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Abstract: The purpose of this study was to examine the impacts of the audience and vlog creator’s self-
disclosure, media synchronicity (immediacy of feedback, variety of symbol set), as well as content authenticity
on the intimacy between the viogger and the audience and continuance intention of the audience. The
participants of the online survey were young Chinese females, instructed to practice their routine of watching
vlog and the fixed vlog channels. By the interpersonal process of intimacy model and media synchronicity
theory, the results of the structural equation modeling revealed that self-disclosure (audience’s disclosure)
and partner responsiveness (vlogger’s disclosure) form the experience of intimacy in interactions. Also, the
quick immediacy of feedback, rich symbol set, and content authenticity positively impacted intimacy
development. Meanwhile, intimacy enables the audience to form a continuous viewing behavior. We expect
the results of this study will provide more insight into the relationship between the audience and the producer
in online video content. In terms of the personal media influencers and MCN companies, this study is also
suggests strategic implications.

Keywords: Vlog; Self-disclosure; Intimacy; The interpersonal process model of intimacy; Media
synchronicity; Authenticity; Continuance intention

1. Introduction

Nowadays, the competition in social media gets into full swing. However, rare emphasis has been laid on
the vital effect of the way to mediate intimacy on the novel celebrity platform. Existing studies [1] based on the
existing "attention economy" [2] and online platforms (e.g., YouTube) represent a competitive area for vloggers
of various themes.

Since vlog refers to a video content with full self-disclosure, it helps fans identify the lifestyle displayed
by vloggers, which can develop close relationships between each other and fulfill the continuance objective of
the audience. Bilibili, as one of the top cultural community websites in China, has monthly active users of 110
million in August 2019; the broadcast volume of professional user-generated video (PUGV) has taken up 89%
of the overall broadcast volume of the whole platform [3].

Based on the interpersonal process model of intimacy, intimacy is critical to interpersonal relationships
[4], and intimacy is the most crucial part for maintaining relationships [5], as well as an essential part for
consolidating interpersonal relationships [6]. According to the existing studies [7-9], positive self-disclosure
positively impacts intimacy development. When vlog is being shot, most vloggers shoot from their perspectives,
while sharing their life experience and emotional status in the video, which can be useful to increase the
intimacy with the viewers [10]. Besides, the perceived partner's self-disclosure is another critical element to
develop close relationships. If the speaker can feel the response of the listener and feel that he/she is considered
from the response of them, he/she will be more likely to have a sense of intimacy with the listener [7].
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In accordance with the theory of media synchronicity, the media can meet the synchronicity in the
communication process, so the effect and quality of communication will be enhanced noticeably. According to
existing research, media synchronicity is critical to the positive effect of intimacy formation [11, 12]. Given the
limited interaction between vloggers and viewers, the immediacy of feedback and symbol set are taken as the
independent variables that affect intimacy development to measure.

In the existing research, authenticity is conducive to enhancing the audience’s visual satisfaction;
meantime, it provides a real insight into vlogger [13-15] to promote the formation of the intimate relationships
between vloggers and viewers [16]. In celebrity research, the vlog also acts as a carrier for artists to draw closer
to fans and indicate the authenticity of celebrities [17].

Though content and quality of vlog are of vital significance, how to strengthen the relationships between
vloggers and viewers, and then maintain the loyalty and continuance watching intention for the channel of
audience is also a critical topic for video content creators and MCN (Multi-channel network) companies. In this
study, self-disclosure, partner's self-disclosure and perceived partner's self-disclosure in the interpersonal
process model of intimacy, immediacy of feedback and diversity of symbol set in media synchronicity theory,
and authenticity are considered as independent variables in the research model; intimacy between vlogger and
audience is considered as mediating variable; audience's continuous viewing intention is considered as a
dependent variable.

2. Literature Review

2.1 Vlog(video-blog)

Vlog is a video blog, which can be considered a blog containing video materials [18]. Vlog means that
vlogger (the blogger who publishes video) records the daily life and shares it with netizens via diary by
uploading the video on the personal channel. The vlogger's of hand-held shooting and lens monologue,
simulating the visual scene of dialogue, helps the audience experience the natural feelings to gain the trust of
the audience [18].

