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Abstract

Purpose: This article aimed to research the factors influencing University Students’ user satisfaction and continuous intention to
Use Short Video App for Learning in Beijing, China. The conceptual framework presented cause-and-effect relationships between
product originality, satisfaction, product demonstrability, privacy protection behavior, new product novelty, continuous intention
to use, and information social influence. Research design, data, and methodology: The researcher adopted a quantitative
technique (n=500) to administer the questionnaire to students in Beijing, China. The researcher employed non-probability
sampling methods, including judgmental sampling for selecting three schools, quota sampling to determine the sample size, and
convenience sampling for data collection and distribution of questionnaires both online and offline. Data analysis was conducted
using structural equation modeling (SEM) and confirmatory factor analysis (CFA) to assess model fit, reliability, and construct
validity. Results: The uniqueness of a product has a considerable effect on users’ satisfaction. The ability to demonstrate a product
has a notable impact on user satisfaction. Behaviors that protect privacy have a significant influence on user satisfaction. The
innovation of new products has a substantial impact on user satisfaction. Satisfaction plays an important role in the intention to
continue using. Normative social influence has a significant effect on the intention to continue using. Conclusions: This study
suggested that to make BiliBili more effective, policymakers and programmed operators could increase product originality,

product demonstrability, privacy protection behavior, new product novelty, and information social influence.
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1. Introduction

With the increasing popularity of mobile Internet, short
videos have become a new form of entertainment and
business model in China. Major internet giants like Baidu,
Alibaba, and Tencent are investing in this sector, leading to
the development of various short video applications.
Recently, there has been a notable increase in the creative
utilization of social networks, resulting in the emergence of
various forms of media. Short videos have become a
prominent trend within social networks due to the
widespread use of smartphones and advancements in
network technology, following the popularity of blogs,
forums, QQ, Weibo, WeChat, and live streaming platforms
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since 2016. The global popularity of short videos can be
attributed to their ability to disseminate information and
effectively engage wusers rapidly. With the rise in
smartphone usage and social media platforms, short videos
have surpassed traditional media outlets as the primary
content consumption for internet users. The significant
growth of short videos warrants attention.

Based on research findings, the user base for short
videos has significantly increased in recent years. In 2019,
the number of short video users in China reached 748
million, almost doubling from 384 million in 2017.
Similarly, international countries have also witnessed
widespread adoption of platforms such as TikTok, with
hundreds of millions of users globally. The demographic of
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individuals born between 1990 and 2000 is important in
short video research, as they exhibit the highest domestic
and international usage rates.

Young users are highly inclined to adopt new media and
technologies, proficient in sharing their lives, and actively
engaged when watching short videos. Short video platforms
are widely used in education, marketing, and media
industries, with their recommendation algorithms playing a
crucial role in providing personalized content suggestions
based on individual user preferences.

Lin et al. (2023) argue that short videos have emerged
as a burgeoning category in video production, typically
ranging from one to five minutes, and are created and
shared using mobile devices for swift shooting and
streamlined editing. Ye et al. (2022) stress the significance
of concise content in engaging the audience's interest in
short videos, underscoring the need to communicate the
subject matter. Furthermore, short videos provide
convenient and rapid transmission capabilities compared to
traditional video formats. Additionally, the cost of
producing micro-videos is relatively economical. Notably,
there has been a substantial rise in the use of short videos
since 2020, primarily due to the impact of the COVID-19
pandemic. Bilibili provides an abundance of rich content
along with a distinctive community culture fostering high
engagement levels while supporting creators and delivering
timely news and information updates. Given that these
factors influence user satisfaction and continuous usage of
the Bilibili platform, its growing influence and significance
have become even more pronounced.

Based on the research by Lin et al. (2023), short videos
are recognized for their concise duration and high-caliber
content, enabling users to acquire substantial information
swiftly. Song et al. (2021) contended that short videos
frequently incorporate interactive features such as polling,
likes, and comments, which can enhance audience
engagement. Winkler et al. (2017) highlighted the role of
short videos in fostering interaction between viewers and
creators, particularly those with robust interactivity. Wu and
Ding (2023) underscored the cost-effectiveness of short
videos, given that they can be easily created using a mobile
device. Bulca et al. (2022) asserted that short videos are all-
encompassing and adaptable in conveying creators'
emotions with minimal prerequisites.

