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ABSTRACT The research on the behavior of short video’s creators is an important part of the research
on short video communication mechanism, communication elements, short video public opinion evolution
and its development situation prediction. Clarifying the motives that affect the behavior of short video’s
creators can achieve the accurate dissemination of short video content, which has a positive significance
for the development of the short video industry and has practical value for the network content management
department to guide the development of the industry. In the “video communication era”, as a communication
carrier, short video has been widely used in e-commerce, government information dissemination and other
fields to improve the traditional form of communication, and many good results have already been achieved.
However, there are few studies on the origin characteristics of short videos, that is, the motivation of short
video’s creators’ behavior. In this article, first, a motivation analysis model of short video’s creators’ behavior
is constructed, a questionnaire is used to obtain 2,582 short video’s creators’ behavior, motivation and
other characteristic elements, followed by factor analysis, correlation analysis, reliability analysis and other
methods to test the authenticity and validity of the variables; second, the stepwise multiple linear regression
method is adopted to analyze the dependence relationship between behavior and motivation; finally, through
the data analysis results, the degree relationship between the behavior and motivation of the short video’s
creator is obtained. The results show that information communication, economic benefits, emotional control,
and self-expression are the main motives that affect the behavior of short video’s creators. At the same time,
it is found that there is a phenomenon of professional development in short video’s creator groups, and the
internal scale of their creations shows the same direction. This research provides new contributions to the
establishment of an accurate short video content communication model and the governance of future short
video-induced network public opinion.

INDEX TERMS Short video’s creator, behavioral representation, creative motivation, empirical research,
multiple linear regression.

I. INTRODUCTION

According to the 43rd Statistical Report on Internet Develop-
ment in China (hereinafter referred to as the report) released
by the China Internet Network Information Center (CNNIC)
in Beijing on February 28, 2019.Up to December 2018,
the number of short video’s users in China reaches 648 mil-
lion, and the user utilization rate is 78.2% [1]. From January
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to August in 2019, major short video media organizations
have organized creators’ meetings and successively launched
a series of measures to support creation, enhance functions,
and to enrich content: On January 24, 2019, Tencent Short
Video Creation Alliance in Beijing held the first alliance con-
ference and proposed to create ““all-round creators” [2]; on
July 30 of the same year, the fast-handed and short-listed cre-
ators of the fast-handed short video conference was co-hosted
in Changsha. Yilifa supported content creators in Hunan,
and was expected to cover nearly 10,000 creators [3]; on
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August 24th, Douyin held a creators conference in Shanghai.
Zhang Nan, President of Douyin, said in his speech that the
development of short video was beyond imagination. It was
expected that by 2020, the total number of daily active users
in the short video industry would reach 1 billion [4]. It can
be seen that the creator group has become an independent
branch among short video’s users. With so many short video’s
creators participating in content production, short video has
become more and more influential in the fields of personal
life and social public management. As far as short-video
media agencies are concerned, maintaining a certain number
of short-video creators and inspiring them to produce more
non-homogeneous, high-quality content is the core issue of
their concern.

At present, the research on the behavior of short video’s
creators is mostly based on the analysis of phenomena, using
short video media to release information for simple accumu-
lation or correlation analysis. The simple cumulative creator
behavior is only considered from the two factors of behavior -
quantity and behavior rules. It has fewer measurement dimen-
sions and limited recognition ability, which cannot fully
reflect the real situation of short video’s users. At the same
time, it also lacks a comparison of different short video’s
creators. The arrival of the era of big data has provided new
data resources for the research and research on the behavior
of short video’s creators, and has also provided the conditions
for innovative research methods on the behavior of short
video’s creators. In the context of open and real-time partic-
ipation of short video media, the issue of how to introduce
more analysis indicators to establish a more objective and
comprehensive analysis model of creators’ motivation and
how to use the quantitative analysis method to clarify the
dependence relationship between the short video’s creator’s
behavior and motivation, and to achieve the accurate dissem-
ination of short video content more accurately are key points
of this article.

Il. RESEARCH MOTIVATION AND GOALS

The short video is developed in the context of the mobile
Internet, which has been widely used in practice and has
aroused widespread concern in the academic world. In the
literature, scholars mainly focus on the content of short
videos. Due to restrictions on professional division of labor
and media literacy of audiences, short video’s creators are less
concerned, so there is relatively less research on the behavior
of short video’s creators.

In the field of short video content research, there are
many researches on content creation, mainly reflected in
aspects such as creation scenes and techniques. For exam-
ple, from the perspective of mainstream media developing
short video services, Kuang Ye analyzes the communication
power and influence of the methods in the creative process,
and believes that the essence of design, strong interaction
and scale is the short video creation laws [5]; based on the
analysis of the award-winning works of the top ten news
short videos in 2017, Liu Shuang finds that the creators of
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empirical short videos should cultivate integration awareness,
audience awareness, lightweight awareness, in-depth aware-
ness, media awareness, and product awareness to achieve
the optimization of creator production and communication
promotion [6]; Gao Chong ef al. find that short video content
production modes include ‘“‘reproduction” and ‘“‘creation”
[7]. Research on short video creation scenarios is reflected in
youth online education [8], public health [9], remote medical
diagnosis and knowledge popularization [10]-[12], etc. Short
video has played a more significant role.

Since the creator is a part of the short video’s users,
and the short video’s users are the component of the social
media users, the academic research on the behavior of the
social media users can be used as a reference for this
article. Scholars mainly focus on three aspects: behavioral
influencing factors, behavioral characteristics and behav-
ioral relationships. In the study of behavioral influencing
factors, scholars conduct research on the influencing fac-
tors of user behavior formation and the effect of behavioral
effects on user behavior through the use and satisfaction
theory, motivation theory and other classic theories [13]-[16]
to explore the motivations that affect user behavior, espe-
cially on motivation perception user behavior prediction [17].
In the study of behavior characteristics, scholars focus on the
generation of user’s information, sharing, discussion, feed-
back, and commercialization. Most of them build a research
model and grab specific information of the user’s behav-
ior in social media as a sample for analysis and discus-
sion [18]-[21]; Some scholars adopt big data methods to
obtain user’s information, analyze the correlation among
users, and have the research characteristics of computational
communication [22]-[26]. The focus of behavioral relation-
ship research is the research of social network relationships
composed of user’s behavior. Scholars use complex social
network theory to analyze the interaction between users,
to explain different information behaviors, and to predict pos-
sible behaviors [27], [28], usually taking Twitter, Facebook
and other social media users as the research object, so that the
dynamic changes of user behavior are dynamically studied
through variables such as access degree, network density, and
intermediary [29]-[31].

