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Intentional news avoidance on short-form video
platforms: a moderated mediation model of
psychological reactance and relative entertainment
motivation
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Previous studies have identified a correlation between individuals’ perception of news quality

and their intention to avoid political news. However, limited research exists that examines the

mechanisms that mediate or moderate this relationship, particularly in the context of short-

form video platforms. This study, using a sample of 523 active users of Douyin, a Chinese

short-form video platform, addresses this gap by examining the mediating influence of

psychological reactance and the moderating impact of relative entertainment motivation on

the connection between perceived news quality and intentional news avoidance. The study

finds that the negative association between perceived news quality and intentional news

avoidance is mediated by psychological reactance, while both the direct effect of perceived

news quality on intentional news avoidance, and the indirect effect through psychological

reactance, are moderated by relative entertainment motivation. Specifically, these effects are

stronger for individuals with high relative entertainment motivation. These findings suggest

that if users possess high relative entertainment motivation, their psychological reactance

and intentional news avoidance can be reduced if the quality of news improves. This study

contributes to current understanding of users’ deliberate avoidance of news and offers

insights for owners and developers of short-form video platforms and algorithms.
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Introduction

News avoidance is on the rise due to diminishing trust in
news providers, political influence, and a surge in pay-
walls and subscription models (Newman et al., 2022).

Existing studies have identified that intentional news avoidance,
which refers to an individual’s conscious decision to avoid news
due to a dislike towards it, is driven by perceived news quality
(Aharoni et al., 2021; Edgerly, 2021; Goyanes et al., (2023); Pal-
mer and Toff, 2020; Skovsgaard and Andersen, 2020; Toff and
Nielsen, 2018; Zhang et al., 2022).

As individuals form perceptions toward the quality of news,
they undergo a psychological decision-making process which
enables them to determine whether to engage or disengage with it
(Knoll et al., 2020; Matthes et al., 2020). During this process, a
complex psychological mechanism can exist between perceived
news quality and intentional news avoidance. Previous studies
have shown that users might experience anger towards political
news they did not choose to see (Ahmadi and Wood, 2018). In
such cases, users may react by counterarguing or displaying
resistance towards news providers (Nisbet et al., 2015;
Woodstock, 2014). Their emotions, such as anger and sadness,
are often seen as manifestations of psychological reactance (Dil-
lard and Shen, 2005) whereby there is likely to be a psychological
mechanism linking perceived news quality to intentional news
avoidance. However, the mediating role of psychological reac-
tance between perceived news quality and intentional news
avoidance has yet to be explored.

Previous research has found that information-seeking moti-
vation and entertainment motivation are the main motivations
that affect users’ consumption of political news (Knoll et al., 2020;
Prior, 2005; Shim et al., 2015). Individuals’ information-seeking
motivation may have a negative impact on their intentional news
avoidance, while entertainment motivation may have a positive
impact (Diddi and LaRose, 2006; Prior, 2005; Shim et al., 2015;
Wieland and Kleinen-von Königslöw, 2020). Nonetheless, while
individuals use media sources for both information-seeking and
entertainment purposes (Matthes et al., 2020), current studies
suggest that the negative effects of perceived news quality on
individuals’ intentional news avoidance may be buffered for those
with high information-seeking motivation and increased for those
with high entertainment motivation. Consequently, further
research is vital to examine the moderating effect of the rela-
tionship between perceived news quality and intentional news
avoidance when two motivations possess similar effects. This
study aims to examine the mediating role of psychological reac-
tance and the moderating role of relative entertainment motiva-
tion on the relationship between perceived news quality and
intentional news avoidance using a sample of 523 active users of
Douyin, a Chinese short-form video platform.

Literature review and hypotheses
Perceived news quality and intentional news avoidance. Per-
ceived news quality refers to an individual’s subjective evaluation
of the quality of news they receive. Extant research suggests that
individuals’ perception of news quality is negatively associated
with their intention to avoid news. When people find political
news to be irrelevant to their daily lives and challenging to
understand, they may disengage due to the high cognitive effort
required (Palmer and off, 2020), leading to a disconnection
(Edgerly, 2021; Toff and Nielsen, 2018). Additionally, if users
doubt the credibility of the news content and believe it includes
political bias (Skovsgaard and Anderson, 2020), they will inten-
tionally avoid it (Aharoni et al., 2021; Chan et al., 2021). Short-
form video platforms use sophisticated algorithms that intelli-
gently curate content based on users’ preferences, influencing

