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Abstract 
 
Purpose - Short video platforms (SVP), as a new form of social media, have become 
tremendously popular over the last few years. SVPs are not fully formed but are instead the result 
of the dynamic among platform, users, and designers. This research takes a closer look at how 
UX is innovated and interrelated on one such platform - TikTok.  
 
Methodology/approach - After an introduction to the emergence of TikTok, the paper explored the 
concept of UX, the construct of SVP, and the experience innovation of each construct. Then we 
investigated the interplay of watching experience, creation experience, social experience, and 
monetization experience, as the four fundamental constructs of SVP. A survey with users of the 
platform was conducted to understand the interplay of the four constructs. Data was collected and 
analyzed with structural equation modeling (SEM).  
 
Findings - This paper argues that besides algorithms, UX design and innovation contribute to the 
success of SVP. The platform innovates in watching, creation, social, and monetization 
experiences, each of which is essential for the integrity of UX.  We further investigated that what 
is the relationship among the four constructs; how they influence each other; and why the 
influence is essential. Based on the findings, we establish a UE-SVP model, which could be 
applied by practitioners and researchers to establish a new platform, or refine and assess an 
existent SVP.  
 
Originality/value - This research extended the current understanding of the domain of SVP, which 
is an important topic in social media. This study represents a step toward understanding the UX 
innovation of SVP. It offers implications for designers and development teams. 
 
Keywords: User Experience, Innovation, Interplay, Short video platform, TikTok. 

 
 
1. INTRODUCTION 

Due to the prevalence of high-quality cameras on mobile phones and high-speed Internet, user 
preferences shifted toward visual content in terms of images and videos (Savic, 2021). Short 
video platforms quickly dominated the social media market (Wang, 2019; Gould, 2019; Omar & 
Dequan, 2020). TikTok is one such successful platform. As the industry's leading company, 
TikTok has been downloaded more than 2.6 billion times since its launch in 2016, trending on 
Android and iOS systems (Wallaroo, 2021). To put it in perspective, this increase was 
substantially more than Facebook's and Twitter's growth throughout their early stage (Savic, 
2021). The platform continues to expand under the COVID-19 pandemic garnering more than 500 
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million active users monthly (Influencer Marketing Hub, 2020). Most of them are teenagers and 
millennials, who spent at least an hour per day on average on the platforms (Davis, 2019; Yu, 
2019; Sehl, 2020). 
 
Although how long SVP will influence the world is not clear at large, it fundamentally changes 
how we interact with social media, especially in terms of entertainment, communication, and 
information dissemination. When reviewing the literature, research related to user experience 
(UX) included personality traits (Omar & Dequan, 2020), psychology of users (Kumar & Prabha 
2019), use of humor (Wang, 2020), the algorithm-driven personalized contents (e.g. Anderson, 
2020); anticipate user preference and cause “stickiness”, and student engagement (Pavlik, 2020). 
Other studies explore its innovation in algorithms (e.g., Ryan, et al., 2020), referral or retention 
strategies (e.g., Anderson, 2020); information dissemination during COVID-19 (Basch, et al., 
2020; Sidorenko-Bautista et al., 2020; Eghtesadi & Florea, 2020); scientific public engagement 
(Hayes et al., 2020; Swathi & Devakumar, 2020); its impact on privacy, ethic, political or national 
security (Neyaz, et al., 2020; Medina Serrano et al., 2020; Scalvini, 2020; Cheng et al., 2020; 
Koleson, 2020) and so on. Considering the user experience (UX), not much attention has been 
drawn to it. However, understandings the innovation of UX and the interplay of different types of 
UX on TikTok are limited. 
 
Before the concept of "user experience" appeared, academia and Information and 
Communications Technology (ICT) industries were mainly “occupied with usability and human 
factors engineering" (Löwgren et al., 2013). Usability is defined as the extent to which a product, 
service, or system can be used to achieve goals efficiently and error-freely (ISO 9241-11). 
Different measures have been developed to evaluable usability (e.g., Bevan & Macleod, 1994; 
Seffah et al., 2006; Bevan, 2009). According to ISO 9241-11, usability can be measured with 
“effectiveness (the ability of users to complete their work qualitatively using the system), 
efficiency (resources spent on tasks), and satisfaction (subjective user reactions to system use)”. 
A variety of design rules (e.g., Norman, 2005; Johnson, 2020), principles and specifications (e.g., 
ISO 9241-110, 2006; Matera et al., 2006), and guidelines (e.g., Nielsen, 1994; Federoff, 2002; 
Vanderdonckt & Pribeanu, 2005) were developed to design for user interface and assess system 
usability. 
 