Many academic achievements provide a good research
foundation for the research on short video’s creators’ behav-
ior. The content research of short video focuses on short
video’s creation methods, and user’s behavior research
focuses on the feedback of short video audiences for creative
content. Some studies have also proposed indicators of user’s
behavior, such as the number of plays, the number of likes,
the number of comments, or the number of reposts [32]-[34].
However, the limited sample data will lead to inaccurate
model results, making it difficult to fully feedback the depen-
dence of short video’s creators’ behavior and motivation.
At the same time, there is very little research on the behavior
of short video’s creators in the academic world. Most of them
reflect the status of short video’s creators through short video
content, and there is a lack of research samples to support
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the research conclusion. This article aims to build a short
video’s creator behavior motivation analysis model, by col-
lecting short video’s creator behavior and motivation char-
acteristics, to explore the dependence relationship between
short video’s creator behavior and motivation, and to improve
the accuracy and reliability of short video content accurate
communication.

IIl. BASIC THEORY AND ANALYSIS METHODS

A. MOTIVATION THEORY

Motivation theory is a theory that studies the generation,
mechanism, demand, behavior and goal relationship of moti-
vation. Motivation is a continuation of demand, which will
lead to the occurrence of behavior. This theory is developed
and extended by American psychologist Clark Hull, and
he puts forward the famous driving force theory [35]. He
believes that the body needs to generate a driving force, which
forces the body to move, but the kind of activities or reactions
will depend on the objects in the environment to decide.
As long as the driving state exists, appropriate external stim-
uli will inevitably elicit a certain response. The connection
between this response and the stimulus is an innate instinct.
In order to explain the role of the environment, Hull puts
forward the concepts of inducement, habit strength, and self-
inhibition in the structure of motivation theory. It is believed
that the incentive is a stimulus to meet the needs of the
individual, which has the role of inspiring or causing the indi-
vidual to move toward the goal, and the incentives are closely
connected with the driving force, and the internal needs are
stimulated by the external goals; the habit intensity is the
dynamic relationship between the incoming and outgoing
nerve impulses, which promotes the occurrence of individual
behavior; self-inhibition can offset the driving excitement.
The theoretical formula of motivation driving force modified
and proposed by Hull is:

P=DxHxK-—1 (1)

In formula (1), P represents the potential of individual behav-
ior, D is the driving force, H is the intensity of habit, K is the
incentive, and / is self-inhibition.

Based on Hull’s motivation driving theory, this article
mainly studies the motivation of short video’s creators who
are still willing to complete relevant behaviors without any
external environmental pressure, thus establishing an analyt-
ical research route as shown in Figure 1. The joint action
of external motivation and internal motivation promotes the
driving force of motivation, and forms individual habits,
induces, and gathers to form creator behavior. Each creator
has multiple behaviors, and multiple creators may also have
consistent behaviors. It is clear that there is an inevitable
relationship between behavior and motivation. Analyzing the
dependence relationship between behavior and motivation
can reflect the degree of influence of different motivations
on behavior.
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FIGURE 1. Research Route of short video’s creator’s Behavior.

B. ANALYTICAL METHOD
The analysis method is the method that needs to be used in
the research of this thesis. In this section, the basic content

and application model of the analysis method to be used will
be described.

1) FACTOR ANALYSIS

The factor analysis method is a statistical analysis method that
studies the correlation coefficient matrix between the vari-
ables, summarizes the intricate relationship between these
variables into a few comprehensive factors, and classifies the
variables accordingly. Since the number of concluded factors
is less than the number of original variables, but contains the
information of the original variables, this analysis process is
also called dimensional reduction [36].

In the investigation and analysis of modern society,
the KMO in factor analysis is often used to test the partial cor-
relation and correlation between variables; the Bartlett sphere
is used to test whether the variables in the correlation matrix
are independent, and each question in the questionnaire is to
verify the validity between items. The formula for calculating
the KMO value is:

BB

~ AA+BB
In equation (2), AA represents the sum of squared partial
correlation coefficients between items in the variable, and
BB represents the sum of squared correlation coefficients
between items in the variable. When the sum of squares of
correlation coefficients between items is much larger than the
sum of squares of partial correlation coefficients, the KMO
value is close to 1.The correlation is stronger and the validity
is better with the KMO value closer to 1; when the sum
of squares of correlation coefficients between items is close
to 0, the KMO value is close to 0, which means that the
correlation is weak and the validity is poor. According to
statistical requirements, when the KMO value is greater than
0.5, the correlation between items is better and has statistical
significance [36].

Generally speaking, before performing the validity test,
the hypothesis to be tested is called the null hypothesis and
is denoted as HO; the hypothesis opposite to HO is called
the alternative hypothesis and is denoted as H1. The Bartlett

KMO )
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spherical test is used to calculate the statistics x 2, the test
expression is as follows:

2 11
xzz—[n— pz }lnw 3)

In equation (3), x2 is the Bartlett spherical test value, n is
the number of data records, p is the number of variables for
factor analysis, In is the natural logarithmic function, and
|R| is the determinant value of the correlation coefficient
matrix R. Through the Bartlett spherical test x 2, you can look
up the table to get the significance level P value, which is
used to judge the error probability between the items. In the
literature of many statistical analysis, the significance level
P values that can be used are three standards: 1% (0.01), 5%
(0.05), and 10% (0.1). The standard of P<5% (0.05) is usually
adopted in academia It is judged to have a high statistical
significance [36], that is, the independent variable has a better
supporting effect on the dependent variable. The P value of
the significance level in the research of this article also adopts
this standard.

2) RELIABILITY ANALYSIS

The reliability analysis method is an internal consistency test
of the respondent’s answering situation after the question-
naire is recovered and screened. It is also called homogeneity
reliability assessment. It is often used as a questionnaire
reliability test in modern social survey analysis. The results
are analyzed using 4 parameters of Kronbach’s normalized «
coefficient, Hotlin 72, F value and significance level.

The Cronbach’s standardized « coefficient is a method to
check the reliability. It is the most commonly used reliability
analysis result in social science research, which overcomes
the defects of the partial halving method. The Cronbach’s
standardized o calculation formula is as follows:

(Voo ZS 4
"‘—<n_1>(‘ ) 4

In formula (4), « is the reliability coefficient, n is the number
of items in the variable, S; is the variation of the scores of
all items on the i-th question, and S; is the variance of the
total scores obtained by all the subjects. Generally speaking,
the higher the o coefficient, the higher the reliability of the
variable. In basic research, the reliability should be at least
0.80 to be acceptable. In exploratory research, the reliability
should be 0.60 to be acceptable. Between 0.60-0.98 is high
reliability, and below 0.35 is low reliability [37]. The contents
of the research in this thesis are exploratory research, and the
reliability test should be above 0.60.

Hotlin T2, also known as Hotlin statistics, is a univari-
ate distribution and plays an important role in multiple
hypothesis testing. In reliability detection, let Xy, ..., Xy be
independent N,,(u, ¥) random vectors, X, S are the sample
mean value and the sample covariance matrix from N,,(1t, X)
respectively, then there is the following relationship :

T? (m,n, ) =NX'S7'X 5)
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m, n are degrees of freedom, and p is the overall mean. When
w =0, the T? statistic is often abbreviated as T%(m, n). Its
distribution is called the T2 distribution, which is written as:
12~T2(m, n).