The research investigates the elements that impact
college students' contentment and willingness to utilize the
Bilibili Short Video App for educational reasons in Beijing,
China. Bilibili, the primary video-sharing platform,
provides a wide range of entertainment and educational
resources. This research focuses on Beijing University
students as specific Bilibili users to examine factors
influencing usage intention and satisfaction, which is
crucial for ensuring the sustainable development of Bilibili.
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The fundamental theories that form the basis of this
paper's conceptual framework are blended learning (BL),
the Theory of Reasoned Action (TRA), the Theory of
Planned Behavior (TPB), and the Technology Acceptance
Model (TAM). Based on previous empirical research, this
paper proposed six hypotheses to study the relationship
between product originality, satisfaction, product
demonstrability, privacy protection behavior, new product
novelty, continuous intention to use, information social
influence (Jia et al., 2022; Mou et al., 2021; Sameh & Woo,
202).

User satisfaction is significantly influenced by the
originality and demonstrability of the product, as well as
privacy protection behavior. Additionally, user satisfaction
is greatly impacted by the novelty of new products,
affecting sustained intention to utilize. Normative social
influence also plays a significant role in continuous
intention to use.

The research investigated the factors impacting
university students' satisfaction and willingness to utilize
short video applications for learning in Beijing, China. The
findings have substantial implications. Examining the
elements that influence their contentment and motivation to
persist in learning through Bilibili short video applications
is crucial to understanding a university student's distinct
needs and expectations.

2. Literature Review

2.1 Product Originality

Moore and Benbasat (1991) proposed that user
satisfaction is affected by the degree of product originality.
Goldenberg et al. (1999) stated that higher levels of
originality can result in increased word-of-mouth, but it
may also lead to positive and negative reviews. Excessive
originality could generate more negative word-of-mouth,
impeding further product development. Szymanski and
Henard (2001) also suggested that originality can elicit
positive and negative word-of-mouth evaluations.
Moldovan et al. (2011) argued that originality enhances the
impact of usefulness on word-of-mouth intensity.

Erwin et al. (2022) emphasizes the significance of the
relationship between product innovation and customer
contentment. An innovative product can fulfill users'
requirements and anticipations, distinguish itself in a
challenging market, and improve overall user experience
and satisfaction. A revolutionary product plays a vital role
in determining user satisfaction by offering an unparalleled
user experience that meets individual needs, thus increasing
levels of contentment (Grieshaber-Bouyer & Lorenz,
2020). Exploring new frontiers in these areas can provide
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users a refreshing and captivating interaction. Additionally,
specific innovative products offer personalized services and
a wide range of additional features, thereby enhancing the
perceived value for the user and fostering a deeper sense of
product recognition and satisfaction (Rominger et al.,
2022).

H1: Product originality has a significant influence on user
satisfaction.

2.2 Product Demonstrability

The tangibility of outcomes, also referred to as
demonstrability, plays a significant role in enhancing user
satisfaction and motivating teachers to pursue scientific
research in universities in Southwest Nigeria. Previous
research has demonstrated the strong connection between
result demonstrability and satisfaction, highlighting its
importance as a key factor in user satisfaction when
examining the adoption of cloud computing classrooms.

Ghazali et al. (2020) proposed that users' satisfaction is
closely related to how easily a product can be demonstrated.
A product that can be easily showcased has a greater chance
of attracting users' attention, leading to increased awareness
and comprehension. This heightened awareness ultimately
contributes to higher user satisfaction with the product.
Through practical demonstrations of the product, users can
better understand its performance (Kumar et al., 2022). This
hands-on experience helps users grasp the product's value
proposition and make informed decisions about its
suitability for their specific needs.