With substantial offerings on the market, usability becomes a "must-have" quality. It can be 
utilized to improve an existing solution, but cannot guarantee success, as there is always another 
solution that may provide more satisfaction and enjoyment (Battarbee & Koskinen, 2005). 
Gradually its dominant role in human-computer interaction (HCI) was challenged by a novel 
emotional concern concept with an appealing term: user experience (Cockton, 2012). The HCI 
field is moving towards experience, seeking to bridge humans, technology, and design  (e.g., 
Baker, 1993; Hassenzahl, 2003). User experience goes beyond pure utility and concerns a user’s 
perceptions and responses to the use of the product, service, or interactive system (Bevan, 
2009). It has emerged as comprehensive and holistic with both utilitarian and emotional aspects 
(Rhea, 1992). Several techniques have been developed to measure and categorize user 
experience (e.g. Forlizzi & Battarbee, 2004; Hassenzahl & Tractinsky, 2006; Karapanos et al., 
2009; Ketola & Roto, 2008; Zarour & Alharbi, 2017). 
 
While top-tier UX has a lot to do with the success of short video platforms (e.g., Yu, 2019; Chin, 
2021; Yang, 2022; Kobie, 2022). The quality of experience on the platform is correlated with 
users’ loyalty, behavior, satisfaction, and willingness to retain (e.g., Salameh & Hassan, 2015).  
However, current research mainly focuses on how technological advancement influences the 
development of the social media industry. Less of them explored how the platform delicately 
calculates the UX and optimizes it with design strategies and tactics. In addition, some extant 
research on short video platforms examined different types of user experience individually, 
leaving other issues such as the interplay of these types of experience underexamined. 
Therefore, this study intends to explore how watching experience, creation experience, social 
experience, and monetization experience influences each other as an integrated system. First, 
we reviewed the theoretical basis and those concepts essential to the study, including the 
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concept of UX, constructs of SVP, and UX of each construct. Second, we explore the theoretical 
model as well as the relationships among constructs and developed a model named UE-SVP 
Model (User Experience Model on SVP; see Fig.2), which was generated based on quantitative 
theories and quantitative analysis. The final section discusses the design implications, limitations, 
and further studies. 

 
2. LITERATURE REVIEW 

As there is limited research concerning the UX of TikTok, this study begins with its constructs, as 
to how a platform is formed can reflect what kind of experience users is expected to perceive. It 
also provides an interesting framework where we can position a different kind of experience in. 
When reviewing the literature, a line of research investigates the interplay among different 
constructs in social media. Online mobile applications can be divided into two types. One takes 
the utilitarian approach, which provides users with live service support or conveniences in daily 
life like Amazon, or Uber. The other takes an emotional approach to entertainment, leisure, and 
enjoyment, such as Youtube, and Snapchat (Mhalla et al., 2020). Social media platforms were 
usually recognized as the second one. They are usually applied in three ways: consuming, 
participating, and producing (Shao, 2009). Consuming refers to how users watch, read, or view 
content on the platform. Participating entails both user-to-user and user-to-content engagement 
with actions like sharing, liking, commenting, or following. Producing includes the development 
and distribution of one's content such as text, photos, audio, and video on the platform. Based on 
the three usages, Shao proposed a theoretical framework that described their interrelationship 
from a gratification perspective. The three usages discussed are essential for UGM, as well as 
SVP as SVP could also be considered as a form of UGM. However, the research was conducted 
at the early stage of UGM development, which did not mention the monetization function - an 
essential construct of SVP. In addition, it emphasized features of usability rather than UX 
influences on gratification. 
 