The F test is also called the homogeneity test of variance,
and the F test needs to be used in the 7 test of two samples.
We mainly compare the variance S of the two sets of data,to
determine whether there is a significant difference in their
precision. The variance S? is expressed as:

(X —X)?

SYETaCh ©

The calculation formula of F' test is as follows:

F = “mex %)

Two sets of data in formula (7) can get two S 2 values, Sﬁm
and Sr%”.n. The calculated F value is compared with the F table
value obtained from the table lookup. If F'<F table value,
it indicates that there is no significant difference between the
two groups of data; F' > F table value indicates that there is

a significant difference between the two groups of data [37].

3) MULTIPLE LINEAR REGRESSION ANALYSIS

Linear regression is a statistical method that uses regression
analysis in mathematical statistics to determine the relation-
ship between two or more variables. It has universal appli-
cability and extensiveness [38]. However, linear regression
is a regression model based on an independent variable and a
dependent variable. It is mainly used to measure the ability of
the independent variable X to influence the dependent vari-
able Y, and then to determine or to predict the development
trend of the dependent variable Y. In a real environment, there
may be more than one dependent variable Y, and the factors
that affect the dependent variable Y are also diverse. There
will be multiple independent variables that affect multiple
dependent variables at the same time. This requires to study
the relationship between them. This analysis is called multi-
ple linear regression analysis.

Before using multiple linear regression analysis, it is nec-
essary to perform weight assignment or mean calculation on
multiple items of variables in the questionnaire and convert
them into variable data results. In this article, no weight is
assigned to each variable. The single item is the variable data,
and the multi-item item takes the arithmetic average to obtain
the variable data. The formula for calculating the arithmetic
mean p is as follows:

21 %i
p=== ®)

n

In equation (8), n represents the number of samples, x rep-
resents a single sample value, and i represents the ordinal
number of samples.

In probability statistics, standard deviation is the most
commonly used measure of the degree of statistical distri-
bution, which can reflect the degree of dispersion of a data
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set. The calculation formula for the standard deviation o is as
follows:

a=\/n112f:1(xi—fc>2 ©)

In equation (9), n represents the number of samples, x rep-
resents the value of a single sample, i represents the ordinal
number of the sample, and x represents the average value of
multiple x in the sample.

The advantage of multiple linear regression is that the
optimal combination of multiple independent variables can
be used to predict or estimate the dependent variable, which
is more comprehensive and effective than using one indepen-
dent variable to predict or estimate, which is also realistic and
more meaningful. The calculation formula of multiple linear
regression model is:

Y =by+ b1 X1 +02X0+...4+ Db, X, (10)

In formula (10), Y represents the dependent variable; by rep-
resents the constant term, also known as the constant, which
is the intercept of the regression line on the ordinate axis; b,
represents the nth partial regression coefficient; X,, represents
the nth independent variable. Partial regression coefficient by
refers to the average change of dependent variable Y caused
by each unit change of independent variable X; while other
independent variables remain unchanged, b5 ...b, and so
on. The purpose of establishing a multiple linear regression
model is to find each partial regression coefficient b,,. Gener-
ally, the least square method is used to find the best function
estimate by minimizing the sum of squares of errors.

Based on the multiple linear regression analysis model,
the model formula applicable to the research of this article is
established: there are m samples, the dependent variable of a
certain type of questionnaire is Y, the independent variable of
the questionnaire is X, and there are n independent variables
Dimension, partial regression coefficient is b, by is regression
intercept, also known as constant, when m>n+1, it can be
expressed as:

Y| =bo+ b1 X1 +b2X12+ ...+ b, X1p

Yo = bo+ b1Xo1 + boXoo + ... + bpXop an

Y =bo + b1 X1 + b2 X2 + ...+ bp X

In equation (11), b, is the unstandardized regression coef-
ficient. In order to eliminate the influence of the units taken
by the dependent and independent variables, the standardized
regression coefficient 8 is usually used:

Oy,
B = ba(— (12)

Oy
In equation (12), bn is the unstandardized regression coeffi-
cient oy is the standard deviation of the independent variable,
oy is the standard deviation of the dependent variable, and n

represents the dimension of the independent variable x.

The decision coefficient R? is used in multiple linear
regression to explain the proportion of independent variable
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variation in dependent variable variation in the regression
model, which is defined as follows:

, ESS RSS

RR=—=1—-——

TSS 7SS

In equation (13), 7SS is the sum of squared total deviations,

ESS is the sum of squared regressions, and RSS is the sum of

squared residuals, defined as follows:

13)

TSS = ) (Xi — X)? (14)
ESS =) (X;—X)? (15)
RSS = Z(Xi—)?i)z (16)

In equations (14), (15), and (16), X;is the i-th sample value,
)?i is the i-th regression estimate, and Xis the average number
of samples. X; — X, )21- —Xand X; — )?,- are total dispersion,
regression dispersion and residual dispersion, respectively.
However, the value of the judgment coefficient will
increase with the increasing number of independent vari-
ables or the total sample n entering the regression equation.
In order to eliminate the influence of the number of indepen-
dent variables and the size of the total sample on the judg-
ment coefficient, the judgment coefficient called adjusted R?
adopted, and the calculation formula of R? is:
RSS
RZZ 1— n—k—1 (17

7SS
n—1

In equation (17), n is the number of samples, & is the number
of restricted conditions or variables, n—k—1 is the degree of
freedom of the sum of squared residuals, and n-1 is the degree
of freedom of the sum of squares of the population. The range
of R? and R? is between 0-1, the closer to 1, the better the
regression model fit. In general, R? is slightly smaller than
R2.

In regression analysis, the ¢ test can be used to deter-
mine whether the difference between a sample average and
a known population average is significant. When the popula-
tion distribution is normal, the dispersion statistic between the
sample average and the population average is t-distributed.
As with the validity test, the hypothesis to be tested is called
the null hypothesis and is denoted as HO; the hypothesis
corresponding to HO (the opposite) is called the alternative
hypothesis, denoted as HI, and § #0, the test of ¢ The
calculation formula is:

t=— (18)

Ob
In equation (18), o} represents the standard error of the
regression coefficient. Under the condition that the invalid
hypothesis is established, it follows the #-test distribution with
degrees of freedomd; = n — 2. The calculation formula of oy

1S:
RSS/(n—2

In the regression analysis, whether there is a linear rela-
tionship between the two variables-X and Y can be tested
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by using the F test method. Under the condition that the
null hypothesis holds, the ratio of the sum of the squared
regression to the sum of the remaining squares follows the F
distribution with degrees of freedom dfj=1 and df, =n—2,
and can be used to test the significance of the regression
equation. The calculation formula is:

ESS

F=— (20)
RSS/(n —2)

In equation (20), n is the number of samples.

