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Abstrak 

Penembusan meluas Douyin dalam sosialisasi digital dan penggunaan kandungan 

dengan reka bentuk video pendeknya yang menarik, telah mempengaruhi tingkah laku 

penggunaan berterusan dalam kalangan pengguna sehingga menjadi fenomena sosial 

yang ketara di China. Walaupun tingkah laku ini memenuhi keperluan pengguna untuk 

hiburan dan interaksi sosial, namun ia juga menimbulkan kebimbangan terhadap kesan 

negatif ke atas hubungan sosial, kesihatan mental, dan kesejahteraan mereka. 

Bagaimanapun, kajian sedia ada kebanyakannya menumpukan kepada tingkah laku 

penggunaan umum, dengan fokus terhad yang diberikan kepada tingkah laku 

penggunaan Douyin secara berterusan, terutama mekanisma yang mendorong kepada 

tingkah laku ini. Berteraskan kerangka Stimulus-Organisme-Respons dan Model 

Penerimaan Teknologi, kajian ini bertujuan untuk meneliti bagaimana ciri-ciri Douyin, 

termasuk mobiliti, keupayaan bersosial, dan hiburan, mempengaruhi tingkah laku 

penggunaan berterusan pengguna, dengan persepsi terhadap kebergunaan dan persepsi 

terhadap kemudahan penggunaan bertindak sebagai perantara. Satu tinjauan 

kuantitatif secara kendiri telah dijalankan melibatkan 455 pengguna Douyin 

menggunakan persampelan mudah. Data telah dianalisis menggunakan Partial Least 

Squares Structural Equation Modelling. Dapatan kajian menunjukkan bahawa 

keupayaan bersosial dan hiburan mempunyai pengaruh yang kuat terhadap tingkah 

laku penggunaan berterusan, manakala mobiliti tidak memberi kesan secara langsung. 

Bagaimanapun, tanggapan pengguna terhadap kebergunaan berperanan sebagai 

pengantara dalam hubungan di antara mobiliti, keupayaan bersosial, dan hiburan 

memberi kesan kepada tingkah laku penggunaan berterusan. Tanggapan terhadap 

kemudahan penggunaan juga menjadi pengantara tetapi hanya di antara mobiliti dan 

hiburan terhadap tingkah laku penggunaan berterusan. Manakala, keupayaan bersosial 

tidak memberi kesan yang signifikan terhadap tanggapan kemudahan penggunaan di 

kalangan pengguna Douyin, dan tanggapan kemudahan penggunaan tidak bertindak 

sebagai pengantara di antara keupayaan bersosial dan tingkah laku penggunaan 

berterusan. Penemuan ini menyumbang kepada pandangan teoretikal terhadap 

mekanisme penglibatan pengguna yang berterusan serta menyediakan cadangan yang 

boleh diambil tindakan oleh pembangun platform untuk mengoptimumkan 

pengalaman pengguna, meningkatkan pengekalan penggunaan, dan mengurangkan 

kesan negatif akibat penggunaan Douyin yang berpanjangan. 

Kata kunci: Tingkah laku penggunaan berterusan; Ciri-ciri Douyin; Persepsi 

kebergunaan; Persepsi kemudahan penggunaan; Kesejahteraan pengguna. 
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Abstract 

Extensive penetration of Douyin short videos into digital socialization and content 

consumption with its highly engaging designs, has driven users’ continuous usage 

behavior to become a prominent social phenomenon in China. Even though this 

behavior fulfills users’ entertainment and social interaction needs, it also poses 

significant negative effects on their real-life social relationships, mental health, and 

well-being. However, existing research has primarily focused on general usage 

behavior, with limited focus given to the continuous usage behavior of Douyin users, 

especially the underlying mechanisms of this behavior. Grounded in the Stimulus-

Organism-Response framework and the Technology Acceptance Model, this study 

aims to examine how Douyin features, including mobility, sociability, and 

entertainment, affect users’ continuous usage behavior, with perceived usefulness and 

perceived ease of use serving as mediators. A quantitative self-administered survey 

involving 455 Douyin users was conducted through convenience sampling. The data 

were analysed using Partial Least Squares Structural Equation Modelling. The study 

found that sociability and entertainment strongly influenced users’ ongoing use, while 

mobility did not have a direct impact. However, users’ perception of usefulness acted 

as a mediator in the relationship between mobility, sociability and entertainment with 

continuous usage behaviour. Perceived ease of use also acted as a mediator, but only 

between mobility and entertainment and continued usage behaviour. Meanwhile, 

sociability did not significantly affect perceived ease of use among Douyin users, and 

their perceived ease of use did not act as a mediator between sociability and continued 

usage behaviour. These findings contribute to theoretical insights into sustained user 

engagement mechanisms and provide actionable recommendations for platform 

developers to optimize user experience, enhance retention, and mitigate negative 

effects of prolonged usage of Douyin.  

Keywords: Continuous usage behavior; Douyin features; Perceived usefulness; 

Perceived ease of use; Users well-being 
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CHAPTER ONE  

INTRODUCTION 

1.1 Introduction  

In the age of mobile internet, Douyin, as a leading short video platform in China, has 

attracted a large user base through its highly accessible interface, immersive 

entertainment experience, and diverse social interaction features, stimulating users’ 

continuous usage behavior. However, despite its widespread popularity as a significant 

social phenomenon, the underlying mechanisms driving users’ sustained usage 

behavior remain insufficiently explored. Thus, examining the specific influence 

factors behind users continued use of Douyin users has both theoretical and practical 

value. 

This chapter begins with the background of this study. Then, stating in detail of the 

problems and research gaps on this topic. In particular, this chapter will also describe 

the research questions and research objectives specifically. Followed by an explanation 

of the practical, theoretical and methodological significance of this investigation. Next, 

the scope of this research and operational definitions of the main concepts are 

presented.  

1.2 Background of the Study 

With the rapid development of internet technologies and the widespread adoption of 
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