This perspective considered social media mainly from an emotional approach as a platform for 
self-expression and entertainment, rather than a tool with a definite aim to finish a certain task. 
While others treat SVP from a business perspective and emphasized its possibility of monetizing 
the business. The platform seems to form a self-sustain loop for users to create, interact, and 
make revenue on the platform, which ensures the business is lucrative. This evolution is 
developed based on mobile ICT services, with a high-quality camera, high-speed Internet, a 
fragment of information, and an attention economy. Mhalla et al. (2020) summarized TikTok’s 
service offerings into three categories: 1) creation, discovery, and social sharing; 2) social 
commerce; and 3) social impact. In addition, the prominence of SVP is that these different usages 
do not work independently. Instead, they are connected and intertwining with each other. 
Cuofano (2020) discussed how TikTok created a databased content-centered model, which is 
continuously optimized through a dynamic circle of creation, control, planning, recommendation, 
and interaction. Similarly, Jiang (2019) studied how the user interface, interaction experience, and 
contents of SVPs were optimized to improve the retention of the platform. Jiang further 
emphasized three factors that play an essential role in retention: user-centered design, creative 
digital content, and personalized service that especially meet users’ needs and expectations on 
the platform. Xu et al. (2020) discussed that short video platforms should be dedicated to helping 
companies in the acquisition of target customers and future markets, through 1) creating and 
leading consumption trends; 2) disseminating product information and attracting attention; 3) 
integrating online and offline resources and streams for value creation. Su et al. (2020) asserted 
that short video platforms were effective channels for branding, especially in COVID-19. They 
further illustrated their points with a case of how athletes adopted TikTok to interact with fans and 
companies use it to launch marketing campaigns and ads. Inspired by previous research, and 
observing and analyzing the information structure of TikTok, it was found that the platform can be 
categorized into four modules: watching, creation, socialization, and monetization in at least three 
layers (Fig.1). 
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2.1 Watching Experience 
Learning users’ habits, automatic recommending, and waterfall video playing, brought 
incremental and accumulated satisfaction (Lin, 2019). TikTok creates a positive watching 
experience from the first seconds of using the platform, and users did not have to do a thing for it. 
Rather than having to choose what to watch from a listing format (served in other apps), users on 
the SVP platform do not need to manually filter out their preferences. When the platform is 
launched, a user is immediately served with an endless feed of video on the very first screen. 
This feed is driven by the “first-party behavioral cues”, which cater to users’ preferences based on 
factors like the user engagement (watch duration, like, share, comment, etc) and the content 
information (video duration, music, hashtags, etc) (Bytedance, 2020). These curated feeds 
provide a distinct watching experience in comparison with the other social media platforms 
(Kazais, 2021). The first video is always the highly ranked one, usually the best content, which 
can increase its success rate to retain a user (Dulenko, 2020). It is also an easier way for the 
platform to recognize and analyze what type of content the user like. To make the feeds more 
personalized and relevant, the platform can connect user enjoyment to repeat product usage. The 
smart move is that the platform tells users they can improve their experience through continued 
product use. Thus, a larger percentage of new users will invest the time needed to be hooked on 
the app. 
 
When accessing and consuming any sort of material on a social network, a user will be 
interrupted with a range of information (e.g., username, captions, hashtags) and interactive 
elements (eg. like, comment, share). Each of these components competes for attention, while 
screen space is restricted. Simplicity in interaction design is an effective way to solve this problem 
and drive users’ attention and foster engagement (Kazais, 2021). In the case of TikTok, the 
platform is designed with a human-centered layout, positioning, and natural gesture interaction to 
build an engaging experience for users. All contents are displayed on a vertical full-screen with 
main actions located on a sidebar at the same time. When users are watching, they can 
simultaneously follow, like, comment, and share with the thumb to reach the right of the screen 
easily. The icons of these actions are designed distinctly to avoid being blended from the video 
content. When changing the videos played, a user just needs to flick the thumb up and down. At 
each time, users only encounter one content without seeing a preview. This could also be 
recognized as intermittent variable rewards for users. Before swiping down, they do not know 
what video they will see, which makes the journey mysterious and excited (Yu, 2019). Through 
behavioral psychology principles, user interface and interaction design, and the automatically 
playing mechanism, the platform can reduce interruption and create an immersive visual 
environment. By learning users’ habits, automatic recommending, and waterfall video playing, the 
platform brings users incremental and accumulated satisfaction (Lin, 2019).   
 
2.2 Creation Experience 
Social media platforms rely on a steady stream of user content. They encourage users to 
generate and consume content on a large scale (Gurbani et al., 2015). It is almost the basic law 
of why these systems can self-sustain and continue the growth. Some video platforms (e.g., 
Youtube) may require professional skills, equipment, or even financial investments to create 
content and gain popularity (McRoberts et al., 2016), while TikTok makes it much easier without 
financial cost for young people. The distinction between consumers and producers has been 
blurred on social media platforms (Cooke & Buckley, 2008). Hundreds of millions of Internet 
users, streamers, and celebrities become self-publishing consumers (Omar & Dequan, 2020). 
They can shoot and clip videos, live streaming broadcasts, and establish social networks on short 
video platforms (Omar & Dequan, 2020). When a user watched an interesting video usually 
watched millions of times, there is a great chance that he/she would like to watch it till the end, 
and maybe like or share it with friends (Dulenko, 2020). 
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FIGURE 1: Information architecture of TikTok created by the authors (2022). 
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2.3 Creation Experience 
Social media platforms rely on a steady stream of user content. They encourage users to 
generate and consume content on a large scale (Gurbani et al., 2015). It is almost the basic law 
of why these systems can self-sustain and continue the growth. Some video platforms (e.g., 
Youtube) may require professional skills, equipment, or even financial investments to create 
content and gain popularity (McRoberts et al., 2016), while TikTok makes it much easier without 
financial cost for young people. The distinction between consumers and producers has been 
blurred on social media platforms (Cooke & Buckley, 2008). Hundreds of millions of Internet 
users, streamers, and celebrities become self-publishing consumers (Omar & Dequan, 2020). 
They can shoot and clip videos, live streaming broadcasts, and establish social networks on short 
video platforms (Omar & Dequan, 2020). When a user watched an interesting video usually 
watched millions of times, there is a great chance that he/she would like to watch it till the end, 
and maybe like or share it with friends (Dulenko, 2020). 
 