Over the past few years, vlog related studies focused on the field of marketing. As revealed from the results,
vlog with high audience participation is more likely to enhance the acceptance of brand endorsement by
improving the audience's perception of trust in brand endorsement [19]. It has also acted as a popular marketing
method recently to change the audience's perception of the brand via a vlog, as an attempt to increase their
preference for the brand [20]. Chinese scholars [21] compared the vlog content on China's Bilibili video website
with that on YouTube platforms.

2.2 The interpersonal process model of intimacy

According to the interpersonal process model of intimacy, both self-disclosure and partner responsiveness
contribute to the experience of intimacy in interactions [7]. Though numerous studies are using this model, most
of them primarily analyze offline interpersonal relationships [22]. There has been almost no research on the
intimate relationships between online members.

In particular, Bilibili has born witness to a type of celebrification on a remarkable scale, with the platform,
as [23] reported, has forged a unique celebrity culture of its own. Accordingly, it is critical to maintain the
continuance intention and interest of fans by developing close relationships between video creators and viewers.

2.2.1 Self-disclosure, Partner self-disclosure and Perceived partner responsiveness

Self-disclosure can be conceptualized as any message regarding oneself that an individual communicates
with other people [24, 25]. Uncertainty reduction theory mostly indicated that the more one is exposed to other's
self-disclosure, the more the uncertainty will be reduced; as a result, liking is strengthened [26]. According to
the study of [7], speakers are more likely to experience an interaction as intimate if perceiving their partner's
response as understanding.

When testing the role of self-disclosure in intimacy, scholars [7] also split self-disclosure into factual and
emotional. Factual disclosure refers to the fact or information regarding an individual; emotional disclosure
refers to a person's personal feelings, opinions or judgments. The results suggested that self-disclosure with
more emotional information will gain more intimacy than those carrying more factual information [7, 8]. In the
case of SNS use, the interesting level and the platform of self-disclosure can affect the degree of connection
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between people [9, 27, 28]. Users can get a sense of being connected with others by updating their novel
situation on their home page [9, 29, 30]. In YouTube-related studies, some researchers analyzed the user's
behavior. In such type of social network video, the user's behavior is primarily affected by the two-way
interaction [31], and the success of vlogger is largely determined by the positive response of the audience [32].
Likewise, vloggers' videos are commonly themed by video recorders with high viewing times and ratings,
resulting in the fixed phrase "please comment, rate and subscribe," which frequently appears in the videos. This
also reflects the vlogger's desire for the audience’s active participation [33]. However, some scholars [34] also
proved that in some specific scenarios, superficial self-disclosure would reduce the satisfaction of the other
party with the relationship, thereby adversely affecting the interpersonal relationship.

Thus, for vlogger, appropriate self-disclosure plays a critical role in the process of building an online
relationship with the audience.

2.2.2 Intimacy

Intimacy is a result of a process that one person (the speaker) communicates personally and reveals the
information to another person(the listener). In such process, intimacy will be relatively reduced or enhanced for
different reactions of each other [35]. Intimacy takes up a part of the interaction between the audiences and
vloggers [4]. People will find the similarity between each other from the existing interaction and repeated
interaction process to develop intimacy [36].

In terms of the relationships between vlogger and audience, some scholars [2, 32] studied the cases of
vlogs on YouTube. They consider that the celebrification of vloggers is primarily determined by the positive
response of the audience. Meantime, the response of the audience depends on the video content, as well as the
YouTuber's ability to combine "natural" self-promotion with digital technologies of intimacy. This ability will
significantly impact the intimate relationships between vlogger and the audience; for the audience, intimacy can
also be termed as "a feeling of proximity" [37].

Several studies reported the positive effect of intimacy on relationships. In the IS behaviors field, the
intimacy level was considered as three dimensions, verbal intimacy/overall intimacy and affective intimacy.
Furthermore, the result suggested that verbal intimacy and affective intimacy are conducive to discriminating
posting/ lurking groups of users [38]. People's communication on the internet is largely used to manage and
maintain the interpersonal relationship in the real world. Via the Internet platform, people can narrate their
emotional situation, share their personal information and enhance their emotional intimacy, to develop a closer
relationship [9, 39]. For the vlogger's self-disclosure, self-disclosure with more emotional information will form
more intimacy than those mainly factual ones [7, 8]. For the content of vlog, whether it is the Bilibili platform
[21] or YouTube [10], audience will have a strong dependence on the content about the daily routine, which
contains considerable private information. Also, the self-disclosure of vloggers is related to a higher level of
authenticity and reality [40].