Andrews et al. (2007) proposed that providing a product
demonstration can enhance trust and confidence by offering
tangible evidence. Effective demonstrations confirm the
dependability and worth of products, empowering users to
use them with assurance, leading to heightened
expectations and contentment. Gao et al. (2022) contended
that product demonstrations contribute to a personalized
experience by highlighting distinctive features and
providing tailored solutions based on individual
requirements. Enhancing the demonstrability of products
enables companies to effectively display their attributes,
establish brand identity, and deliver customized services,
ultimately increasing user satisfaction and loyalty.

H2: Product demonstrability has a significant influence on
behavioral intention.

2.3 Privacy Protection Behavior

Coopamootoo (2020) suggests that the practice of
protecting privacy has a positive impact on the use of social
media, leading to increased data sharing. Elhai et al. (2017)
have discovered a link between anxiety and behaviors
aimed at safeguarding digital privacy, indicating that some
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degree of anxiety can serve as a motivator for effective
digital protection. Furthermore, individuals' personal
experiences with privacy directly influence their concerns
about privacy. Fianu et al. (2019) illustrate how engaging in
privacy  protection behavior significantly  affects
satisfaction levels. Additionally, Mosteller and Poddar
(2017) stress that users' satisfaction with their use of social
media is affected by their commitment to protecting their
privacy.

There exists a strong correlation between user
contentment and the practice of safeguarding privacy.
According to Xu et al. (2022), adhering to privacy
protection measures can significantly enhance user
satisfaction, foster user trust, and elevate the overall user
experience. Wang et al. (2022) also asserted that the
implementation of privacy protection measures could result
in heightened service satisfaction. An organization's
emphasis on upholding privacy reflects its dedication to
providing top-notch services (Ma & Chen, 2023).

Xia et al. (2022) proposed that implementing thorough
privacy measures allows businesses to better understand
their customers' needs and expectations, thereby facilitating
personalized services. More protection of customer privacy
may result in breaches and security issues, significantly
decreasing user satisfaction. Furthermore, a company's
privacy measures also influence customers' overall
evaluation of the organization. Demonstrating respect for
and safeguarding customer privacy enhances customer
satisfaction.

H3: Privacy protection behavior has a significant influence
on user satisfaction.

2.4 New Product Novelty

The study conducted by Omar and Dequan (2020)
demonstrated that the novelty of new products significantly
impacts satisfaction. Mou et al. (2021) emphasized the
importance of user satisfaction and privacy in accurately
recommending video content through recommendation
algorithms, thereby enhancing users' satisfaction and
perceived value of short video apps. According to Abrate
and Viglia (2019), introducing new products plays a critical
role in shaping positive experiences, ultimately leading to
improved satisfaction levels. Wang and Jiang (2021)
proposed that new product novelty serves as the central
element within short-form video apps, influencing both user
satisfaction and intention. Building upon these prior studies,
researchers have formulated the following assumptions.

Introducing new and unique features can capture users'
attention and improve their overall experience, meeting
their expectations for high quality and exceptional
performance, ultimately increasing user satisfaction levels.
Innovative products have the potential to offer users fresh



258

experiences and added value, creating a stronger sense of
attachment and reliance on them, leading to increased user
contentment. Innovative items can engage users' focus and
stimulate their curiosity and desire for exploration by
showcasing distinctive attributes or aesthetics, increasing
their interest in the product.

Hong et al. (2022) suggested that innovative products
can effectively meet users' needs for quality and efficiency.
When individuals make product choices, they consider
factors such as performance, quality, and longevity.
Including new features in a product signifies enhanced
technology and improved performance. By providing high-
quality and high-performance features, products can fulfill
users' needs and enhance their satisfaction. Additionally,
new products have the potential to establish trends by
capturing the attention and trust of users.

H4: New product novelty has a significant influence on user
satisfaction.