The t-test and F-test can reflect the significance level P
value together. In multiple linear regression with multiple
independent variables, it is necessary to determine whether
the multiple independent variables and the dependent variable
have multiple collinearity, which is used to assess whether
there is an exact correlation or a high correlation between
the independent variables, which results in the estimated
distortion of the model or difficulty in estimating accurately.
In general, the situation of complete collinearity is rare, and it
appears to some extent to approximate collinearity. The mul-
ticollinearity test has two main analysis methods. One is the
Klein discriminant method, which calculates the coefficient
R? and the correlation coefficient Ty, Txj between the explana-
tory variables. If there is |ry, ry| > R2, then there is a certain
degree of linear correlation between X; and Xj; the other is
the preliminary observation method. When the goodness of fit
(R?) of the model is high, F value is very high, and when the
variance of each regression parameter estimate Var( ;) is very
large (that is, the ¢ value is very low), it indicates that there
may be multiple collinearity between explanatory variables,
using tolerance and variance expansion factor (VIF), The two
are reciprocal. This method is used in the research of this
thesis. The VIF calculation formula is:

1

1-—R?
In equation (21), when O<VIF<10, there is no
multi-collinearity; when 10<VIF<100, there is strong

multi-collinearity; when VIF>100, there is severe multi-
collinearity [38].

VIF 21

IV. EMPIRICAL RESEARCH DESIGN

According to Hull’s motivational driving force theoretical
formula, the potential of individual behavior is caused by
the combined action of driving force, habit strength, and
incentives, and the three are decomposed into intrinsic moti-
vation and extrinsic motivation. For the creator’s behavior,
the three aspects of creative scale, creative time and creative
intention are inspired by the potential of behavior. We design
and subdivide according to intrinsic motivation and extrinsic
motivation, analyze the survey data, explore the causal rela-
tionship between motivation and behavior, study the impact
of creative motivation on creative behavior, and then analyze
whether the internal and external motivation in the short
video’s creator’s behavior motivation analysis model have
significant influence on the three aspects of variable and

188420

Self-expression

Intrinsic
motivation

Emotion control

Creative scale

Creative aging

Information -, .
Causal Behavioral
transfer —»  Creator behavior '— <

cconomic
benefit

Creative
intention

Creative

expression =
Extrinsi
= insie
motivation

Social appeal

Social
reinforcement

Hot spot
participation

FIGURE 2. Analysis Model of Motivation of short video’s creator’s
Behavior.

creative behavior. Figure 2 is an analysis model of behavior
motivation of short video’s creators.

Short video’s creators are divided into individual creators
and group creators according to the size of the personnel.
Individual creator mainly refers to individuals or small teams;
group creator mainly refers to organizations or companies.
From the perspective of social media user’s participation,
the study of user’s participation behavior is a study of the
specific performance of participation, measured from two
aspects: participation ability and participation level. The
author’s behavior studied in this article is essentially a study
of the representation and motivational orientation of creative
behavior, a study that analyzes which creative motivation
can have a significant impact on the creative scale, creative
timeliness, creative intention and the extent of its impact.

A. VARIABLE SELECTION AND SCALE DESIGN

1) SELECTION OF CREATIVE BEHAVIOR VARIABLES AND
SCALE DESIGN

The scale of creation is a sign of the current development
period of the creator. It can be described by three variables:
team size, number of creations and number of fans. The team
size is the number of members of the creative team. The
creative number is the number of short videos that the creator
publishes within a certain period of practice. The number of
fans is the total number of fans that the creator has in multiple
short video media. The scale of all variables is divided into
5 levels from strong to weak, and the scores are assigned one
by one from 5 to 1.

Creation time is a characteristic variable indicating the
degree of participation of creators, which can be used to
measure the role or status of creators, and to divide short
video’s creators into professional creators and ordinary cre-
ators. If professional creators is found in the survey, it will
be used as the research content that is discussed separately.
This article uses the time of creator’s creation and the average
daily creation time as the variables of creation time. The time
of creation refers to the time from the first work creation
to the completion of this questionnaire; the average daily
creation time is to stay on the short video’s creation every
day. Time or the average time refers to the period of creating
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short videos at a certain stage. The scale scores of all creative
variables are still divided into 5 levels from strong to weak.

Creative intention indicates the purpose of the creator to
create short video, and can be used to measure the creator
level. The creator level is divided into purposeless creation,
purposeful creation and directional creation. Unintentional
creation can be understood as “‘taking pictures’ unintention-
ally; purposeful creation is to design and plan the creative
content, and complete the shooting and creation according to
the design route, but there is no reminder or topical target-
ing; directional creation emphasizes that release is especially
directed to some users or topics. The purposeless creation,
the purposeful creation and the directional creation are set
according to the “Likert scale [39]”, and the scale score of
the variable is divided into 5 levels from strong to weak.

2) CREATOR MOTIVATION VARIABLE SELECTION AND
SCALE DESIGN

According to the behavioral motivation analysis model
of short video’s creators in Figure 2, intrinsic motiva-
tion includes self-expression and emotional control. Self-
expression is a way for creators to achieve their inner needs
by publishing short video works. It has a high degree of
autonomy and self-coordination, and it can be completed
without being driven by other factors; emotional control is
the creator’s self-reduction through the creation and release
of short videos. It is a way to share emotions, relieve sor-
row, or embody joy and happiness. Both methods are gen-
erated under the influence of intrinsic motivation, and some
methods have become the habit of creators, inducing creators
to change their behavior.

External motives include information communication,
economic benefits, creative expression, social appeal, social
reinforcement and hotspot participation. Information com-
munication is the creator’s perception of the wide range of
content transmitted and the application of auxiliary commu-
nication functions through creation and release; economic
benefits are the creator’s willingness to use short video
creation to obtain economic benefits; creative expression
refers to the creator comprehensively using creative methods
to innovate the presentation of content and expressions to
achieve the goal of increasing attention; social appeal is the
situation where creators use short videos to communicate
with others; social reinforcement is the real world in which
creators achieve status and value improvement in the real
society; hotspot participation refers to the situation in which
the creator participates in the creation and release of social
hotspots. The creative motivation is set according to the
“Likert scale”, and the scale of the variable is divided into
5 levels from strong to weak.

According to this, the short video’s creator questionnaire
operation method is designed, as shown in Table 1. The sam-
pling frame and sampling scale are designed with reference
to the relevant requirements of the modern social survey, and
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TABLE 1. Short video's creator questionnaire operation method.

Scale

Variable name
type

Operation method

Gender, age, occupation, education level,

monthly income from creation, account

type, form of expression, city of

permanent residence, media used Non-liket

Creation Number of existing team members, scale

scale number of creations and fans

The total creation time and daily creation

time at the moment

1.Frequently set the operation of "@user"

or "#topic".

Creation 2.Frequently design the shooting content

intention and production content for purposeful

creation.

3.Frequently aimless "shots".

1.The information published can make

you feel important to others.

2.0ften publish original content to show

their ideas and opinions.

3.Always comment in short videos

created by yourself to express your

thoughts and opinions again.

1.Frequently release short videos to

relieve boredom.

2.0Often create interesting content.