Accordingly, we developed the following hypotheses.

HI. Perceived partner responsiveness is impacted by the self-disclosure of viewers(a) and self-disclosure

of vloggers(partner responsiveness)(b).

H2.The intimacy is impacted by the self-disclosure of viewers(a) and self-disclosure of vloggers(partner

responsiveness)(b).

H3.The intimacy is impacted by the perceived partner responsiveness.

2.3 Theory of Media Synchronicity

On the whole, two media theories, namely, the media richness theory and the media synchronicity theory,
are complied with to clarify the role and effectiveness of media in the communication process. The media
richness theory argues that the quality of communication is determined by the clarity of the delivered
information [41]. However, [42] proposed the media synchronicity theory since the media richness theory was
insufficient to interpret why one communication should be selected over another.

The theory of media synchronicity shows that if the media can meet the simultaneity in the communication
process, the effect and quality of communication will be significantly improved, which is also conducive to
improve the user's interpersonal relationships [11, 12, 43].

Scholars [42, 43] have defined the synchronicity of media as transmission velocity (immediacy of
feedback), parallelism, symbol variety(symbol sets), rehearsability, as well as reprocessability. However, it is
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difficult for all these elements applying to communication equipment to apply to vlog: video and audio channels
are not only asynchronous, but also unidirectional - vlog cannot see or hear the audience, and the audience
cannot see or hear each other. However, the lagging communication can be conducted via the media, the
comments under the video frame can be left by the video creator and viewer. They are considered to be the
signals received by both sides of the interaction in a limited situation [33]. Because of the different types of
interaction modes of Bilibili platform and ordinary communication way of media, two levels consistent with
the interaction modes are taken: the immediacy of feedback and the symbol variety, adopted as effective
variables to ascertain the intimacy between the vlogger and the audience.

2.3.1 Immediacy of feedback

Immediacy of feedback refers to the speed at which a user gets replies when communicating with others
[41]. It is a feasible variable that can effectively improve the directness of communication and the speed of
information transmission. Via YouTube, vlogger and the audience can create a "social distance" through the
interaction platform (comments) and screen (video content) to render a sense of intimacy. The comments and
replies of registered users will be displayed below each video. The vlogger who can read and respond to its
"fans" continuously and timely is more likely to retain subscribers and gain more views [44]. In the interpersonal
process model of intimacy, some researchers [4] think that in the communication process, the speed of reply is
critical to form intimacy between the two sides of the communication. Also, in the study regarding the use of
mobile phones, the results show that the reply with a long time will make the other person feel disrespectful
and uncomfortable, while the reply with a fast speed will make people feel a sense of being valued or cared
[45]. Other researchers [46] highlighted that it is more conducive to achieving information transmission and
social connection enhancement via timely reply or comment.

2.3.2 Symbol variety

Symbol variety refers to the essence of communication and language [47]. People often use symbols sets
to express their ideas. In face-to-face communication, people can transmit information in various ways, such as
a handshake, facial expression and tone. However, in the CMC (Computer-mediated communication)
communication, it is relatively limited. When people are communicating with each other, the transmission of
information and the effectiveness of transmission will be affected by the diversity of symbols. In the research
related to SNS use, to convey subtle emotional differences, people will use a variety of emoticons [48]. Thus,
in the communication process, the use of rich symbols can correctly and clearly show emotion, thus enhancing
the intimacy of both sides [49]. The straightforward lens angle is similar to the direct gaze in the communication
process [50]. Accordingly, the way that vloggers hold the lens and look directly at the lens to talk with the
audience, which is common in the vlog, is conducive to developing intimacy between both sides. Second, visual
gestures (e.g., nodding, smiling) and tones can be exploited to emphasize important points and show doubt,
uncertainty or acceptance, which can expand the meaning itself more effectively than attempting to express the
identical meaning in oral form [51].

Thus, we developed the following hypotheses.

