browsing behavior but no significant relationship with
female users’ browsing behavior, meaning hypothesis H1a is not supported. A
possible explanation is that there is actually a potential competitive relation-
ship between short video creators. Users increase likes, forwards, and followers
by creating interesting, pleasant, and attractive videos, thereby gaining popu-
larity. Narcissistic people usually consider themselves superior to others, and
narcissistic men pay more attention to status and advantages than women. The
more narcissistic male users are, the more likely they feel that their created
short videos are better than others’, and thus disdain browsing others’ videos.
Narcissistic female users, on the one hand, consider themselves superior to oth-
ers and are unwilling to spend time browsing others’ videos, but on the other
hand, their competitive psychology may be stronger than men’s, driving them
to want to browse others’ short videos to compare with themselves. These two
motivations work together, possibly resulting in no obvious positive or negative
impact of female narcissism on browsing behavior.

In terms of social factors, for both male and female users, need to belong has no
significant impact on creation behavior but has a significant impact on browsing
behavior, meaning H5a is supported while H6a is not. A possible explanation is
that when users first contact short videos, they are not very familiar with the
community environment and usually spend time understanding and adapting
to the community culture [11, 13]. They initially engage more in browsing be-
havior to understand the functions and features of short videos, and only when
they become sufficiently familiar does their behavior change, becoming more
active in performing rather than just watching. Therefore, users may generate
more browsing behavior to conform to the atmosphere of friends or the public
using short videos, but creation behavior is a more difficult and lengthy process
compared to browsing behavior. Short video applications provide more enter-
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tainment and diversion, and their social nature is not as strong as general social
software like WeChat and QQ. Users often use multiple social media platforms
simultaneously and can easily switch to other social media [36]. Therefore, the
sense of belonging it provides may not be sufficient to support users’ creation
behavior. Additionally, for both male and female users, need for popularity
has no significant impact on browsing behavior but has a significant impact on
creation behavior, meaning H7a is not supported while H8a is supported. A
possible explanation is that short video users’ desire for popularity and pursuit
of popularity can be more directly and quickly satisfied by creating works that
can attract clicks. Creation behavior can better meet users’ need for popularity
than browsing behavior, while browsing short videos does not significantly help
increase popularity.

In terms of technical factors, for both male and female users, the information
recording function has a significant impact on browsing behavior, supporting
H9a. The information recording function has a significant positive relation-
ship with female users’ creation behavior but no significant relationship with
male users’ creation behavior, meaning H10a is partially supported. A possible
explanation is that Douyin’s slogan is “Record a Beautiful Life,” reflecting its
information recording function, which has also attracted many users. Currently,
the male-to-female ratio of Douyin users is about 4:6, which may to some extent
indicate that the information recording function attracts more female users. At
the same time, women may pay more attention to leaving a beautiful image
than men [8]. The information recording function of short videos can help them
create excellent short videos that enhance their self-image, while men do not
have a strong motivation to use the information recording function. Addition-
ally, for both male and female users, the entertainment function is significantly
related to both browsing behavior and creation behavior, supporting H11a and
H12a.

5.2 Gender Grouping Path Results Comparison

To test the differences between male and female users in the effects of various
factors on short video browsing and creation behaviors, this paper followed
the method of M. Keil et al. [54] and conducted statistical comparisons of the
corresponding path coefficients between the two group models. A significant T-
value indicates that there is a significant difference in path coefficients between
the two groups for the same path. The T-value calculation formula is:

𝑆𝑝𝑜𝑜𝑙𝑒𝑑 = {[(𝑁1 − 1)/(𝑁1 + 𝑁2 − 2)] × 𝑆𝐸2
1 + [(𝑁2 − 1)/(𝑁1 + 𝑁2 − 2)] × 𝑆𝐸2

2}

𝑡 = (𝑝𝑐1 − 𝑝𝑐2)/[𝑆𝑝𝑜𝑜𝑙𝑒𝑑 × √(1/𝑁1 + 1/𝑁2)]