3.Feel very happy after publishing the

work.

4.Publish short videos to eagerly get the

attention of the audience.

5.The short video account is a channel for

emotional expression.

1.The spread of the published content is

very wide and the audience is huge.

2.Frequently set recommendations or

recommend the use of third-party

applications (such as Taobao, Jingdong,

etc.).

3.In addition to publishing short videos,

live webcasts are often performed.

4.Republish the short video that has been

released on the same medium without

modification.

5.Publish the same short video or produce

works with the same theme content in

multiple media (such as WeChat, Weibo)

or using different methods (such as HS,

live broadcast).

6.Make frequent effect evaluation or

analysis on the short video released by

yourself, and adjust the creative ideas and

content in time.

1.Hope to achieve corresponding

commercial ~ monetization  through

Economic creation and bring commercial value.

benefit 2.0ften carry out business cooperation

with  government agencies, media

agencies, enterprises, etc.

1.Creative titles and text introductions will

be set when publishing.

2.0ften use creative props, special effects

and other content.

3.0ften design imitation functions (such

as shooting the same paragraph, the same

screen imitation, etc.).

4.The background music or sound effects

used are carefully planned.

5.Frequently create and publish vertical

short videos.

6.The shooting tools and editing tools

used are mobile smart terminal devices.

1.Publish original short videos and

interact with other users through

comments and reposting functions.

2.Frequently browse, follow, like, repost,

and comment on other people's short

video works, meet more friends through

exchanges, and learn more excellent

creative experience.

1.Frequently publish information to make

others impress you.

2.Publishing short videos showing

oneself, things, and people around to feel

different and unique.

3.Hope the audience to pay attention to

their account and solve the problems

encountered by the audience through

comments and forwarding.

1.Create content that is closely related to

social hot spots or real life

2.Publish original content through short

video, hoping more people can see and
Hotspot pay attention to hot issues or public

participation events.

3.Publish original content through short

video, hoping to attract the attention of

relevant departments or public opinion,

and promote the solution of the problem.

Control variable

Creation time

Dependent variable

Self-
expression

Likert
Emotion scale
control
Independent
variable

Information
transfer

Creation
expression

Social appeal

Social
reinforcement
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TABLE 2. The main characteristics of the basic characteristics of the
sample of the short video’s creator survey.

TABLE 3. The main characteristics of the survey sample of short film
professional creators.

Control  variable Statistical category Sample | Percent Control  variable Statistical category Sample | Percent
name size age (%) name size age (%)
Gender Male 1406 54.45 Gender Male 41 54.45
Female 1176 45.55 Female 20 45.55
Age 19-39 2021 78.27 Age 19-39 55 78.27
Education level College and undergraduate 1595 61.77 Education level College and undergraduate 50 81.97
Student 697 26.99 Student 15 24.59
Staff of Party and Staff of Party and
Oceupation governmen't . 225 8.71 Occupation govemmeqt ‘ 14 22.95
organs/institutions organs/institutions
Individual Individual
business/freelancers 222 8.60 business/freelancers 12 1967
Creative monthly anome of 5000 yuan and 1962 76.15 Account type Nor_l—zliuthentication account 60 98.36
elow Tyoe of operation Individual or small team 37 60.66
Account type Non-authentication account 1729 66.96 P P operations )
Type of operation lndividual or small team 1930 7475 Tex_t _oor pi(_:ture—based 24 3934
operations . auxiliary expression
. Mixed  expression  of Way of creation Mixed  expression  of
Way of creation . . 829 32.11 . . 24 39.34
pictures and videos pictures and videos
Post content Life Vlog 1183 45.82 Post content Life Vlog 31 50.82
Permanent cities Second- and third-tier cities 1216 47.10 Permanent cities Tier 1 and new Tier 1 cities 51 83.61
Use medium Douyin + quick hands 1617 62.62 Use medium Douyin + quick hands 59 96.72

mutually exclusive questions and co-directed questions are
set as the basis for considering the validity of the question-
naire.

B. QUESTIONNAIRE DISTRIBUTION AND SAMPLE
INFORMATION COLLECTION

The survey will take place in August 2019, and will be
delivered by WeChat groups, designated creators, and com-
missioned third-party questionnaire survey agencies. The
respondent filled in 2614 questionnaires. After the ques-
tionnaire survey system and manual double-layer screening,
a total of 2582 valid questionnaires are obtained, with a ques-
tionnaire validity rate of 98.78%. The creators of this survey
include 13 professional groups including school students,
individual business households/freelancers, general employ-
ees and managers of enterprises/companies, staff of party and
government organs/institutions, farmers, unemployed/laid-
off/unemployed, etc., which meet the basic requirements of
sampling frame, research design, and statistical analysis.

V. RESULTS ANALYSIS AND DISCUSSION

A. SAMPLE BASIC CHARACTERISTICS

In 2582 effective samples, the main characteristics of basic
characteristics are shown in Table 2.

This article defines professional creators as a group that
uses short video media for a long time to earn high prof-
its with high-volume creation, high popularity, high-value
works. In the specific analysis, the creators with more than
100 works published, more than 10,000 fans, more than 1
year of creation time, average daily creation time of more
than 5 hours, and monthly creative income of more than
5,000 yuan are classified as professional creators. Accord-
ing to this standard, 61 professional creators are screened
out of 2582 effective samples, accounting for 2.36% of the
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total sample size, and the main characteristics of professional
creators are obtained, as shown in Table 3.

Among the creative intentions, the average value of pro-
fessional creators for unintentional creation is 3.7; the aver-
age value of intentional creation is 4.02; the average value
of directional creation is 4.13. It can be seen that profes-
sional creators are more inclined to carry out purposeful
creation or directional creation.

B. SCALE VALIDITY AND RELIABILITY TESTING
The validity test of the scale adopts the factor analysis method
commonly used in sociology and statistics. Use the KMO
value of the KMO and Bartlett sphericity test in the correla-
tion matrix analysis method, the approximate chi-square (?)
value of the Bartlett sphere test and the significance level to
determine by the formula (2), (3) The calculation results are
shown in Table 4. Among the variables, there are only two
items for creative time limit and social appeal. According to
the statistical principle, the test result of any two variables
KMO is 0.500, which is not suitable for factor analysis. The
KMO value of each factor in the result variable is greater than
0.65, the significance level is less than 0.000, the validity test
is good, and further analysis and research can be carried out.
The reliability test of the scale is determined by the reli-
ability analysis Cronbach coefficient in statistical analysis.
All items in each scale are the test objects. The F test and
the Hotelling 7 test are used to select the significance, and
the standardized Alpha is used (&) coefficient as the result
observation data. The calculation results of formulas (4), (5),
(6), and (7) show that the o value of each scale is greater
than 0.7, and the significance level is less than 0.05. Refer
to the practical application principle of statistical research:
for exploratory research, when o > 0.6 and P<0.05, the reli-
ability test is effective. Therefore, the data reliability of each
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TABLE 4. Validity test results of some variables of short video’s creators.