H4.The intimacy is affected by the vlogger's immediacy of feedback.

H5.The intimacy is impacted by the vlogger's variety of symbol sets.

2.4 Authenticity

Authenticity acts as a process of being true to one's self, of living life according to one's being [40]. In
social psychology, it refers to the consistency between people's internal state and action [52]. In business
research, authenticity is a psychological state that affects consumers' memory [53]. In mass media-related study,
the recurring theme is concerned with authenticity. For the communication in the CMC environment,
"freshness" and "spontaneity" become the novel mode of real presentation [54].

In the study on content authenticity, the concept of authenticity is primarily adopted to study TV programs
[13] as well as the pop music category [17]. In the existing studies, authenticity is conducive to enhancing the
audience’s audio-visual satisfaction and form a real understanding [13-15].

In the virtual environment of the network, people cannot easily get a sense of reality in communication.
Compared with a simple short video of life record, the vlog is more about storytelling. When people are
developing intimate relationships in novel media, narrating is of central significance [55]. On the whole, Vlog
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narratively tells stories, and the audience can develop a feeling of closeness to the character by merging into
the narrative [16]. Some scholars [17] consider vlog as a carrier to close the distance between celebrities and
fans in the field of celebrity. According to the presentation mode of vlog that we are familiar with, most vloggers
look at the camera directly and share the daily life with us. Lens angle turns straightforward, and in the
communication process, the direction of gaze is positively associated with authenticity. Besides, the lens angle
is also considered to be essential when establishing interpersonal relationships between celebrities and the
audience [50].

The environment with human characteristics makes it easier for the audience to feel that the vlogger is not
performing but "being themselves" [14], so the audience can feel more authenticity from the vlogger, thereby
generating more intimacy. In the communication process, the direction of gaze positively impacts the formation
of authenticity [50]. Thus, this study speculates that vlog related to real-life can create a real atmosphere for the
audience.

Thus, the following hypothesis is derived.

H6.The intimacy is impacted by the vlogger's authenticity.

2.5 Continuance intention

The concept of continuance intention has been described in the literature as 'routinization' [56].
Continuance intention describes "the user decides to continuously use a specific product that he or she has
used," which differs from the first use of the user. Unlike the first time a user uses it, continuity is crucial. As
the internet has been leaping forward, the length of people's fragmentation time is rising, laying a good
prerequisite for the development of short videos (e.g., vlog, “snack culture), which has become the mainstream
of people's choice. Accordingly, the success is determined by its continuous utilization rate rather than the first
utilization rate. Among the theories related to the continuance intention, the most representative one refers to
the expectation-confirmation theory (ECM). In this model, users' satisfaction based on the information system
and perceived usefulness of the use of information systems determine their intention to continuously employ
the information system. Many other researchers have extended the ECM model by introducing novel factors
[57-59].

The factors having been suggested in the continuance intention studies thus far can be largely classified
as cognitive and affective factors. Affective factors are related to specific emotions or states of feeling. Intimacy
is critical to the relationship with the user and the emotions accumulated over time, so it is more conducive to
explaining the user's continuous intention. Some scholars [60] also used new variables: familiarity and intimacy,
as emotional factors to investigate users' willingness to use web services continuously. The results revealed that
cognitive factors (e.g., perceived usefulness) and affective factors (e.g., familiarity and intimacy) jointly affect
continuance intention. Besides, intimacy, a purer affective concept than familiarity, affects users' continuance
intention more than familiarity.

Thus, the following hypothesis is derived.

H7.The viewer's continuance intention is impacted by intimacy.

3. Method

3.1 Research model

We proposed a model that contains the interpersonal process of intimacy model, media synchronicity
theory, and authenticity to explain why audiences would like to have a continuance intention to watch the vlog.
The factors are created accumulatively over time. Fig.1 gives an overview of the research model proposed in
this paper.
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Figure 1. Research model

3.2 Data collection and sample

Our questionnaire complied with 5-point Likert scales, and all questions were designed based on topics
raised by past scholars. A questionnaire was set using wjx (www.wjx.cn) and distributed on the Bilibili website.
This paper contacted 6 vloggers with more than 50w fans on the Chinese bilibili website and asked them to call
on fans who are interested in this research to fill out the questionnaire on their social platforms. The
questionnaire was distributed from Dec. 1st to Dec. 9th, 2019. A total of 2097 valid questionnaires were
received. The sample structure is illustrated in Table 1. This sample was focusing on the female, and most
respondents were aged between 18 and 25 years (91.9%). Most respondents (40.2%) viewed vlog 3 to 5 times
a week. The specific questionnaire content can be found in the attachment.