2.5 Satisfaction

Abdul Rahim et al. (2023) emphasized that perceived
usefulness significantly impacted individuals' intention to
continue using e-government services, while satisfaction
had the least effect. Kumar et al. (2018) contended that
satisfaction was vital in driving users' continuous intention
to use e-government services. Foroughi et al. (2019)
discovered that satisfaction positively influenced
individuals' willingness to continue using e-government
services, indicating residents' favorable perception and
stronger inclination towards its utilization. Iranmanesh et
al. (2017) increased citizens' willingness to persistently
utilize e-government services by highlighting the
importance of satisfaction, perceived transparency, and
trust in such systems.

In the highly competitive market, achieving user
satisfaction and retention is crucial for business success.
According to Nie et al. (2023), the intricate connection
between satisfaction and persistence ultimately impacts
user loyalty and the long-term adoption of a product or
service. The willingness of users to continue using a
product or service is directly impacted by their level of
satisfaction, which is subjective and relies on how the user
perceives the offering compared to their expectations (Lv et
al., 2022). Meeting expectations leads to satisfaction and
continued usage, while falling short may result in
dissatisfaction and consideration of other options.

Xu et al. (2022) found that higher levels of satisfaction
lead to continued usage, while lower levels of satisfaction
result in user attrition. Satisfaction has a direct impact on
the likelihood of ongoing use. Satisfied users are more
likely to persistently utilize a specific offering, while
dissatisfied users may discontinue usage and explore
alternatives. Xu et al. (2021) also stressed that the user's

Gao Mingming / The Scholar: Human Sciences Vol 17 No 3 (2025) 255-265

intention to continue using a product or service is closely
linked to their comprehensive evaluation and satisfaction.
Users' overall assessment and contentment significantly
influence their inclination to sustain usage.

HS: User satisfaction has a significant influence on
continuous intention to use.

2.6 Information Social Influence

Jia et al. (2022) found that normative social influence
predominantly influences sustained TikTok usage.
Similarly, Song et al. (2021) emphasized the crucial role of
normative social influence in the continuous use of short
APPs. Yang (2021) also noted the significant impact of
normative social influence on satisfaction and intention for
ongoing business usage. Fu et al. (2020) suggested that
users' continuous system usage is more impacted by
normative social influence than other factors. Additionally,
Cuesta-Valino et al. (2022) stressed the importance of
normative social influence as a critical factor for users to
establish satisfaction while exploring communication and
interaction relationships.

Meng and Leung (2021) suggested a strong connection
between user satisfaction and normative social influence.
People tend to follow societal norms, which serve as
guidelines for their behavior and can result in positive
emotional outcomes. Adhering to these norms can also
increase users' desire to continue using a product or service.
When individuals experience group influence, they are
likely to adjust their actions to conform to the accepted
norms of the group. People shape their self-perception
based on personal values and expectations to maintain a
positive self-image, preferring brands or products that align
with their desired image. Individuals compare themselves
to others or social groups to define their sense of self. They
may adapt their actions and attitudes to feel included,
influencing their inclination towards using a specific
product or service.

H6: Information social influence has a significant influence
on continuous intention to use.

3. Research Methods and Materials
3.1 Research Framework

This paper has explored factors influencing university
students’ user satisfaction and continuous intention to use
short video Apps for learning in Beijing, China. The conce
ptual framework of this paper incorporates the Technology

Acceptance Model (TAM), Theory of Planned Behavior (
TPB), Theory of Reasoned Action (TRA), Blended learnin
g (BL), and three other conceptual frameworks, all workin
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g together to support the overall conceptual framework of t
his paper.

CONCEPTUAL FRAMEWORK
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Figure 1: Conceptual Framework

H1: Product originality has a significant influence on user
satisfaction.

H2: Product demonstrability has a significant influence on
behavioral intention.

H3: Privacy protection behavior has a significant influence
on user satisfaction.

H4: New product novelty has a significant influence on user
satisfaction.

HS: User satisfaction has a significant influence on
continuous intention to use.

H6: Information social influence has a significant influence
on continuous intention to use.

3.2 Research Methodology

Through descriptive research, the paper explores factors
affecting university students' satisfaction with using the
Bilibili Short Video App for learning in Beijing, China. It
aims to comprehensively describe the current state of the
study and reveal its nature and patterns. The first step is
identifying the research question, followed by developing an
investigation plan based on literature review results to guide
appropriate data collection and analysis methods.