The main features of TikTok in the creation module are shooting and clipping videos of 15 
seconds (more popular) to 60 seconds, while 95% of videos do not exceed 15s. With its 
extensive free editing tools, the platform allows creators to improve content with only a few clicks 
on a smartphone, which is almost always at hand (Shutsko, 2020). Users can easily access an 
abundance of soundtracks, editing actions, tools, effects, filters, and stickers. To increase 
acquisition rate, visibility, and ownership, all of the contents created are immediately watermarked 
for save and share. Creators are provided with author service to monitor and enhance the quality 
of the contents (e.g., creator college, video management, broadcast center, and promotion 
program). They can analyze their data to trace the growth of followers, comments, and income, 
and adjust their strategies accordingly. Through various ways, they can initiate networking and 
business collaboration with brands, and small businesses, and commercialize their fame and 
influence with their creation. All these tools aim to attract younger persons and stimulate creative 
storytelling (Shutsko, 2020). 
 
The platform's goal is to create an easy and comfortable environment, where self-expression and 
creativity take center stage (Shutsko, 2020). The contents can cover numerous aspects of life, 
e.g., cooking, technology, cinema, education, beauty, health, singing, dancing, etc (Wang, 2020). 
Unlike other social media apps (e.g., Instagram, Facebook), content on TikTok can be a little 
weird (Influencer Marketing Hub, 2020). Creators usually do not pursue professional or 
aesthetical performance, but sometimes quirky and funny, trivial or nonsensical, with 
uncoordinated dancing, pranks that went wrong, comics, mobile games, and other weird, or 
wonderful acts, as TikTok positions itself. These contents embrace local and global trends to 
resonate with a huge young user pool across the globe (Arai & Tolle, 2010; Nygren, 2012). A 
study conducted by Lu and Lu (2019) suggested different kinds of content are popular on TikTok 
in China. Creators might exhibit cosmetics, or clothes matching, build a virtual romantic 
relationship with the audiences, or provide recommendations to their fans with fancy nicknames.  
The “prosocial behavior” of humans can be observed, as the audiences can “absorb” certain 
positive energy from the creators (Shutsko, 2020). Other contents popular on the platform include 
popular sciences, education, arts and skills, or lifestyle. Several features have been implemented 
on the platform including auto-captions, text-to-speech, and photosensitivity to create an inclusive 
environment. It also tailors filters, effects, activites and trends for local audiences (Chin, 2021).  
 
2.4 Social Experience 
Younger people are more likely to be attracted by social media (Hoffmann, Lutz & Meckel, 2015). 
Their engagement with digital media is primarily led by social connections and entertainment 
(Nansen et al., 2012). While young users also apply online space to escape from anxieties in 
daily life (Pangrazio & Cardozo-Gaibisso, 2020). They can freely express themselves. Their 
opinions, interests, likeness, and dislikeness can be seen, understood, and discussed by more 
peers online. Users can interact with each other through various ways, such as viewing, liking, 
commenting, sharing, or following. With algorithms based on this information, they are more likely 
to be connected with similar interests, tastes, and preferences (Klug, 2019). The stimuli, activities, 
and events can be videos, music, or topics. The more time, energy, and attention a user attaches 
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to the contents, the more they are involved. TikTok can be a “free social network centered around 
performativity and play” (Savic, 2021, p.3173). Kobie (2019) noticed that the gesture interaction 
design of the interface may be a little hard for adults to use, which may interfere with parents 
joining the service. 
 
2.5 Monetization Experience 
Profit generating became increasingly essential for Internet companies’ survival, due to the fierce 
competition (Hooper & Sant, 2018). Practitioners and researchers emphasized monetization 
innovation and began to wonder how companies could not only increase traffic but also actually 
make money (Mhalla et al., 2020). The monetization strategies implemented on social media 
platforms can be various, usually including advertisement, freemium, affiliate revenue, 
crowdfunding, subscription models, and micropayments (Mahoney & Tang, 2016). 
 
It is a simple and convenient way to charge users to download apps, but TikTok does not take it. 
Its monetization potential can be limited, especially for platforms with high levels of user-
generated content. Similarly, the other mainstream model is freemium, the combination of free 
and premium (Tang, 2016). It is usually accompanied by advertisement, the typical revenue 
model for traditional and new media companies. It is interesting to note that Tik Tok did not rely 
solely on advertisements at first (Mhalla et al., 2020), as it may jeopardize user experience. This 
move was critical for early-stage growth, as the primary goal of the company is to acquire as 
many users as possible to grow locally and internationally. Recently, by offering high exposure to 
brands and companies through advertising programs (Mhalla et al., 2020). These ads can be 
measured by checking the interactions with users, such as the number of clicks, views, likes, 
shares, and comments. If audiences are interested, they can be linked to the website page, 
specific hashtags, or platform challenges. 
 