Table 1. Descriptive statistics

Category Frequency Percent %[
Under 18 91 43
Age 18~25 1928 91.9
26~30 78 3.7
Junior high school 4 0.2
High school 89 4.2
Job Bachelor Degree 1270 60.6
Master's degree 249 11.9
Social workers 485 23.1
Under 3 times 168 8.0
Number of vlogs watched 3~5 842 40.2
per week 6~10 481 22.9
Over 10 times 606 28.9

4. Results

4.1 Reliability and validity

The study adopted Chin's [61] recommendation that the value of Cronbach's a should be greater than 0.6
to meet the standard of reliability. Table 2 presents that the reliability values of the study exceeded the threshold,
indicating good internal consistency. Validity analysis for this study revealed a KMO value of 0.927, which is
bigger than 0.8 [62]. Hence, this study is suitable for factor analysis. As the factor loading of each dimension
should be greater than the threshold value of 0.5 [63], the construct reliability (CR) of each dimension should
be greater than the threshold value of 0.7. All data for this study met or exceeded these standards, which ensures
construct validity.
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Table 2. Convergent validity testing results

Construct Item Factor loading AVE CR Cronbach’sa  KMO

SD1 0.681 0.552 0.785 0.775 0.666
Self-disclosure SD2 0.847
SD3 0.702

Perceived PSDI 0.818 0.673 0.860 0.859 0.727
partner’s PSD2 0.848
disclosure PSD3 0.786

Partner’s PD1 0.790 0.598 0.761 0.857 0.708
disclosure PD2 0.710
PD3 0.442

INT1 0.697 0.496 0.746 0.742 0.661
Intimacy INT2 0.821
INT3 0.606

Perceived PIOF1 0.776 0.617 0.827 0.822 0.699
immediacy of  PIOF2 0.832
feedback PIOF3 0.737

SS1 0.765 0.595 0.815 0.816 0.718
Symbol set SS2 0.798
SS3 0.753

ATI 0.838 0.735 0.892 0.890 0.746
Authenticity AT2 0.863
AT3 0.869

Continued CU1 0.875 0.589 0.811 0.817 0.703
intention to Cu2 0.673
watch Cu3 0.795

All 0.548 0.925 0.927 0.931

4.2 Hypothesis testing

To test the hypotheses, AMOS software was employed to set up the structural equation model of the
variables. The fit coefficient of the model is listed in Table 3, indicating that the fit coefficient of the model is
relatively effective.

Table 3. Fit coefficient of model structure

Fit coefficient
x/f RMSEA CFI RMR GFI AGFI NFI PGFI

10.584%** 0.068 0.915 0.048 0.901 0.873 0.907 0.700

As can be shown in Table 4, all the direct hypotheses were supported. Self-disclosure (PC=0.390, p<0.001)
and partner's self-disclosure (PC=0.391, p<0.001) were found to have a significant positive effect on perceived
partner's disclosure, supporting H1. Also, the perceived partner's disclosure has a significance (PC=0.360,
p<0.001) on intimacy, support H3. Moreover, intimacy was also influenced by the self-disclosure (PC=0.213,
p<0.001) and partner's self-disclosure (PC=0.108, p<0.01), supporting H2. Furthermore, the results also show
that intimacy is impacted by perceived immediacy of feedback (PC=0.368, p<0.001), symbol set (PC=0.075,
p<0.001), and authenticity (PC=0.229, p<0.001) which supports H4, H5 and H6. Lastly, intimacy was found to
have a significant positive effect on continuance intention (PC=0.449, p<0.001), supporting H7.