Pyo et al. (2023) suggested that descriptive research
entails thorough descriptions and conclusions drawn from
scientific methodologies with broad applications in various
fields such as sociology, psychology, and medicine. Soares
et al. (2022) also recognized its capacity to conduct
comprehensive studies of individuals and offer detailed
descriptions and analyses of groups, organizations, and
communities, establishing the groundwork for further
investigation into causal relationships.

The main instrument used in quantitative research is the
survey. A survey acts as a method to collect information. The
online survey was designed and distributed to the intended
participants through WeChat. The collected responses were
then organized into an Excel spreadsheet, with response
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rates calculated and data converted into SPSS format. Based
on existing literature, the feedback will be analyzed using
TAM, TIM, and Trust Theory. Structural Equation Modeling
(SEM) will examine product uniqueness, satisfaction, and
product demonstrability. This research utilizes Bilibili to
explore the factors influencing students' intention and
satisfaction.

3.3 Population and Sample Size

The research involves universities with Bilibili users,
and the sample size meets the necessary criteria. A survey
will be conducted to collect data on the factors affecting
college students' satisfaction and their willingness to
continue using Bilibili in Beijing, China. The researchers
have selected students from three universities in Beijing as
their sample units: Beijing University of Chemical
Technology, Peking University, and the China
Conservatory of Music.

Hence, this research focuses on individuals enrolled at
the Beijing University of Chemical Technology, Peking
University, and China Conservatory of Music. These
individuals are also active users of Bilibili.

3.4 Sampling Technique

The study's data collection procedures involved
conducting a pilot test and the main investigation. We took
extensive preparatory measures to ensure smooth data
collection, including pilot data collection and analysis based
on recommendations from previous literature. The pilot test
was conducted in June 2023, gathering data from three
universities in Beijing, China. The results indicated strong
reliability and consistency of the scale items. Subsequently,
large-scale questionnaire distribution and data collection
were conducted using probabilistic and non-probabilistic
sampling techniques before October 2023, with a sample
size of 526.

Table 1: Sample Units and Sample Size

Major students Proportion'al
Sample units
Beijing University of Chemical Technology 22960
Peking University 42890
China Conservatory of Music 3600
Total 69450

Source: Constructed by author
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4. Results and Discussion
4.1 Demographic Information

The table above displays a frequency analysis
summarizing the distribution of two categorical variables:
Gender and Age. Of the total sample, 234 individuals are
male, making up 44.49% of the sample, while 292
individuals are female, accounting for 55.51%. The
distribution between males and females is fairly even, with
a slight majority being female. Aged 19-21 years: There are
298 individuals in this age range, accounting for the largest
portion of the total sample at 56.65%. Aged 22-24 years: The
number of individuals aged 22-24 is 222, representing 42.21%
of the total sample. Aged 25 and over: Only six individuals
are aged 25 and above, making up just 1.14% of the total
sample and constituting the smallest age group in the dataset.
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Table 2: Demographic Profile

In fgmiiggr?& Egzs) Frequency Percentage
Gender | Male 234 44.49%
Female 292 55.51%
Age 19-21 years old 298 56.65%
22-24 years old 222 42.21%
25 years old and 6 1.14%
over

4.2 Confirmatory Factor Analysis (CFA)

In this study, Confirmatory Factor Analysis (CFA) was
utilized to evaluate each variable in the conceptual
framework. The initial model suggests that all data meet the
acceptable threshold and are consistent with the CFA,
indicating no need for modification.

Table 3. shows all of these. Table 4 presents the square
roots of the differences in levels, demonstrating that the
relationships between all variables in this study are suitable.
In the CFA analysis, GFI, AGFI, NFI, CFI, TLI, and
RMSEA were utilized as measures of model fit

Table 3: Confirmatory Factor Analysis Result, Composite Reliability (CR) and Average Variance Extracted (AVE)

. Source of Questionnaire No. of | Cronbach’ .