their media consumption habits and behavioral choices (Xie et al.,
2022). Although some studies have noted that algorithms are
instructed to push only relevant content to users (Thorson and
Wells, 2016), which may limit users from intentionally avoiding
content, this study argues that it can still lead to intentional
avoidance. Algorithms often create ‘information cocoons’ for
users (Sunstein, 2006) with the aim of catering to users’ pre-
ferences or political views. However, when algorithms push
content beyond users’ interests, it can result in disfavor and a
diminished perception (Lu and Lee, 2019). Additionally, algo-
rithms often prioritize repetitive news related to specific topics
(Dylko, 2016), which can result in users perceiving a decreased
quality in the news. Therefore, exposure to news on short-form
video platforms, especially when users consider it to be low-
quality, causes them to move from hedonic information proces-
sing to epistemic information processing, which may induce
fatigue or psychological aversion, leading to intentional avoidance
of news (Gurr, 2022). As a result, this study proposes the fol-
lowing hypothesis:

H1: Perceived news quality is negatively associated with users’
intentional news avoidance.

The mediating role of psychological reactance. Psychological
reactance is a negative psychological response triggered by an
individual’s perception of a threat to their freedom (Brehm and
Brehm, 1981). Individuals who perceive that their freedom is
threatened will often experience negative cognitive and emotional
reactions, such as counterarguing or anger, which are manifes-
tations of psychological reactance (Dillard and Shen, 2005). In the
context of short-form videos, users expect the freedom to select
which videos they view. Anything that hinders their access may
be perceived as a threat to their autonomy, leading to the
emergence of psychological reactance.

Previous studies on information avoidance find that indivi-
duals often become angry when they are forced to watch low-
quality information because they believe that they should have the
freedom to choose the content served to them (Shin and Lin,
2016). However, since short-form video platform algorithms
operate beyond users’ control, individuals not only struggle to
influence the information presented to them but also find it
challenging to avoid wasting time on low-quality content. When
users are unable to control the choice of information served to
them, they may perceive this as a threat and resist it, which leads
to psychological reactance (Baek and Morimoto, 2012; Youn and
Kim, 2019).

Moreover, users of short-form video platforms often suspect
that news content carries political or commercial motives.
Consequently, this perception can prompt feelings of manipula-
tion, triggering psychological reactance (Amazeen and
Wojdynski, 2019; Toff and Nielsen, 2018; Nelson and Park,
2015). Additionally, counter-attitudinal news challenges indivi-
duals’ beliefs and, therefore, when they are served such content,
they regard it as low-quality and a threat (Nisbet et al., 2015).
Therefore, this study proposes the following hypothesis:

H2: Perceived news quality is negatively associated with users’
psychological reactance.

Similarly, when individuals perceive a threat to their freedom,
they exert cognitive or behavioral effort to resist the threat and
restore freedom (Brehm and Brehm, 1981; Dillard and Shen,
2005; Steindl et al., 2015). Avoidance has been identified as one of
the consequences of psychological reactance (Marcinkowski and
Došenović, 2021; Youn and Kim, 2019) with the findings of
existing research demonstrating that users resist inaccurate and
persuasive advertisements, which results in them intentionally
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avoiding adverts and wishing that no adverts be shown to them
(Baek and Morimoto, 2012). For instance, on YouTube, over 80
million users subscribe to their premium product with no
advertisements. When users are served content that they deem
irrelevant, they may experience feelings of anger or distrust
towards news sources (Ahmadi and Wohn, 2018; Baek and
Morimoto, 2012). Additionally, when individuals with no
political interest are forced to view political campaigns, their
psychological reactance positively predicts their intentional news
avoidance (Marcinkowski and Došenović, 2021). Therefore, this
study proposes the following hypothesis:

H3: Psychological reactance is positively associated with users’
intentional news avoidance.

On short-form video platforms, when users are served content
that they consider low-quality, it can arouse their psychological
reactance and intentional news avoidance in the following ways.
First, although news sources on short-form video platforms are
diverse, they often produce misleading or inaccurate content that
is disliked by users (Palmer and Toff, 2022). When users perceive
the news presented to them as lacking credibility, they resist the
cognitive burden and fatigue it induces, intentionally opting to
avoid such content (Chan et al., 2021). Second, to enable diverse
political views to be shown to users, algorithm developers often
push counter-attitudinal news (Lu and Lee, 2019; Thorson and
Wells, 2016). Such actions may arouse the psychological
reactance of users and, therefore, cause avoidance (Nisbet et al.,
2015). Third, when users are disinterested in the news served to
them, they may believe that the news prevents them from viewing
other content. This phenomenon is known as ‘perceived goal
impediment’ which not only arouses psychological reactance, but
also increases users’ intentional news avoidance (Cho and Cheon,
2004; Shin and Lin, 2016; Speck and Elliott, 1997). Therefore, this
study proposes the following hypothesis:

H4: Psychological reactance mediates the relationship between
perceived news quality and users’ intentional news avoidance.