Varia Bartlett
ble Variable name KMo P henc'a | test Significance
type value approximate
level 2 value
Depe | Creation scale 0.687 1846.380 0.000
ndent Creati
varia | -reaton 0.699 3004.484 0.000
ble Intention
Inde Self-expression 0.737 4578.895 0.000
pend Emotion control | 0.900 9539.246 0.000
ent Information
varia | transfer 0.931 13891.821 0.000
ble i
Economic 0.723 6137.415 0.000
benefit
Creation 0.936 14401.033 0.000
expression
Social 0.759 5467.959 0.000
reinforcement
Hotspot 0.764 5989.416 0.000
participation

Note: Total sample N=2582

TABLE 5. Short video's creator variable reliability test results.

. Normal
Variabl . 2 . Lo
. ized T° value in Signific
e type | Variable name . F
alpha Hotelling ance
level
value
Depend | Creation scale | 0.665 202.466 101.193 0.000
ent Creation time 0.707 18.500 18.500 0.000
iabl i
vaniabl | Creation 0.826 | 36.035 1801014 600
c intention
Indepe | Self- 0892 | 21.159 10575 0.000
ndent expression
variabl | Emotion 0.926 107.274 26.787 0.000
e control
Information 0946 30.882 16.151 0.000
transfer
Economic 0.840 | 75231 75231 0.000
benefit
Creation 0950 | 22.129 4419 0.001
expression
Social appeal 0.879 61.920 61.920 0.009
Social 0915 | 7.482 3739 0.024
reinforcement
Hotspot 0926 | 31211 15609 0.021
participation

Note: Total sample N=2582

variable in the creator questionnaire is good. The reliability
of the scale is better, as shown in Table 5.

C. EMPIRICAL ANALYSIS OF THE RELATIONSHIP

BETWEEN CREATOR MOTIVATION AND BEHAVIOR

Multiple linear regression method is employed to conduct an
empirical analysis of the total sample, and the relationship
between the dependent variable and the independent variable
is studyed and calculated by formula (11). The basic char-
acteristics of age and education level are converted from the
6th or 7th scale to the 5th scale, and are analyzed together with
gender (female assignment 0, male assignment 1) as control
variables. Since professional creators account for only 2.36%
of the total sample, this part of the data sample has little effect
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on the total sample, and the sample of professional creator
groups is not cut off during the empirical analysis of the total
sample.

Regression analysis is performed on the dependent vari-
able and the respective variables with creation scale, cre-
ation time and creation intention respectively. Table 6 shows
the analysis results of the dependence of creators’ creation
scale on creative motivation. The change in data R? in the
table indicates the explanatory power of the independent
variable to the dependent variable, and the unstandardized
coefficient 8 indicates the positive and negative influence
of the independent variable on the dependent variable. The
data shows that the two motivations of independent variable
information communication and economic benefits have a
significant positive impact on the scale of creation, with
explanatory powers of 26.7% and 0.5% respectively. Specif-
ically, as creators hope to deliver information more quickly,
their creative scale will gradually expand. The more creators
hope to gain income from short video creation, the scale of
their creation will also expand. This is in line with the com-
mercial operation model, that is, the initial stage is mainly
based on a small team, driven by interests towards large-
scale operations. The data also shows that the unstandardized
coefficient 8 of emotion control is negative, indicating that
the motivation has a negative impact on the creative scale.
Emotional control reflects the creator’s attitude and desire
to express. The negative impact of emotional control shows
that the desire to express grows stronger and the scale of
creation is smaller with the emotional attitude becoming more
prominent. This is due to the dispersion of personal emotional
factors in team creation . The non-standardized coefficient 8
of the creator’s education level and age is also negative, which
shows that these two motivations have a negative impact
on the creative scale, reflecting that creative scale becomes
narrow with the increase of the age of the creator, which
is more in line with the characteristics of the age structure
in the survey, that is, the creation team or individuals tend
to be younger, also shows that the number of creators with
high education is low, and the low threshold allows more
and more low-medium users to join the short video’s creator
team. In the analysis, the self-expression, creation expression,
social appeal, social reinforcement, hotspot participation and
other independent variable significance levels (P) are greater
than 0.05 or their R? changes are extremely small, indicating
that these variables have no significant impact on the scale of
creation, whose analysis results are not listed in detail in the
table.

Table 7 is the analysis result of the dependence of creator’s
creation time on creation motivation. The data shows that
information transfer and economic benefits have a significant
positive impact on the timeliness of creation, with explana-
tory powers of 2.4% and 0.1% respectively. Specifically,
if creators want to deliver information faster, their creation
time will increase. When creators are pursuing economic
interests, the time they spend on creation and the aver-
age daily creation time will increase accordingly. The data
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TABLE 6. The analysis results of the dependence of creators’ creation
scale on creation motivation.

TABLE 8. The Analysis of the dependence of creators’ creation intention
on creation motivation.

UNSTANDARDIZED R COLLINEAR UNSTANDARDIZED I3 COLLINEAR
__ COEFFICIENT I\II_?;\I:IA THE SIGNIFI STATISTICS __ COEFFICIENT I:l.?z[j\\:? THE SIGNIEFL STATISTICS
ARS:::FENT STAND ON A:I?)EN T CANCE TOLER ARS}\J:"EENT STAND ON Ai_’l?)::JN T CANCE TOLER
B ARD COEFFI CHANG LEVEL ANCE VIF B ARD COEFFI CHANG LEVEL ANCE VIF
ERROR CIENTB E ERROR CIENTB E
CONSTANT 3.104 0.79 - - 39.474 0.000 - - CONSTANT 0.421 0.055 - - 7.637 0.000 - -
INFORMATI 0.222 0.28 0.324 0.267 8.059 0.000 0.428 2.336 SELF- 0.422 0.022 0.415 0.709 19.203 0.000 0.203 4.918
ON EXPRESSION
TRANSFER EMOTIONAL 0.299 0.027 0.289 0.040 11.264 0.000 0.144 6.949
EMOTIONAL -0.092 0.30 -0.124 0.160 -3.088 0.002 0.871 1.148 CONTROL
CONTROL INFORMATI 0.131 0.027 0.135 0.008 4.920 0.000 0.126 7.965
ECONOMIC 0.065 0.018 0.067 0.005 3.613 0.000 0.968 1.033 ON
BENEFIT TRANSFER
EDUCATION -0.167 0.012 -0.264 0.067 -14.457 0.000 0.988 1.012 EDUCATION -0.048 0.011 -0.044 0.002 -4.438 0.000 0.986 1.014
LEVEL LEVEL
AGE -0.056 0.015 -0.070 0.005 -3.738 0.000 0.943 1.061 EcoNomiC 0.069 0.021 0.073 0.001 3.287 0.001 0.190 5.263

Note: The total number of samples N=2582. The dependent variable is the
scale of creation. The F value of the multiple regression model is 113.143,
(P=0.002 < 0.05), the multiple correlation coefficient is 0.690, the adjusted
R?is 0.475, and the VIF value of each variable is less than 10. The variables
with P>0.05 are not listed in the table.