VErEES (Measuremgnt Indicator) Item s Alpha R (LEReliy GRS 13
Product Originality (PO) Moore and Benbasat (1991) 4 0.951 0.751-0.834 0.889 0.668
User Satisfaction (US) Goldenberg et al. (1999) 4 0.962 0.843-0.949 0.921 0.745
Product Demonstrability (PD) Ghazali et al. (2020) 4 0.949 0.768-0.895 0.881 0.649
Privacy Protection Behavior (PPB) Coopamootoo (2020) 5 0.870 0.727-0.824 0.887 0.612
New Product Novelty (NPN) Omar _and Dequan (2020) 5 0.858 0.684-0.842 0.884 0.604
Continuous Intention to Use (CITU) Abdul Rahim et al. (2023) 4 0.952 0.801-0.911 0.917 0.735
Information Social Influence (NSI) Jia et al. (2022) 3 0.954 0.896-0.929 0.903 0.756

Table 4 presents models with the initial model meeting
acceptable thresholds: CMIN/df = 1.656, GFI = 0.930, AGFI
=0.914, NFI =0.944, CFI=0.977, TLI = 0.974 and RMSEA
=0.035. Consequently, the overall fit indices exceed the
acceptable criteria, ensuring convergence and discriminant
validity.

Table 4: Goodness of Fit for Measurement Model

Fit Index Acceptable Criteria Statistical Values
CMIN/df | <5.00 (Maraj-Zygmat et al., 1656
2023) )
GFI ;
> 0.85 (Maraj-Zygmat et al., 0.930
2023)
AGFI | > 080 (Vachon et al., 2021) 0914
RMSEA | <0.08 (Kelley et al., 2016) 0.035
NFI > 0.80 (Hu & Bentler, 2011) 0.944
CFI > 0.80 (Hu & Bentler, 2011) 0.977
TLI > 0.80 (Xia et al.,, 2021) 0.974
Model Acceptable
Summary Model Fit

Remark: CMIN/DF = The ratio of the chi-square value to degree of
freedom, GFI = goodness-of-fit index, AGFI = adjusted goodness-of-fit
index, NFI = normalized fit index, CFI = comparative fit index, TLI =
Tucker Lewis index, and RMSEA = root mean square error of
approximation

Table 5 demonstrated the convergent and discriminant
validity of this study and was found to be satisfactory. All
assessments confirmed the validity of the structural model
estimated in this study.

Table 5: Discriminant Validity

PO uUsS PD PPB | NPN | CITU | NSI
PO 0.817
us 0.347 | 0.863
PD 0.365 | 0.331 | 0.806
PPB | 0.396 | 0.367 | 0.369 | 0.782
NPN | 0.336 | 0.329 | 0.353 | 0.391 | 0.777
CITU | 0.468 | 0.420 | 0.541 | 0.458 | 0.462 | 0.857
NSI | 0.405 | 0.347 | 0.383 | 0.361 | 0.314 | 0.452 | 0.870

Note: The diagonally listed value is the AVE square roots of the variables
Source: Created by the author.
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4.3 Structural Equation Model (SEM)

In this research, the chi-square statistic produced a value
of 1.675 for CMIN/df, with GF1 at 0.928, AGFI at 0.913, NFI
at 0.943, CFI at 0.976, TLI at 0.973, and RMSEA at 0.036.
As a result, it can be inferred that the model fitness has
reached a satisfactory level since all numerical values for
CMIN/DF, GFI, AGFI, NFI, CFI, TLI, and RMSEA are
within acceptable ranges. The detailed data have been
summarized in Table 6.

