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Research on the Influence Mechanism of Intangible Cultural Heritage Short
Videos on Users” Willingness to Participate in the Dissemination of Intangible
Cultural heritage — Taking Traditional Skills as an Example
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Abstract : Short videos have opened up new avenues for the dissemination of Intangible Cultural Heritage (ICH),

and the rise of "ICH influencers" has brought further opportunities. This study focuses on short videos
showcasing traditional craftsmanship ICH on Douyin (TikTok) and employs a questionnaire survey to
investigate how they affect users' willingness to participate in ICH communication. The findings reveal
that influencers' expertise, personal appeal, as well as the cultural authenticity and aesthetic quality of
the videos, significantly enhance users' willingness to engage in ICH dissemination. Moreover, cultural
identity of ICH plays a key mediating role in this process. The research enriches the intersection of ICH
digital communication and influencer marketing, offering practical insights for creating high—quality ICH
short videos.
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