Other monetization strategies on the platform include live commerce (e.g., second killing 
purchase, instant reward function), e-commerce (e.g., product display widow, video), and virtual 
coins (e.g, donation, electronic red envelope, and gifts). TikTok “clings to a gift economy model of 
monetization, and relies predominately on live streaming and virtual currency exchange” (Kaye et 
al., 2020, p. 20). Live commerce is a creative way to monetize audiences. In live commerce, a 
creator can introduce the product information with a link on the screen. By clicking the link, 
audiences can be redirected directly to the e-commerce website to shop. The most considerable 
part is that audiences can buy the product without closing the App, which maintains the engaging 
experience. Audiences are rewarded with an instant discount to stimulate their purchase 
behavior. In addition, creators can also display commodities on their homepage or create a virtual 
store. Users can convert money to virtual coins, which can be used to buy virtual gifts and send to 
their favorite creators. All of the revenue (e.g., donations, red envelopes, or gifts) from the 
audiences can be shared by the creators and companies.    
 
The platform intends to make the monetization activity not unobtrusive, immersive, and attractive 
(Chin, 2019). Ads or product information are blended into the feed content by matching content. 
When a user is watching a video of a scenic spot, its name and location will be displayed with a 
link to the tourist service, to stimulate travel. The ads are inserted into the videos with similar 
topics instead of played randomly, which aims to reduce the intrusive feeling.  
 

3. METHODOLOGY/APPROACH  
Deductive reasoning is ‘the mental process of making inferences that are logical’ (Johnson-Laird, 
2010, p. 8). This research takes a deductive approach with the process of hypothesis formulation, 
data collection, data analysis, and hypothesis acceptance or rejection. In the following section, 
first, the research model and hypothesis development in this study are introduced. Then, a 
questionnaire was developed to collect data. After that, a model was constructed with the 
structural equation modeling method. 
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3.1 Research Model and Hypothesis Development 
Theoretical propositions consist of relationships between abstract constructs (Pelz, 2022). 
Testing theories require measuring these constructs accurately and correctly, and scientifically, 
before the strength of their relationships can be tested (Bhattacherjee, 2012). Therefore, first, we 
define watching, creation, sociality, and monetization as the constructs based on the wireframe of 
TikTok (Figure 1). Overall, this study builds upon previous research and hypothesizes as 
following: 
 
H1. Watching experience impacts on creation experience on the short video platform. 
H2. Watching experience impacts social experience on the short video platform.  
H3. Creation experience impacts social experience on the short video platform.  
H4. Social experience impacts monetization experience on the short video platform. 
 
Measurements for the experience of watching, creation, sociality, and monetization were taken 
from previous studies. As these studies were conducted mainly on social media platforms instead 
of focusing on short video platforms, some items were adjusted to fit the context of the study. This 
study received no funding from any organizations and declares no conflict of interest with all 
social media companies mentioned in this article. 
 
3.2 Questionnaire Developments and Data Collection 
To test our hypothesis and the research model, a questionnaire was developed, divided into two 
parts. The first part aims to screen a sample of respondents, selecting eligible participants who 
have already used a short video platform at least once. The first part of the questionnaire also 
aims to assess the basic demographic information of the respondents. The second part of the 
questionnaire aims to test the research hypothesis. All items were measured on a five-point Likert 
scale ranging from 1 (“strongly disagree”) to 5 (“strongly agree”) to indicate the degree of 
importance of the factors (Morimoto & Ash, 2005). 
 
This study applied an online crowdsourcing platform with functions equivalent to Amazon 
Mechanical Turk in mainland China. 300 participants were recruited through the Macau University 
of Science and Technology student channel. These students are the main target users of TikTok 
and have a high chance to be valid users of the platform. To ensure valid responses, the attention 
check questions were asked at the start and the end of the questionnaire. Subjects that failed the 
attention check were dropped (N=39). Assisted by SmartPLS, the data was analyzed using 
Structural Equation Modelling to measure model constructs and relationships between variables 
(SEM). SEM is selected over other modeling methods for its ability to enable researchers to 
simultaneously model and estimate complex relationships among multiple dependent and 
independent variables (Hair et al., 2021, p.4). It can condense large datasets into a few, theory-
driven dimensions, its direct modeling of variable covariances and its missing data management. 
It models the correlation matrix of the observed data, and model adequacy is assessed in part by 
how well the specified model recovers the correlation structure (Joreskog, 1982). The items were 
divided into conceptual subgroups before the surveys were sent, depending on their wording and 
the attributes to which they most obviously pertained. Those subgroups are watching experience 
(WE), creation experience (CE), social experience (SE), and monetization experience (ME). 

