Modern Management JL{RE 2, 2025, 15(2), 106-113 Hans X
Published Online February 2025 in Hans. https://www.hanspub.org/journal/mm
https://doi.org/10.12677/mm.2025.152047

PIEALIT & B PR E RIE 5

ViR
JTARM R TRAEE SR, R M

Wk H . 20244F12H26H; FHEM: 20254F1H9H; KA HM: 202542 H27H

R

W4, NAEFESRATT B BB, F AR5 CBONR N P AT 6 RE RS RIF R RIS REA R
WEEIIT GE BB HMeHAL, MARERASERTR, BRI EESEREREARRER
HER. ATAELTRAESRBATER 2T BEIT HRMEBMTETE AT UNEFEER.
ThRewARE . R E bt B BT R AN R AT 6 R P R . BESLRA, #4EXA
FPRHWHEEEEREMH. FHit, ENESUHCEE>aidty, Exos B8N MENERTR, B
RAWNAFEEE. DeRGE. XEWREMGHEREN N TEOAE 4%, DEERAFHIER, #
FHR BRI, SRR, AT RTNBICT & B R ERAT L E S 7

X 5in
AP, MEIRTE, RPaBRET

Research on User Experience Improvement
Strategy of Online Video Platform

Rifeng Lu

School of Business Administration, Guangdong University of Finance and Economics, Guangzhou Guangdong

Received: Dec. 26%™, 2024; accepted: Jan. 9, 2025; published: Feb. 27t", 2025

Abstract

Nowadays, people’s lifestyle and entertainment are increasingly digital, and user experience has
become a key factor affecting the sustainable development of online video platform. If the online
video platform wants to achieve a leading position in the market, it must pay attention to the needs
of user experience, and improving user stickiness and activity is its future development focus.
Through the reliability analysis, validity analysis, correlation and regression analysis of the survey
data, this study constructed a user experience model of online video platform from four dimensions:
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content richness, functional fluency, interactive pleasure and design satisfaction. Research shows
that each dimension has a significant positive impact on user experience. Therefore, in the product
design of online video platform, we should fully consider the user experience needs of these four
dimensions, and improve the user experience in four aspects: content richness, functional fluency,
interactive pleasure and design satisfaction, so as to meet the needs of users, improve the user ex-
perience, enhance user stickiness, and promote the commercial value and industry competitiveness
of online video platform.
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Figure 1. User experience model of online video platform
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Table 4. Pearson correlation matrix
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1 2 3 4 5
1 FH AR5 1
2 WEFEE 0.441** 1
3 YIREI S 0.341** 0.224** 1
4 < Ml 0.326** 0.349** 0.199** 1
5 W& e 0.379** 0.345%* 0.297** 0.236** 1

H: *RR P<0.05; **E/R P<0.01.
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Table 5. Regression analysis of each dimension and user experience

F* 5 HHESHPEREYESHT

FH P A5
R A &
BRL 1 BiRL 2 B 3 B 4 FH 5
Gig el 1.053 1.546 1.332 1.475 0.179
P A &=
P 0.07 0.097 0.014 0.048 0.074
aa 0.14 0.092 0.204 0.148 0.116
Bl -0.003 -0.025 -0.023 —0.066 -0.045
HERE -0.02 -0.047 -0.1 0.002 -0.051
16 F P 1) 0.215 0.197 0.224 0.18 0.149
{5 F S -0.075 -0.08 -0.104 -0.114 -0.085
B A
WNEFEE 0.402** 0.256**
TIREG & 0.342** 0.185**
R TRV 0.4%* 0.185**
W RL 0.378** 0.19**
(LAl
F{H 9.571** 5.417** 5.853** 7.102%* 11.079**
D-W 1.77 1.882 1.974 1.956 1.858
R2 0.227 0.143 0.152 0.179 0.33

H: *RR P<0.05; **F/R P<0.01.
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