Where: 𝑆𝑝𝑜𝑜𝑙𝑒𝑑 is the pooled estimate of variance; 𝑡 is the T-statistic with degrees
of freedom (𝑁1 + 𝑁2 − 2); 𝑁𝑖 is the sample size of group 𝑖; 𝑆𝐸𝑖 is the standard
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error of the path in the structural model of group 𝑖; 𝑃𝐶𝑖 is the path coefficient
in the structural model of group 𝑖.
First, for hypotheses H1b, H6b, H7b, and H10b, since some or all users have non-
significant path coefficients, we do not compare them, and these hypotheses are
not supported. For other hypotheses, T-test results (shown in Table 6 ) indicate:
extroversion (𝑡 = −29.906, 𝑝 < 0.001) and entertainment (𝑡 = −85.183, 𝑝 <
0.001) have stronger effects on male users’ browsing behavior than female users;
while need to belong (𝑡 = 28.289, 𝑝 < 0.001) and information recording (𝑡 =
35.409, 𝑝 < 0.001) have stronger effects on female users’ browsing behavior than
male users. Narcissism (𝑡 = −14.238, 𝑝 < 0.001), extroversion (𝑡 = −39.707, 𝑝 <
0.001), need for popularity (𝑡 = −23.925, 𝑝 < 0.001), and entertainment (𝑡 =
−21.756, 𝑝 < 0.001) have stronger effects on male users’ creation behavior than
female users. Therefore, hypotheses H2b, H3b, H4b, H5b, H11b, and H12b are
supported, while hypotheses H8b and H9b are not supported.

The conclusion shows that need for popularity has a greater impact on male
creation behavior. A possible explanation is that research shows men are more
decisive than women, while women are more thoughtful than men. This may in-
dicate that in the process of contacting short videos, male users can go through
the observation period and transition from browsing behavior to creation be-
havior faster than female users, while female users may need a longer period of
observation. Also, because men attach more importance to their status and ad-
vantages than women, need for popularity may more easily lead to male users’
creation behavior.

The conclusion shows that the information recording function has a greater im-
pact on female users’ browsing behavior. A possible explanation is that women
pay more attention to their external image [8]. They use the information record-
ing function to browse and understand popular short videos, and borrowing the
characteristics and advantages of others’ works can help them create better
short videos that enhance their self-image.

6 Conclusions and Implications
6.1 Theoretical Implications

(1) Based on social-technical theory, this paper studied the factors affect-
ing short video user browsing and creation behaviors, identifying some
important social and technical factors that are significant for promoting
short video user browsing and creation behaviors. Specifically, the need
to belong in social factors can promote short video users’ browsing be-
havior, while need for popularity promotes users’ creation behavior; the
information recording function in technical factors positively affects users’
browsing behavior, and the entertainment function positively affects users’
browsing and creation behaviors. Therefore, this study extends social-
technical theory research in the short video application field.
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(2) Social media user behavior includes low-participation browsing behavior
and high-participation creation behavior. Previous social media user be-
havior research often did not subdivide user usage behavior. This paper
divides user usage behavior into browsing behavior and creation behavior
to explore the factors affecting these two different behaviors. The results
show that users’ need to belong only positively affects browsing behavior
but has no significant effect on creation behavior, while users’ need for
popularity only positively affects creation behavior but has no significant
effect on browsing behavior, indicating that factors affecting short video
user browsing and creation behaviors differ, thus providing a more com-
prehensive understanding of short video user behavior and motivations.

(3) Considering differences between men and women in social media usage be-
havior, this paper conducted gender grouping of short video users. The re-
sults show that narcissistic men are more likely than narcissistic women to
engage in creation behavior; extroverted men are more likely than women
to engage in browsing and creation behaviors; need to belong is more
likely to stimulate women’s browsing behavior, while need for popular-
ity is more likely to stimulate men’s creation behavior; the information
recording function of short videos is more likely to attract women’s brows-
ing behavior, while the entertainment function is more likely to attract
male users’ browsing and creation behaviors. The differences between
male and female users in the above path relationships enrich social role
theory research in the field of mobile short video user behavior.