 
4. RESULTS AND DISCUSSION 
4.1 Description of Respondent  
The final sample consisted of 261 fully completed responses. Respondents were 46 % of male 
and 54 % of female (M=120, F=141). 74% of respondents are aged between 15 to thirteen years 
old (N=193), and a representative group identified as heavy users of social media. 57% of the 
sample is students (N=149). 
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TABLE 1: Respondent’s Profile. 
 

4.2 Analysis of the Measurement Model 
It is important to ensure that a construct is valid before further analysis. To ensure construct 
validity, the items were examined following the recommendations from the literature (Chin, 2010). 
The convergent validity was determined at the individual indicator level, as well as at the 
construct level (Table 3). The constructs fulfilled the validity and reliability requirement (Hair et al. 
2011). All of the outer loadings are with a value above 0.70, above the minimum value of 0.40 
(Hair et al., 2016). Kaiser-Meyer-Olkin (KMO) method was performed with a KMO value of 0.83. 
Therefore, construct validity is achieved. 
 
 
 
 
 
 

TABLE 2: Outer Loading. 

 
Cronbach’s alpha and its composite reliability (CR) were used to test the consistency of the 
constructs (Götz et al., 2010). The Cronbach’s alpha value exceeds the criterion of 0.70, which 
shows consistent results, as recommended by Hair et al (2016). The most common measure to 
assess convergent validity in PLS-SEM is the average variance extracted (AVE). It is used to test 
the square root of each AVE and whether the correlation is greater than each latent construct. 
The tests reveal that all items meet recommended AVE value > 0.50. It means that on average, a 
construct accounts for more than half of the variance of its indicators (Hair, et al., 2014). Another 
indicator known as rho_A is verified (Henseler, 2009), where all constructs exceed the value of 
0.7. Table 4 shows that all the constructs meet this criterion. Thus, confirming the high validity of 
all tested items (Chin, 2010). 
 

TABLE 3: Cronbach’s alpha, Rho_A,CR, and AVE. 
 

Demographic characteristic No. Percentage 
Gender Male 120 46 

Female 141 54 
Age 15-22 Years 122 47 

23-30 Years 71 27 
31-45 Years 44 17 
Above 40 Years 24 9 

Occupation Student 149 57 
Working people 86 33 
Freelancer 21 8 
Retire 5 2 

 

Constructs CE ME SE WE 
CE .928    
ME  .720 .936   
SE .804 .787 .905  
WE .557 .567 .742 .809 

 

Construct Cronbach’s alpha Rho_A CR AVE 
WE  .752 .835 .853 .663 
CE  .888 .924 .923 .752 
SE  .879 .893 .926 .807 
ME .945 .958 .961 .859 
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The loading value of the other constructs must be smaller than the loading value of the intended 
construct. In this research, the construct has adequate discriminant validity (Hair et al, 2016). 
 

TABLE 4: Fornell-Larcker Criterion. 
 
Discriminant validity can be used to determine if the construct has appropriate discrimination by 
the loading value of the targeted construct to the loading value of the other constructs (Rönkkö & 
Cho, 2020). The targeted construct’s loading value must be higher than the other constructs. 
Because the value in the diagonal line below is bigger than the values in the same column below 
it, it is clear that the construct has appropriate discrimination. Therefore, the construct has 
adequate discriminant validity (Hair et al, 2021). 

 
4.3 Structural Equation Modelling 
Hair et al. (2021) suggested using a bootstrapping approach with a resample of 5000 to assess 
the structural model by looking at the R square, beta, and corresponding t-values. They also 
advised that researchers should state the predictive relevance (Q square) and effect sizes in 
addition to these fundamental measurements (f square). Accordingly, we began by examining the 
relationships between the variables.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

TABLE 5: Cross-loading. 
 
Watching experience positively affected creation experience (β=0.557; p < 0.01) and social 
experience (β=0.454, p < 0.01). Creation experience positively affected social experience 
(β=0.525, p < 0.01). Social experience positively affected monetization experience (β=0.766, p < 
0.01). Thus H1, H2, H3, and H4 were all supported (Figure 2). Moreover, watching experience 
explains 31.1% of the variance in creation experience. Watching experience and creation 

 CE ME SE WE 
CE1 .904 .739 .781 .582 
CE2 .947 .689 .762 .545 
CE3 .934 .562 .688 .481 
ME1 .601 .917 .715 .593 
ME2 .651 .967 .695 .466 
ME3 .624 .957 .675 .456 
ME4 .791 .902 .835 .589 
SE1 .730 .757 .954 .729 
SE2 .719 .716 .894 .687 
SE3 .737 .662 .865 .595 
WE1 .482 .563 .700 .899 
WE2 .604 .534 .688 .899 
WE3 .223 .145 .299 .618 

 

Construct Items Outer Loading 
WE WE1 .890 

WE2 .883 
WE3  .846 

CE CE1 .890 
CE2 .740 
CE3 .905 
CE4 .921 

SE SE1 .951 
SE2 .887 
SE3 .854 
ME1 .905 

ME ME2 .964 
ME3 .948 
ME4 .890 
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experience explain 74.7% of the variance in social experience. Social experience explains 58.7% 
of the variance in monetization experience. The R square values of 0.337,0.761, and 0.620 are 
greater than the 0.26 value suggested by Cohen (1988) as indicating a significant model. 
 
