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An Empirical Study on the Communication Effect of Entrepreneurs’ Images
on Douyin under the Background of Deep Mediatization
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Hebei Institute of Communications, Shijiazhuang, Hebei 051430

Abstract : In the era of deep mediatization, short-video platforms represented by Douyin have reconstructed
the construction logic and communication ecology of entrepreneurs' images. By integrating the
theory of mediatized society and the SOR model, this study constructs an analytical framework of
"platform - content - user - algorithm" and adopts methods including content analysis, text mining, and
questionnaire survey to empirically examine the communication effect of entrepreneurs' short videos on
Douyin. The results show that "people—friendly content" in entrepreneurs' short videos significantly and
positively influences brand attitude and consumption intention through emotional resonance; algorithm
recommendation enhances the communication breadth of "controversial content" but also intensifies
cognitive risks; and users' cognition presents contradictions between "admiration for the strong" and
"anti—authoritarian sentiment". Finally, this study establishes a four—dimensional evaluation system
covering communication breadth, commercial transformation, image identity and risk coefficient, and
extracts a communication paradigm featuring the coordination of "persona - content - platform", which
can provide theoretical reference and practical guidance for entrepreneurs' mediatized existence and
enterprises' digital transformation.
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