6.2 Practical Implications

This paper has important practical implications for managers of mobile short
video applications on how to motivate users to browse and create short videos
and improve community value.

The conclusions show that users’ narcissistic and extroverted traits positively
affect creation behavior. These groups have more active participation behavior,
more frequent interactions with others, and more short video works. There-
fore, short video software can identify such groups and adopt more incentive
measures for them. Additionally, the entertainment function has a significant
positive effect on user usage behavior. Short videos can make more improve-
ments in the entertainment functions of the software, such as providing more
funny, entertaining music materials and special effect functions, and pushing
more relaxed and pleasant short videos for users.

The research results show that factors affecting male and female user behavior
differ. From the conclusions, need to belong has a greater impact on women’s
browsing behavior, while need for popularity has a greater impact on men’s cre-
ation behavior. Therefore, male and female users can be distinguished through
basic information filled in during registration. For female users, recommend
short videos they frequently browse, like, or comment on, as well as short videos
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with similar themes from their preferred creators. This can make female users
feel that there are many users with similar preferences or short videos that
match their preferences on the platform, enhancing their sense of belonging and
promoting their browsing behavior. For male users, emphasize the popularity of
their created excellent short videos, such as showing the ranking of short videos
created by male users among nearby users. This can stimulate male users’ desire
for popularity and promote their creation behavior.

Additionally, the conclusion shows that the information recording function has a
greater effect on female users’ browsing behavior. Therefore, short videos about
recording life fragments can be recommended to female users. In addition, more
choices can be provided for female users in special features such as filters, beauty
effects, special effects, and background music. The conclusion also shows that
the entertainment function has a greater effect on male users’ browsing and
creation behaviors. Therefore, more funny, relaxing, and entertainment-themed
short videos can be provided to male users.

7 Limitations and Future Research
Like other similar studies, this research has certain limitations: First, the sam-
ple distribution did not consider regional influences. Douyin users are mostly
distributed in first- and second-tier cities, and regional factors may have some
impact on the results. Future research needs to collect samples from more re-
gions. Second, the survey subjects were only Douyin users, but there are other
short video applications such as Kuaishou and Meipai. Future research could
survey users of 2-3 short video applications. In addition to gender grouping,
comparative studies could be conducted on different types of short videos to an-
alyze differences in user behavior across different short video applications and
enrich understanding of short video behavior research. Third, there may be
other important factors that need to be included in the analysis, such as other
personality traits from the Big Five personality theory. Future research should
also consider the effects of the other four personality traits—agreeableness, neu-
roticism, conscientiousness, and openness—on short video user usage behavior
to provide more comprehensive research on this issue. Fourth, this paper only
studied browsing behavior and creation behavior among user usage behaviors,
while interaction behavior includes multiple types of user participation behav-
iors. Future research could study user interaction behavior separately. Fifth,
as a new media that has developed recently, mobile short videos differ from
previous social media, and their usage behavior may have some new influencing
factors and motivations. Future research could use grounded theory to collect
original data, conduct in-depth analysis, and gradually form a theoretical frame-
work. Sixth, the questionnaire survey method is easily affected by respondents’
subjectivity, and its reliability and accuracy are not very strong. Future research
could use experimental methods or short video data crawling.