Table 4. Overall results of structural model testing

Regression weights
H# Hypothesized path PC S.E. C.R. P Results
Hl-a Perceived partner’s disclosure<---Self-disclosure 0.390 0.022 17.870 HAK supported
Perceived partner’s disclosure<---Partner’s
disclosure
H3 Intimacy<---Perceived partner’s disclosure 0.360 0.035 10.261 HAH supported
H2-a Intimacy<---Self-disclosure 0213 0.024 8.763 Hokk supported

HI1-b 0.791 0.055 14.366 HAK supported
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H2-b Intimacy<---Partner’s disclosure 0.108 0.045 2.384 0.017 supported
H4 Intimacy<---Perceived immediacy of feedback  0.368  0.026  14.077 HAK supported
H5 Intimacy<---Symbol set 0.075 0.022  3.468 ok supported
H6 Intimacy<---Authenticity 0.229 0.020 11.444 HA supported
H7 Continuance intention<---Intimacy 0.449 0.030 15.195 HAK supported

*P<0.05, **P<0.01, ***P<0.001. Notes: PC-path coefficient.
Notes: PC-path coefficient.

5. Discussion and Conclusion

5.1 Discussion

Based on the interpersonal relationship model of intimacy and the characteristics of Internet
communication, this study complies with the media synchronicity theory and the authenticity as one of the
characteristics of vlog to delve into the formation process of intimacy between vlogger and the viewers, to
propose practical suggestions and methods on how to maintain the audience's subscribe intention to the channel
from the angle of intimacy. Four major contributions are made here, as presented below.

First, the results here reveal that focusing on the young female audience of the vlog, the audience's self-
disclosure, and vlogger's self-disclosure affecting intimacy between each other is achieved via perceived
partner's self-disclosure. It is therefore suggested that the perceived partner's self-disclosure plays a connecting
role in intimacy development. Note that the partner's disclosure is of a higher significance (PC=0.79, p<0.001)
on perceived partner's disclosure than self-disclosure (PC=0.390, p<0.001). According to the mentioned result,
people's interaction is a two-way process, and people always expect the other one's response in the
communication process. Accordingly, vloggers can often share life or emotional experience with the audience
in the video, treat the audience as his friends, and show his life state or life distress freely, which will be helpful
to narrow the distance between the audience and promote intimacy development. Uploading the video on their
channel regularly (e.g., twice a week) is also a better way to keep connecting and made the audience get used
to self-disclosure.

Second, intimacy is directly affected by the immediacy of feedback, symbol set. Between them, the speed
of response (PC=0.368, p<0.001) has the more significant impact on intimacy. Existing studies [64] on
smartphone users demonstrated that the diversity of symbol sets in media synchronicity slightly impacts the
formation of an intimate relationships. However, the present study verifies that through vibrant language
expression and body performance in communication, it is conducive to the formation of intimate relationships
between the two sides. Since the interaction between vlogger and the audience is not real-time as social software,
and the audience can only communicate with vlogger via comments or email, vlogger is capable of accelerating
the response to make the audience feel that they are valued and in touch [45], which can noticeably promote
intimacy development between the two sides.

Third, content authenticity positively impacted intimacy (PC=0.229, p<0.001). As a type of documentary,
authenticity is the core of vlog. It is also different from the real presentation of "live broadcast." What vlog can
gain from the pursuit of contemporary young people is the effect of "moderate reality." In the process of
watching, from the set of characters to the shooting environment and the shooting content, all of them are
essential factors to reveal the authenticity [S0]. Thus, in terms of skills, vlogger can render a sense of immersive
experience to the audience by expressing "self-talk", similar to the picture from the subjective perspective. In
terms of content, some video creators will share their own experiences via a vlog, for example, examination/
love/ plastic surgery and tourism. The reason why this type of video can attract people is also the authenticity
of the content, so video creators can gain people's trust by sharing their own authenticity experience, to facilitate
intimacy development. In the case of the entertainment industry, there are also examples of celebrities getting
closer to fans and even gain more fans in this way.

Furthermore, intimacy has a significant effect on continuance intention (PC=0.449, p<0.001). Based on
the findings here, intimacy is one of the essential factors to maintain the interpersonal relationship. For vlogger,
actively promoting intimacy development with the audience is a feasible means to maintain the audience's
continuous viewing behavior of their channel.