TABLE 7. The analysis results of the dependence of creator motivation on
creation motivation.

UNSTANDARDIZED K .
NORMALI . COLLINEAR STATISTICS
COEFFICIENT THE SIGNIFI
ARGIMENT ~— ———————————  ZATION
AMOUNT r CANCE
NAME STANDAR COEFFIC ) - TOLERAN .
B OF LEVEL Vi
D ERROR IENT B - CE
CHANGE
CONSTANT 2.196 0. 139 15. 827 0. 000
INFORMATTON 0.199 0. 057 0.172 0.024 3.471 0.001 0.126 7.947
TRANSFER
EMOTIONAL -0.134 0.049 -0. 108 0. 002 -2.738 0. 006 0. 197 5. 065
CONTROL
ECONOMIC 0. 102 0.045 0. 090 0. 001 2.252 0. 024 0. 191 5.234
BENEFIT
EDUCATTON 0.218 0.023 0. 166 0.032 9.345 0. 000 0.979 1.021
LEVEL
AGE 0. 063 0. 030 0.038 0.001 2.076 0.038 0.943 1.061

Note: The total number of samples N=2582. The dependent variable is the
scale of creation. The F value of the multiple regression model is 118.262
(P=0.04 < 0.05), the multiple correlation coefficient is 0.468, and the

adjusted R’ is 0.217. The VIF value of each variable is less than 10. The
variables with P>0.05 are not listed in the table.

also reflects that the independent variable emotional control,
the control variable’s education level and age have a negative
impact on the creation time, that is, the creator wishes to
express emotional attitudes, and his creation time decreases;
the creation time decreases with the increase of the education
level, which is consistent with education background of the
creator; creation time will decrease with the increasing num-
ber of age, which highlights the younger group positioning of
short videos. In the statistical results, independent variables
such as self-expression, creation expression, social appeal,
social reinforcement, and hotspot participation have no sig-
nificant effect on the timeliness of creation.

Table 8 is the analysis result of the dependence of creator’s
creation intention on creation motivation. After data analysis,
it is found that the four motivations of self-expression, emo-
tional control, information communication, and economic
benefits can positively and significantly affect creative inten-
tions. Their explanatory powers of creation intentions are
70.9%, 4.0%, 0.8%, and 0.1% respectively. Specifically,
when creators express their views or surrounding events and
areas through short videos, the enthusiasm for creation and
the enthusiasm for the creative will increase. The creator
will have a clear purpose and actively create by using “@"”’
reminder, “#” topics and other functions, and even initiate
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Note: The total number of samples N=2582. The dependent variable is the
scale of creation. The F value of the multiple regression model is 1603.329
(P=0.001 < 0.05), the multiple correlation coefficient is 0.872, and the
adjusted R’ is 0.759. The VIF value of each variable is less than 10. The
variables with P>0.05 are not listed in the table.

activities in the media to feel whether your status, ideas,
opinions, etc. are respected and valued, which reflects the
desire of self-creation. When creators need to express their
emotions and attitudes, their creation intentions will be signif-
icantly stimulated by the invention. When creators are eager
to transfer some information quickly, the intention of creation
is more clear and the purpose is obvious; when the creation
content is used to obtain economic benefits, the intention of
creation will be more clear, but the information communica-
tion and economic benefits can hardly explain the creation
intention, which means that the degree of influence is weak.
In addition, the educational level can negatively affect the cre-
ator’s creative intentions, with an explanatory power of 0.2%.
The higher the creator’s educational level is, the simpler the
creative intentions are, such as ‘“‘snapshot” and life records
Vlog, etc. The short video can be reflected in the highly-
educated creation group. In the statistical results, independent
variables such as creation expression, social appeal, social
reinforcement, and hotspot participation have no significant
effect on the creator’s creation time.

D. EMPIRICAL ANALYSIS RESULTS

Based on the analysis of the above data results, information
communication is the most important motivation affecting the
behavior of short video’s creators. Creators spend a lot of
time creating content and disseminating it to the audience.
This phenomenon is similar to the motives of creators in the
traditional film and television industry, that is, creation is to
spread. This is consistent with the user motivation of foreign
virtual social media discovered by Boyd et al. [40]; it is
also consistent with the motivation of Weibo users discovered
by domestic scholar Meng and Qi [41]. However, there is a
difference among creators in the traditional film and televi-
sion industry: the degree of control variable education has a
negative impact on creation behavior, which just confirms the
actual situation of short thresholds found by Si Ruo and other
studies [42]. The traditional film and television industry is
more common with highly educated people, and the creation
of works is also based on the depth and meaning of the basic
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requirements. The creation of a short video can be a purpose-
less ““shot’ or a group of pictures that only show a specific
scene or time, and the content can not be complete and coher-
ent, which shows that short film’s aesthetic characteristics are
not distinct. At the same time, with the advancement of tech-
nology, a smartphone can complete all operations. Intelligent
application software can achieve high-quality content input
and output for creators of different scenes and levels, and a
large number of low-education groups flood into short video
creation, which lowers educational level of the short video’s
creators.

Another major motivation affecting short video’s creators
is economic interest. The respondents had two main reasons
for this result: One is related to the media product of short
video. Short video is a product of the rapid development of
the mobile Internet, which can bring economic benefits for
both the creator or media agency. Short video media agencies
also provide creators with trading space by building an inde-
pendent e-commerce platform, and the transaction methods
are more flexible and the trading products are more diver-
sified. However, research has found that short video media
distinguishes e-commerce marketing in social media. Most
of them make profits in the form of “traffic economy”, that
is, through advertising sharing generated by user traffic and
targeted drainage generated by algorithm recommendation,
users and short video media form a mutually beneficial and
cooperative win-win situation. Traffic can be converted into
income, which has caused some creators to change from ordi-
nary netizens to “‘net celebrities”” who “‘get rich overnight™.
“Net celebrities” exchange status for traffic, earning eco-
nomic benefits, and achieving higher achievements, which
forms a complementary value between status and income.
Driven by the herd effect, one creator after another is eager
to become a ‘““net celebrity”’, hoping to turn high traffic into
high returns, which is also one of the driving forces for
most creators’ behavior. The second is that it has a certain
relationship with the group put in this questionnaire. A part of
the short video’s creator’s questionnaire is put into some cre-
ator’s communication groups, including groups established
by media agencies, online training groups, etc. Among them,
there are many creators with high output and high fan volume,
and their continuity of creative behavior is also influenced by
the important motive of economic interests.