chinarxiv.org/items/chinaxiv-202307.00552 Machine Translation

https://chinarxiv.org/items/chinaxiv-202307.00552


References
[1] Wang Wenbin. Short but Powerful—Analysis of the Current Status and
Trends of Domestic Short Video Development [J]. TV Research, 2017(5): 18-21.
[2] China Industry Information Network. 2018 China Short Video Industry
Market Status and Development Trend Analysis [EB/OL]. [2018-05-04].
http://www.chyxx.com/industry/201805/636840.html.
[3] People’s Daily. 2018 China Short Video User Scale Will Reach
353 Million, Booming but Needs Regulation [EB/OL]. [2018-05-25].
http://media.people.com.cn/n1/2018/0525/c40606-30012750.html.
[4] Hou Delin, Cai Shuqin, Xia Huosong, et al. Empirical Study on User
Content Generation Upload Behavior Intention of Online Video Services [J].
Journal of the China Society for Scientific and Technical Information, 2013,
32(8): 887-896.
[5] Hou Delin, Zhao Liping, Zhang Xing, et al. Empirical Study on User Content
Dissemination Behavior Intention of Online Video Services [J]. Management
Review, 2015, 27(11): 86-95.
[6] Sohu. How to Satisfy User Demands and Find Breakthroughs in
the Second Half of the Short Video Industry? [EB/OL]. [2018-02-10].
https://m.sohu.com/a/222074444_{114819}.
[7] Guo X, Han X, Zhang X, et al. Investigating m-health acceptance from
a protection motivation theory perspective: gender and age differences [J].
Telemedicine Journal and E-health, 2015, 21(8): 661-669.
[8] Guo M, Liu RD, Ding Y, et al. How are extroversion, exhibitionism, and
gender associated with posting selfies on WeChat friends’ circle in Chinese
teenagers? [J]. Personality & Individual Differences, 2018, 127: 114-116.
[9] Liu D, Campbell WK. The Big Five personality traits, Big Two metatraits
and social media: a meta-analysis [J]. Journal of Research in Personality, 2017,
70: 229-240.
[10] Wang R, Yang F, Haigh MM. Let me take a selfie: exploring the psycho-
logical effects of posting and viewing selfies and groupies on social media [J].
Telematics and Informatics, 2017, 34(4): 274-283.
[11] Lai HM, Chen TT. Knowledge sharing in interest online communities: a
comparison of posters and lurkers [J]. Computers in Human Behavior, 2014,
35(6): 295-306.
[12] Maret K, Joshi KD. The decision to share information and rumors: exam-
ining the role of motivation in an online discussion forum [J]. Communications
of the Association for Information Systems, 2009, 24(1): 47-68.
[13] Correll S. The ethnography of an electronic bar: the lesbian cafe [J].
Journal of Contemporary Ethnography, 1995, 24(3): 270-298.
[14] Oliver MB, Krakowiak KM. Individual differences in media effects
[M]//Media Effects. London: Routledge, 2009: 533-547.
[15] Correa T, Hinsley AW, De Zuniga HG. Who interacts on the Web?: the
intersection of users’ personality and social media use [J]. Computers in Human
Behavior, 2010, 26(2): 247-254.
[16] Ross C, Orr ES, Sisic M, et al. Personality and motivations associated with