Table 6: Goodness of Fit for Structural Model

o
Fit Index Acceptable Criteria Stadstical
Values
CMIN/df | <5.00 (Maraj-Zygmat et al., 2023) 1675
GFI > 0.85 (Maraj-Zygmat et al., 2023) 0.928
AGFI > 0.80 (Vachon et al., 2021) 0.913
RMSEA | <0.08 (Kelley et al., 2016) 0.036
NFI > 0.80 (Hu & Bentler, 2011) 0.943
CH > 0.80 (Hu & Bentler, 2011) 0.976
TLI > 0.80 (Xia et al., 2021) 0.973
Model Acceptable
Summary Model Fit

Remark: CMIN/DF = The ratio of the chi-square value to degree of
freedom, GFI = goodness-of-fit index, AGFI = adjusted goodness-of-fit
index, NFI = normalized fit index, CFI = comparative fit index, TLI =
Tucker Lewis index, and RMSEA = root mean square error of
approximation

4.4 Research Hypothesis Testing Result

By evaluating the regression weights and R2 variances
for each variable, the researcher determined the significance
of the study model. The findings of these computations are
outlined in Table 6, offering validation for all hypotheses in
this study. Product Originality influenced Satisfaction
(B=0.189), Product Demonstrability influenced Satisfaction
(B=0.16), Privacy Protection Behavior influenced
Satisfaction ($=0.194), New Product Novelty influenced
Satisfaction (B=0.147), Satisfaction influenced Continuous
Intention to Use ($=0.127), Information Social Influence
influenced Continuous Intention to Use (f=0.142).

Table 7: Hypothesis Results of the Structural Equation Modeling

Hypothesis (1)) t-value Result
H1: PO—>US 0.189 3.664* Supported
H2: PD—US 0.160 3.135% Supported
H3: PPB—US 0.194 3.688* Supported
H4: NPN—>US 0.147 2.936* Supported
H5: US—CITU 0.127 3.094* Supported
H6: NSI->CITU 0.142 3.269* Supported

Note: * p<0.05
Source: Created by the author
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According to Table 7, the following results are shown.
The originality of the exogenous variable product
significantly impacted the endogenous variable satisfaction.
In the group, the standardized path coefficient between
exogenous variable product originality and endogenous
variable satisfaction was 0.189, with a t-value of 3.664. The
demonstrability of the exogenous variable Product
significantly influenced the endogenous variable Satisfaction.
In the group, the standardized path coefficient between the
exogenous variable Product Demonstrability and the
endogenous variable Satisfaction was 0.160, with a t-value
of 3.135. Privacy protection behavior as an exogenous
variable significantly impacted the endogenous variable
Satisfaction. In the first group, the standardized path
coefficient between privacy protection behavior and
satisfaction was 0.194, with a t-value of 3.688. The novelty
of new products as an exogenous variable significantly
influenced endogenous variable satisfaction in Group One;
its standardized path coefficient was .147, and its T-value
was 2.936. Satisfaction as an exogenous variable
significantly influenced continuous intention to use as an
endogenous variable in Group One; its standardized path
coefficient is .127, and its T-value is 3.094. Normative social
influence as an Exogeneous Varibale has significant
influence over Continuous Intention to Use, which is
Endogenous Variable in Group One, Its Standardized Path
Co-Efficient is .142, And Its T-Value Is 3.269.

5. Conclusion and Recommendation
5.1 Conclusion

The purpose of this study was to provide a
comprehensive analysis of the factors influencing university
students’ user and continuous intention to use Short Video
App for Learning in Beijing, China. With the increasing
popularity of mobile Internet and faster network speeds,
short videos are becoming increasingly popular on major
platforms, among fans, and with investors. Platforms like
Douyin and Kuaishou have become indispensable in daily
life. Amid intense market competition, these platforms
continuously enhance their content and services to meet
specific audience needs while boosting user retention and
loyalty. Simultaneously, short videos provide businesses
with a new avenue for brand marketing and promotion,
making it an essential platform for advertising.

Prior research has suggested that the success of short
video platforms depends greatly on user satisfaction, which
is a critical factor in their development and usage. The
popularity of these platforms can be attributed to easy access
to media technology, active engagement from regular users,
and meeting diverse emotional needs. This study focused on
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university students in Beijing, China, specifically selected
from Beijing University for their previous experience using
short videos for educational purposes. They willingly
participated in a questionnaire-based research project. The
sample population consists of current students. Initially, the
researchers developed a survey using a five-point Likert
scale. After receiving feedback on project goal conformity
from three experts, 30 questionnaires were distributed to
eligible students who met the requirements for the pilot test.
Ultimately, through an analysis of validity and reliability, the
initial results supported this study’s concept’s internal
consistency and dependability.