The influence of emotional control on the behavior of cre-
ators is quite different. Emotional control has a negative effect
on the creation scale and creation time, but a positive effect
on the creation intention. In other words, when the creator
desires to express emotions and attitudes, the scale of creation
is small, the timeliness of creation is low, and the inten-
tion of creation is clear. This just explains the phenomenon
that individual creators can express emotions and attitudes
freely. There are a large number of independent creators
among the respondents, who have absolute control over their
subjective initiative, more personal characteristics for
expressing and venting emotions, and can easily publish
personalized content. After the large-scale production or
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operation, the emotions and attitudes of the members of
the operation team are different. It is impossible to express
multiple emotions or attitudes or the integration of multiple
emotions and attitudes through the same short video’s creator
account. It is difficult to integrate and unite emotions and
attitude. At the same time, this result also explains the rela-
tionship between creation timeliness and emotional control:
creators who have just entered the initial stage will have
a short rise in the amount of content published, and each
work will be “finely crafted”’. The emotions that need to be
expressed in the author’s heart are reflected in the content cre-
ation as much as possible; after a period of time, the amount of
publishing gradually decreases, and the degree of emotional
explicitness decreases accordingly. The creator may express
emotions through other methods or channels, or even ignore
the way in which short video creation can vent emotions,
which leads to a negative impact on the timeliness of creation.
Emotional control of creators of short videos has a significant
positive effect on creation intentions, indicating that the
emotional expression of creators needs to clarify the objects
and demands. Blind emotional expression cannot attract high
attention and may have a negative impact on the creators
themselves.

Self-expression has a significant influence on creation
intentions. The explanatory power of self-expression for cre-
ation intention is as high as 70.9%, which means that the more
creators want to express their views and opinions, the more
obvious the creative intention is. Among the respondents,
there are many well-known media workers and creators in dif-
ferent fields, who express their personal views and opinions
through short video channels, and form a group of creator
opinion leaders, which is still popular today. In Weibo, well-
known users function as an opinion leader through “celebrity
effect””, which has similar effect [43]. Short video’s creators
may become the initial information focus during the process
of self-expression.

Independent variables such as social appeal, social rein-
forcement, creation expression, and hotspot participation
have no significant effect on creation behavior. Specifically,
the social appeal has no significant effect, indicating that
the connections and communication channels established
between creators do not rely on short videos, nor rely on short
video creation to maintain social connections with others.
This is different from WeChat or other online community
based on large-scale groups. It can be seen that the short video
shows a weak relationship in the communication between
the creators. Social strengthening did not have a significant
impact on creators’ behavior, which indicates that there are
fewer creators in the survey who simply use short video
creation as the main method to achieve real social status. This
shows that the number of virtual social media who are eager
to become online celebrities is rising. But there are fewer
individuals who really achieve the status of Internet celebrity
through the Internet [44]. The creation expression has no
significant effect, indicating that there is a homogenization
phenomenon in the current short video creation content,
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which seriously damages healthy development of the short
video. The fact that hotspot participation has no significant
effect indicates that the creators generally do not pay much
attention to hotspot events or problems, and are more inclined
to self-immersion or self-expression creation. The content
and dissemination ‘“‘habits” have not yet penetrated deeply
into the news, social events, public affairs management and
other actions and attitudes, which are different from Hu Lei’s
discovery that Weibo as an important channel for the public to
express opinions and express emotions [45]. However, from
the analysis of the creation phenomenon, more than 66%
of the creators of short videos will hope that more people,
departments or public opinion can see and pay attention
to these hot issues or public events, which shows that the
creation content may become a hot issue or event. In other
words, the phenomenon or problem exposed by short video
content will become a social hotspot in the future, and the
audience may generate hotspot participation around this con-
tent, generate public opinion events, and even guide social
development.

VI. RESEARCH CONCLUSION AND FUTURE WORK

With the continuous updating of short-video media functions
and increasing support for creation, creators have shown a
more rapid development trend, and their impact on social
life has gradually increased. Together with the public, they
have become a promoter of media development, social man-
agement, livelihood dynamic, emergency disposal and other
important fields.

A. ANALYSIS CONCLUSION
Based on the analysis results above, the following conclu-
sions can be obtained:

1.There is a phenomenon of professional development for
short video’s creators. Among short video’s creators, there
are professional creator groups defined in the research of
this thesis as “long-term use of short video media, high
yield creation with high yield, high popularity gathering,
and ability to create high-value works”. Short video cre-
ation occupies a certain proportion of time and energy in
the life and work of such groups, and even affects their
normal work, or they themselves use short video creation
as a profession. For example, someone called “Xiao Ye in
the office” release a short video about cooking hotpot in the
water fountain, and then becomes a “‘net celebrity”’, and then
he create short video as his professional career. At present,
the team’s monthly foreign earnings from short video creation
exceeds RMB 4.5 million[46]. Professional creators account
for a small sample in this survey and account for a relatively
low percentage of the entire short video’s users. Therefore,
professional creation should be a niche, high-output creation
group. However, with the rapid development and functional
iteration of short video, the creation time and experience
of creators may increase, and it may be transformed into a
professional development direction.
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2.The three variables of the short video creation scale are
in the same direction. The number of short video’s creator
fans, the number of members of the creation team and the
number of works released are directly proportional to each
other. Any changes in the amount will cause changes in the
other two.

3.The main motivations of short video’s creators to
influence creation behavior are information communi-
cation, economic benefits, emotional control and self-
expression. There is a difference in the importance and
influence of creator’s creation motivation on creation
behavior.

B. FUTURE WORK
Based on the conclusions above, future research on short
video’s creator’s behavior can be conducted from the follow-
ing aspects:

1.Verify the universal applicability of conclusions through
more short video’s creator behavioral representations. Short
video’s creators with different short video media environ-
ments and different national conditions may contain differ-
ent characteristics. Seek more data sets, including behavior
and motivation characteristics of domestic and foreign short
video’s creators to further verify the applicability of this
conclusion.

2.Improve behavior and motivation variables, and establish
a more comprehensive questionnaire for creators of short
videos. Use data to describe the credibility of the short video’s
creator’s behavior, using behavioral characterization analy-
sis methods to establish a short video’s creator’s behavior
evaluation index system, and constantly offer feedback of the
dependence relationship between the short video’s creator’s
behavior and motivation.

3.Further explore the methods of short video’s creator’s
behavior research. Seek ways to improve the acquisition and
analysis of feature data of short video’s creators, such as
behavior feature mining algorithms in computational com-
munication, the establishment of behavioral integration mod-
els, and the optimization of questionnaire items. The research
method of behavior feature mining has been applied in the
field of communication and information science by aca-
demic circles, and has achieved good prediction results.
In the future, the innovation of research methods can further
improve the accuracy and robustness of short-video creator
behavior research.

4.Expand the application scenarios of short video’s cre-
ator’s behavior research conclusions. Rely on the character-
istics of short video’s creator’s behavior and motivation to
study the role of short video’s creators in real issues such as
hot events and social governance; enable short video media
to function as an operating agency, and apply the conclu-
sions of short video’s creator’s behavior research to enhance
media communication and creator stickiness. It is foreseeable
that the research based on the behavior motivation of short
video’s creators will be widely used in the future to accel-
erate the integration of creators’ production content and the
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construction of multiple communication relationships of
short video media.
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