chinarxiv.org/items/chinaxiv-202307.00552 Machine Translation

https://chinarxiv.org/items/chinaxiv-202307.00552


Facebook use [J]. Computers in Human Behavior, 2009, 25(2): 578-586.
[17] Guadagno RE, Okdie BM, Eno CA. Who blogs? Personality predictors of
blogging [J]. Computers in Human Behavior, 2008, 24(5): 1993-2004.
[18] Krämer NC, Winter S. Impression management 2.0: the relationship
of self-esteem, extroversion, self-efficacy, and self-presentation within social
networking sites [J]. Journal of Media Psychology: Theories, Methods, and
Applications, 2008, 20(3): 106-116.
[19] Buffardi LE, Campbell WK. Narcissism and social networking websites [J].
Personality and Social Psychology Bulletin, 2008, 34(10): 1303-1314.
[20] Bevan JL. Perceptions of selfie takers versus selfie stick users: exploring
personality and social attraction differences [J]. Computers in Human Behavior,
2017, 75: 494-500.
[21] Sorokowski P, Sorokowska A, Oleszkiewicz A, et al. Selfie posting behav-
iors are associated with narcissism among men [J]. Personality and Individual
Differences, 2015, 85: 123-127.
[22] Allen JP. The evolution of new mobile applications: a sociotechnical
perspective [J]. International Journal of Electronic Commerce, 2003, 8(1):
23-36.
[23] Chai S, Kim M. A socio-technical approach to knowledge contribution
behavior: an empirical investigation of social networking site users [J]. Interna-
tional Journal of Information Management, 2012, 32(2): 118-126.
[24] Association for Information Systems. Understanding user acceptance of
micro-blog services in China using the extended motivational model [EB/OL].
[2018-06-17]. https://aisel.aisnet.org/pacis2013/214/.
[25] Wan J, Lu Y, Wang B, et al. How attachment influences users’ willingness
to donate to content creators in social media: a socio-technical systems
perspective [J]. Information & Management, 2017, 54(7): 837-850.
[26] Lin X, Zhang D, Li Y. Delineating the dimensions of social support on
social networking sites and their effects: a comparative model [J]. Computers
in Human Behavior, 2016, 58: 421-430.
[27] Guadagno RE, Muscanell NL, Okdie BM, et al. Even in virtual environ-
ments women shop and men build: a social role perspective on Second Life [J].
Computers in Human Behavior, 2011, 27(1): 304-308.
[28] Li Y, Kirkup G. Gender and cultural differences in internet use: a study
of China and the UK [J]. Computers & Education, 2007, 48(2): 301-317.
[29] Sun Y, Wang N, Shen XL, et al. Location information disclosure in
location-based social network services: privacy calculus, benefit structure, and
gender differences [J]. Computers in Human Behavior, 2015, 52: 278-292.
[30] McCain JL, Borg ZG, Rothenberg AH, et al. Personality and selfies:
narcissism and the Dark Triad [J]. Computers in Human Behavior, 2016, 64:
126-133.
[31] Sheldon P, Bryant K. Instagram: motives for its use and relationship to
narcissism and contextual age [J]. Computers in Human Behavior, 2016, 58:
89-97.
[32] Costa PT, McCrae RR. Influence of extroversion and neuroticism on
subjective well-being: happy and unhappy people [J]. Journal of Personality &

chinarxiv.org/items/chinaxiv-202307.00552 Machine Translation

https://chinarxiv.org/items/chinaxiv-202307.00552


Social Psychology, 1980, 38(4): 668-678.
[33] Lemoine GJ, Aggarwal I, Steed LB. When women emerge as leaders:
effects of extroversion and gender composition in groups [J]. The Leadership
Quarterly, 2016, 27(3): 470-486.
[34] Mouakket S. Factors influencing continuance intention to use social
network sites: the Facebook case [J]. Computers in Human Behavior, 2015, 53:
102-110.
[35] Baumeister RF, Leary MR. The need to belong: desire for interpersonal
attachments as a fundamental human motivation [J]. Psychological Bulletin,
1995, 117(3): 497-529.
[36] Gan C, Li H. Understanding the effects of gratifications on the continuance
intention to use WeChat in China: a perspective on uses and gratifications,
and media system dependency [J]. Computers in Human Behavior, 2018, 78:
306-315.
[37] Jin SV, Muqaddam A. “Narcissism 2.0! Would narcissists follow fellow
narcissists on Instagram?” The mediating effects of narcissists’ personality
similarity and envy, and the moderating effects of popularity [J]. Computers in
Human Behavior, 2017, 75: 244-255.
[38] Lim JS, Nicholson J, Yang SU, et al. Online authenticity, popularity,
and the “real me” in a microblogging environment [J]. Computers in Human
Behavior, 2015, 52(C): 132-143.
[39] Nardi BA, Schiano DJ, Gumbrecht M, et al. Why we blog [J]. Communi-
cations of the ACM, 2004, 47(12): 41-46.
[40] Xu C, Ryan S, Prybutok V, et al. It is not for fun: an examination of social
network site usage [J]. Information & Management, 2012, 49(5): 210-217.
[41] Huang Xinpeng. Analysis of the Dissemination of China’s Mobile Short
Video Platforms—Taking Miaopai as an Example [J]. Today Media, 2017,
25(8): 97-98.
[42] Lewine R, Martin M, Hart M. Sex versus gender differences in normal
personality differences [J]. Schizophrenia Research, 2017, 189: 57-60.
[43] Collins BJ, Burrus CJ, Meyer RD. Gender differences in the impact
of leadership styles on subordinate embeddedness and job satisfaction [J].
Leadership Quarterly, 2014, 25(4): 660-671.
[44] Kim JW, Chock TM. Personality traits and psychological motivations
predicting selfie posting behaviors on social networking sites [J]. Telematics
and Informatics, 2017, 34(5): 560-571.
[45] Dumas TM, Maxwell-Smith M, Davis JP, et al. Lying or longing for
likes? Narcissism, peer belonging, loneliness, and normative versus deceptive
like-seeking on Instagram in emerging adulthood [J]. Computers in Human
Behavior, 2017, 71: 1-10.
[46] John OP, Srivastava S. The Big Five trait taxonomy: history, measure-
ment, and theoretical perspectives [C]//Handbook of Personality: Theory and
Research. New York: Guilford Press, 1999: 102-138.
[47] Leary MR, Kelly KM, Cottrell CA, et al. Construct validity of the need
to belong scale: mapping the nomological network [J]. Journal of Personality
Assessment, 2013, 95(6): 610-624.