After that, we evaluated the effect sizes (f square). The p-value indicates the significance of the 
relationship, but it does not show the size of an effect. Hence, it would be hard to interpret data 
and results. As a result, both substantive significance (f square) and statistical significance (p) 
must be explained. According to Hair et al. (2016) changes in the R square value should also be 
analyzed. According to Cohen's (1988) guidelines, the effect size was measured: 0.02 for small 
effects, 0.15 for medium effects, and 0.35 for large effects. Figure 2 demonstrated that all 
relationships had at least a medium effect. 

 
FIGURE 2: UE-SVP Model by the authors. 

 
The predictive sample reuse technique (Q square) can effectively display predictive significance 
in addition to the size of R and f squares (Chin et al., 2008). The Q square demonstrates how well 
data can be empirically reconstructed using the model and PLS parameters. Q square was 
calculated by utilizing cross-validated redundancy techniques in this research. A Q square greater 
than 0 indicates that the model is predictively relevant, whereas a Q squares less than 0 indicates 
that the model is not. Q squared demonstrates acceptable predictive relevance. The t value is 
greater than 2.58, indicating that p<0.01 is present. The impact is very significant. 
 

TABLE 6: Hypothesis Testing. 

 
4.4 Relationship Among Constructs 
From the results, it can be concluded that watching experience impacts the creation experience 
on the short video platform. When users are watching content they preferred, the intelligent 
algorithm can constantly learn and serve them with more similar content (Müller et al., 2016). The 
more of these contents are watched, the more chance they are listed on the top rank and 
discovered by more audiences (Baluja, et al., 2008). The more clicks the users are made, the 
more rewards the creator will get. Some creators can adjust the contents according to audiences’ 

Hypothesis Beta T Value Decision f square 
H1: Watching → Creation  .557 7.650** Supported .451 
H2: Watching → Sociality .454 6.180** Supported .561 
H3: Creation → Sociality .525 6.985** Supported .752 
H4: Sociality→ Monetization .766 19.953** Supported 1.422 
Notes: Critical t-values. *1.96 (P < 0.05); **2.58 (P < 0.01). 
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preferences and experiences. If users prefer quirky, trivial, nonsensical videos, creators will 
continue to create such things, and users will continuously be served with such videos. Thus, 
creators are to some extent “trained” by this curated strategy. Similarly, Hepp (2018) studied how 
to curate a pioneer community through franchising. As the boundary between consumers and 
creators blurs, creators are also the audiences of the content. When they are watching 
interesting, humourous, or touching content success on the platform, they are inspired to create 
similar ones. They also participate in the co-creation activities, such as challenges and duets with 
the same sound, filter, or topic (TikTok, 2019). In this way, the relationship between watching and 
creation was established. 
 
Watching experience and creation experience impact social experience on the short video 
platform. Similar phenomenon has been found in Wang (2020), where watching experience 
influence users’ social experience and technology-adoption intent. The pursuit of admiration and 
social acknowledgment are regarded as major intrinsic human needs, according to Maslow's 
pyramid of needs (Lakhani & Wolf, 2005). It is also the most important desire in social media 
(Schweyer & Callahan, 2012). Online services and applications extend the influencing 
opportunities of traditional word-of-mouth (Helm, et al., 2013). By watching, creating, or 
interacting with others, celebrities, KOLs, or ordinary people can be known by others. Their 
talents, personality, and opinions can be acknowledged. Especially people who are “left out of 
conversations” in everyday offline life can seek attention in this way. Some content creation, 
especially live streaming is highly social connected (Lu & Lu, 2019). Zimmer, Scheibe, and Stock 
(2018) described a status called “parasocial interactions”, where users, strangers, or friends, are 
connected intimately in a virtual space by watching, creating, and sharing. This relationship is 
also a social and emotional bond. By connecting to an event in a specific environment at a 
specific time, all of the participants witness and make an event, and such build a sense of 
belonging to the event, or the community (Manzo & Devine-Wright, 2013). For some users, social 
media is treated as a form of escapism. Some of their actual lives can be stressful, chaotic, or 
messy. By watching the lives of others, they may be comforted temporarily or at least escape 
from anxieties in real life.  
 