5.2 Conclusion
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To the best of our knowledge, no research has examined viewers from intimacy perspectives. The present
study applied the interpersonal relationship model of intimacy and media synchronicity theory to online video
content research and analyzed multi-faceted factors influencing intimacy and continuance intention.

The educational implications of the present study are as follows.

First of all, this study expands the research scope of the vlog. Because vlog is becoming a form of self-
media video in China and even in the world, there are many related kinds of research, most of which focus on
the popular types of vlog or the content of vlog creation [18-21]. However, this study focused on the relationship
between video creators and audiences, providing novel ideas and methods for the study on media creation in
the future.

Secondly, the present study proved that the authenticity of video content positively impacts the formation
of intimate relationships in the field of media through a large number of data, collecting 2097 numbers of
samples to test the hypothesis. In the research regarding authenticity, almost all of them take offline
interpersonal relationships as the research field [40, 52, 53]. In the present study, authenticity is quoted into
online relationship research, and a large number of data are collected to confirm the reliability of the scale, so
the present study provides a new scale for the later research on online interpersonal relationships. In addition,
research on female groups alone is also a very characteristic part of this article. Some scholars have recognized
the very important position of female characters in the field of vlog in research. The vlogger's rhetoric protects
her image of transparency and the positive social environment; these are deeply-en-trenched social values of
the vlogging community created by young female consumers [64].

Thirdly, the positive effect of intimacy development on the audience's intention of continuous viewing is
determined. Accordingly, the research scope related to continuance intention has been expanded.

Fourth, the scope of application of this article is very wide. With the continuous development of social
networks, there are various platforms for people to communicate and communicate, and there are also many
ways to communicate on the network. Many vloggers or celebrities will also establish their own online fan base,
update their daily lives in the form of pictures in chats with fans or on social platforms, or live broadcast on
platforms such as Instagram or YouTube, which are all effective measures to promote the formation of intimacy.
In the future research, if the variables used in this article are used in the research related to the above situation,
I believe that more interesting results will be obtained.

The limitations and future research directions of this study are as follows. The research sample of this
study focused on the female audiences who have used the Bilibili website to watch vlog in China, so the research
results may not be applicable in the case of male or older audiences. Also, the survey only focuses on the Bilibili
platform, and it is also an excellent choice to survey YouTube. As a new product of social media, vlog still has
huge research space in its creation and utilization. Subsequent research can also primarily discuss how to attract
viewers more effectively from the perspective of content creation.
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Attachment
Measurement items of research variables
Construct Measurement Items
CU1 | I will continue to watch this vlogger’s channel in the future.
Continued cu2 I have an intention to continue to this vlogger’s channel rather than another
intention to alternative channels.
watch ) i i - i

cuU3 I will consider the relevant with this vlogger’s channel preferentially when
watching videos.

D] I can easily talk about various topics when i communicate with the vlogger on
the internet.

Self-disclosure D2 I can easily tell my feelings when i communicate with the vlogger on the

internet.

SD3 | I can easily tell my fears when i communicate with the vlogger on the internet.

) PSD1 | The vlogger can understand me well.
Perceived
partner PSD2 | I think the vlogger cares about me.
disclosure )
PSD3 | I think the vlogger see me as acceptable
PD1 | Vlogger shows his thoughts and feelings very well in the video.
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Partner’s PD2 | Vlogger could easily talk about various topics in his vlog
disclosure PD3 | vlogger could easily tell his fears in the vlog.
INT1 |I felt comfortable telling this vlogger thing that I do not tell other people.
Intimacy INT2 | I think my relationship with vlogger is very close.
INT3 | I have the idea of meeting with vlogger in life.
PIOF1 | Vlogger always responds to me quickly.
. Percellved It was easy to know how my contributions to the vlogger were being received,
immediate of | PIOF2 .
because I could get timely feedback.
feedback
PIOF3 | I am satisfied with the feedback that I got from vlogger.
SS1 | Vlogger uses a variety of facial expressions during the communication process.
Symbol set SS2 | Vlogger uses a variety of word expressions during the communication process.
SS3 | Vlogger uses a variety of gestures during the communication process.
AT1 | Ithink the story that the vlogger telling about is true.
Authenticity AT2 | This vlogger doesn’t pretend to be somebody he isn’t.
AT3 | Ithink this vlogger is a sincere person.
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