chinarxiv.org/items/chinaxiv-202307.00552 Machine Translation

https://chinarxiv.org/items/chinaxiv-202307.00552


[48] Santor DA, Messervey D, Kusumakar V. Measuring peer pressure, popular-
ity, and conformity in adolescent boys and girls: predicting school performance,
sexual attitudes, and substance abuse [J]. Journal of Youth & Adolescence,
2000, 29(2): 163-182.
[49] Lu Y, Zhou T, Wang B. Exploring Chinese users’ acceptance of instant
messaging using the theory of planned behavior, the technology acceptance
model, and the flow theory [J]. Computers in Human Behavior, 2009, 25(1):
29-39.
[50] Dai Debao, Gu Xiaohui. User participation behavior, perceived value, and
loyalty: analysis based on mobile short video social applications [J]. Consumer
Economics, 2017, 33(2): 58-65.
[51] Nunnally JC. Psychometric Theory [M]. New York: McGraw Hill, 1978.
[52] Fornell C, Larcker DF. Evaluating structural equation models with unob-
servable variables and measurement error [J]. Journal of Marketing Research,
1981, 18(2): 39-50.
[53] Bentler PM. Some contributions to efficient statistics in structural models:
specification and estimation of moment structures [J]. Psychometrika, 1983,
48(4): 493-517.
[54] Keil M, Tan BCY, Wei KK, et al. A cross-cultural study on escalation
of commitment behavior in software projects [J]. MIS Quarterly, 2000, 24(2):
299-325.

Author Contributions:
Zhang Xing: Responsible for research idea proposal and paper revision;
Wu You: Responsible for model construction, data collection, data analysis, and
paper writing;
Liu Shan: Responsible for paper framework guidance.

Analysis of Factors Affecting Browsing and Creation Behavior of
Users in Mobile Short Video

Zhang Xing1, Wu You1, Liu Shan2
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Abstract: [Purpose/significance] How to meet the needs of short video users,
stimulate participation behavior, and successfully retain users has become an
urgent problem. Existing literature lacks research on short video user participa-
tion behavior. Therefore, this paper constructs a model based on social-technical
theory to study factors affecting browsing and creation behaviors of male and
female mobile short video users. [Method/process] This paper collected 877
valid questionnaires and tested hypotheses using SPSS 24.0 and AMOS 23.0.
[Result/conclusion] Results show that individual extroversion and short video
entertainment function positively influence usage behavior for both genders;
users’ narcissistic traits and need to belong positively affect creation behavior;
need for popularity and information recording function positively affect brows-
ing behavior. Additionally, male users’ narcissistic traits negatively affect brows-
ing behavior, while female users show no significant relationship; information
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recording function has no significant effect on male users’ browsing behavior.
Results provide theoretical basis for exploring mobile short video user behavior
and reference strategies for short video development.

Keywords: mobile short video; social-technical theory; browsing behavior;
creation behavior

Note: Figure translations are in progress. See original paper for figures.

Source: ChinaXiv — Machine translation. Verify with original.
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