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Abstract

In order to better understand the effect of social interaction and media richness on short video
advertisements, selecting product sales to evaluate the advertising effect, based on social interac-
tion, media richness and parasocial interaction theory, the theoretical model is constructed. The
objective data of Douyin short video advertisements are obtained through the XinDou data analy-
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sis platform, and the empirical test is carried out by using multiple linear regression method. The
results show that: social interaction attributes (likes, comments, shares), information content rich-
ness (title length, music category) and expression richness (plot placement, multi-character inte-
raction, male interaction) in media richness all play a positive role in product sales. Based on the
above conclusions, some suggestions are put forward for short video social media platforms, ad-
vertisers and users who generate advertisements to improve the effect of short video advertising.
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Figure 1. Theoretical model
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Table 1. Definition and measure of variables
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Table 2. Descriptive statistical analysis
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Table 3. Model regression results
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