Social experience also influences monetization experience. This phenomenon was also observed 
in other social media. Guan et al. (2019) conducted a study and also found that social experience 
encourages purchase of virtual gifts in live streaming. Users are attracted to social media due to 
factors related to product innovation, quality of communication, joy, and social recognition, which 
in turn can improve their experience and enhance the trust towards sellers’ products, and thus 
their willingness to watch and purchase. According to Mohd and Rosli, as a subset of e-
commerce, social commerce connects sellers and buyers through social networking platforms 
(Mohd & Rosli, 2015). The effect of the purchase is amplified further by algorithms, which enable 
the platform to know users better than they know themselves (Davis, 2019).  Users may not tell 
us their stated desires, but their behavioral preferences may. By in-depth analyzing user data, the 
platform knows how to influence their choices, which are exactly what advertising and vendors 
are looking for (Davis, 2019). Similarly, streamers know how to increase user engagement, guide 
conversation, or affect their purchase behavior. It is likely that content curation strategy would 
target users with their “wanted product” based on their interests, therefore encouraging the sale 
of ideas, services, and products (Wang, 2020). The social connection of followers and KOLs may 
form a social bond with personal conversation, creating more traffic, which can be monetized 
through ads or live streaming. Users can exchange opinions and experiences about using the 

products, which makes the information shared more “real” and persuasive (Wongkitrungrueng, 

2020). All the social experiences can boost the monetary exchange.   
 
All in all, we see the main contribution of our research in the demonstration of the interplay of 
watching, creation, socialization, and monetization on the SVP. Previous research analyzes each 
constructs separately which may fall short of its complexity. Our study revealed that each 
construct is essential for the integrity of UX. It took a further step to investigate 1) what is the 
relationship among the four constructs; 2) how the four constructs are related in an integrated 
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way; 3) why the relationship exists. Based on the findings, we establish a UE-SVP model. The 
model can be used for 1) startups to build their platform; 2) companies already in the domain to 
evaluate or refine their current offerings from users’ perspectives; 3) researchers to assess the 
performance, actions, and strategies of SVP; 4) designers to make design decisions for 
actionable elements in improving UX of SVP. The research implies that good UX does not only 
rely on one construct but the halo effect of the four together. Companies previously emphasized 
mainly one or two specific constructs (e.g., creation or watching), while the development of all the 
four constructs comprehensively can sustain the continuous growth of SVP.  

 
5. CONCLUSION 
Within a short period, Tik Tok dominated the market during the peak of the SVP storm. In 
previous research, its success is mainly attributed to advanced algorithms. While we stated that 
UX also contributes a lot to it (Yu, 2019; Chin, 2021), TikTok provides a new type of equal mix 
between content, social, and commercial. On the scale between utilitarian APP and emotional 
APP, it integrated both elements, which makes it a lifestyle as well as a working tool. It is not only 
designed to be a channel for content discovery, but also for inspiring creativity, intuitive 
participation and sharing, and making and transforming commercial value. As an endless 
watching platform, it enables users to watch the short and fun videos with low effort. Users instant 
attention has been stimulated and the content snowball keeps growing. The platforms' algorithms 
are adapted to each user's preferences. As it continually detects user behaviors such as watch 
time, sharing activity, and frequently used keywords, sounds and hashtags, tailored contents are 
curated and provided to each user, resulting in an engaging and personalized digital experience 
for everybody. As a creation platform, its primary functions are content production, discovery, and 
playback optimization. As a social networking platform, it allows users to interact with content, 
other users, creators, KOLs, or celebrities, to express themselves, or to be acknowledged by 
others. As a monetization platform, it maximizes the lifetime value of every user and highlights 
live commerce and virtual exchange while integrating different revenue stream options to create a 
hybrid monetization model. These four modules as fundamental constructs of SVP interplay with 
each other. Based on the constructs and their relationship, we built a model named the UE-SVP 
model. The model can be further used for measurable improvements in user experience on the 
short video platform in future studies. 
 
Overall, this study contributes to both the theoretical and the empirical understanding of 
experience in a social media context. It identified how different types of user experiences on the 
SVP influenced each other. As a new phenomenon, much remains to be discovered. It offers 
implications for designers and development teams who intend to improve the user experience 
overall. For instance, to strengthen the monetization experience, the platform can improve the 
social experience, such as creating a trust-worthy community with a friendly and “real” 
atmosphere. Streamers can be more persuasive in such an environment, which can influence 
audiences’ purchase behavior. However, the perfectly matched UX may have its side effect. The 
delicately designed watching experience has a pattern of forced continuity (Yu, 2019). As long as 
a user launches the system, it is easy to get hooked on watching videos and find it hard to break 
free. Users can be misled by the shares, likes or comments pushed by mysterious AI algorithm 
and do crazy things. The social experience of the platform can also have privacy issues, which 
have already been criticized by many scholars before.  With the limited resource and time, we 
cannot exhaustively explore the reasons why the constructs are related in such ways, what are 
the attributes that influence their relationship, or the exact actions that practitioners can apply in 
the industry, both of which can be studied in the future research. 
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