After making predictions, the researchers distributed
many surveys to participants and received 500 valid
responses. The collected survey data was carefully examined
for accuracy and reliability. The results from various tests
show that this dataset has satisfactory convergence validity,
composite reliability, Cronbach’s alpha factor loading, mean
square extraction analysis, and discriminant validity. The
researchers used JAMOVI and AMOS software tools to
analyze the sample data. Additionally, AMOS testing
supports the conceptual framework proposed in the research.
Results from confirmatory factor analysis (CFA) indicate a
reasonable alignment between observed data and theoretical
constructs used in this study. Therefore, utilizing both factor
structure and validation model for this investigation is more
suitable.

The data presented above offer empirical evidence to
support the seven hypotheses proposed in this study. The
uniqueness of the product significantly impacts user
satisfaction. Additionally, the demonstrability of a product
and privacy protection behavior also play an important role
in influencing user satisfaction. Moreover, user satisfaction
is affected by the novelty of new products and significantly
impacts sustained intention to use. Finally, continuous
intention to use is significantly influenced by normative
social influence.

This research analyzed the factors that impact the
satisfaction and intention of university students in Beijing,
China, to continue using short video applications for
educational purposes. The findings have important
implications, highlighting the need to explore what
influences students’ hap students’ motivation to keep using
Bilibili short video applications to better understand their
specific needs and expectations.

5.2 Recommendation

This study examines the factors influencing the
satisfaction and intention of university students in Beijing,
China, to continue using the Bilibili short video App for
educational purposes. Bilibili, established on June 26, 2009,
offers a wide range of user-generated video content and
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serves as a platform that fosters creativity among Chinese
youth. It also facilitates communication and interaction
among like-minded creators while providing crucial support
for young people's personal growth and development.
Overall, Bilibili has significantly contributed to the
advancement and exchange of Chinese culture.

The enhancement of Bilibili involves two primary
aspects. Firstly, Bilibili must enhance the quality of its
services. Secondly, Bilibili needs to reduce its service
charges. Bilibili plays a crucial role in improving the lives of
young Chinese individuals and serves as a vital educational
tool for college students in China. Since Chinese college
students are a significant user group, providing customized
services to meet their needs presents challenges for Bilibili.
This study focuses on college students in Beijing as research
subjects who represent specific users of Bilibili. Examining
the factors that influence their intention and satisfaction with
using the platform holds great theoretical and practical value
for ensuring the sustainable development of Bilibili. At a
theoretical level, this paper explores the factors that impact
art students' intention and satisfaction when utilizing Bilibili.
The relationship between satisfaction and intention is
reciprocal, as behavior can affect individuals' satisfaction
levels.

Additionally, positive intentions contribute to user
satisfaction and  fulfillment. = Understanding this
interrelationship allows researchers to understand human
psychology and behavioral patterns better. Furthermore, user
satisfaction is critical in determining whether users will
continue purchasing and utilizing the product. This study
uses various aspects such as product originality, privacy
protection behaviors, novelty of new products among college
students, and normative social influence on Bilibili as
measures for assessment.

5.3 Limitation and Further Study

The variables studied are focused on the individual level,
and the available data is limited. The specific period for the
collected data may lead to inconsistencies, so it is important
to note that the results do not claim absolute validity
regarding the observed relationship. Established research
findings and software tools have been used for data analysis,
producing consistent results with previous studies. However,
constraints imposed by the restricted dataset limit our ability
to conduct more comprehensive analyses. The design of this
study inherently limits our ability to infer causality; therefore,
no causal chains can be inferred from this investigation itself.
We only surveyed students within one school as our user
group and did not include other relevant cohorts. Copyright
ownership issues related to Bilibili providers are outside the
scope of this article.
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