The moderating role of relative entertainment motivation.
People primarily watch short-form videos for information-
seeking and entertainment purposes (Knoll et al., 2020; Oel-
dorf-Hirsch, 2018; Shim et al., 2015). Users with information-
seeking motivation are likely to access and share news on short-
form video platforms (Oeldorf-Hirsch, 2018; Wang et al., 2019;
Shim et al., 2015), while users with entertainment motivation are
more likely to view videos for entertainment purposes only (Lee
and Ma, 2012). However, users may sometimes view videos to
satisfy both their information-seeking and entertainment moti-
vations (Matthes et al., 2020), although it is more likely to be for
entertainment purposes.

In this study, the concept of relative entertainment motivation
is introduced to describe this phenomenon. Relative entertain-
ment motivation is considered the extent to which users view
short-form videos for entertainment versus information-seeking
purposes and reflects the differences and preferences of
individuals which may affect their content consumption. When
a user’s entertainment motivation is higher than their
information-seeking motivation, they possess high relative
entertainment motivation. In such cases, the users’ search for
information is overshadowed by their preference for entertain-
ment; in other words, when users watch short-form videos,
hedonic motivation plays the dominant role in their psychological
processing, while cognitive motivation occupies a secondary
position (Cancela et al., (2021); Tamilmani et al., 2019; Xu, 2007),
leading them to gravitate towards short-form entertainment
videos, thus creating a tendency to intentionally avoid news
sources.

Although users’ perception of news quality may affect their
psychological reactance, it does not affect all individuals equally.
The Limited Capacity Model of Motivated Mediated Message
Processing (LC4MP) posits that individuals’ ability to process
information is limited and, therefore, they will use their limited
capacity to process only information that is related to their goals
(Lang, 2000). Therefore, users with high relative entertainment
motivation are more likely to use their information processing
ability to watch short-form videos for entertainment. When users
with high relative entertainment motivation perceive news
content as being low-quality, they regard it as irrelevant to their
motivation, whether it is entertainment motivation or
information-seeking motivation. As users are driven by motiva-
tion, they actively seek content that aligns with their likes and
needs (Rubin and Perse, 1987); consequently, low-quality news
does not satisfy their needs and can prevent them from browsing
other content. Prior research demonstrates that users can feel
anger towards news that they consider irrelevant (Ahmadi and
Wohn, 2018), which causes a higher psychological reactance.
When users with high relative entertainment motivation consider
news to be of high quality, they will assess whether the news is
more important than entertainment motivation-related informa-
tion and consequently switch their information processing goals
(Nanz and Matthes, 2020). If their evaluation is positive, then the
news will satisfy their needs which, in turn, lowers the likelihood
of psychological reactance.

Additionally, when users have high relative entertainment
motivation, their entertainment motivation will restrain their
information-seeking motivation, resulting in users filtering the
news to focus their time and attention on non-news consumption
(Kim et al., 2013; Knoll et al., 2020). When users with high
relative entertainment motivation view news content that they
consider low-quality, they will perceive that the news reduces
their opportunity to view entertainment, resulting in intentional
news avoidance. When users with high relative entertainment
motivation perceive news to be of high quality, their information-
seeking motivation which is restrained by entertainment motiva-
tion increases, reducing their intentional news avoidance
(Matthes et al., 2020; Wieland and Kleinen-von Königslöw,
2020). Therefore, this study proposes the following hypothesis:

H5: The direct effect of perceived news quality on users’
intentional news avoidance, and the mediating effect of
psychological reactance, will be moderated by users’ relative
entertainment motivation, with these effects being stronger for
those with high relative entertainment motivation.

The moderated mediation model proposed in this study is
shown in Fig. 1.

Method
Data and sample. This study collected data from college students
in Mainland China who are active users of the short-form video
platform, Douyin, which also has an international version named
TikTok. Douyin was the most popular social media application
worldwide in 2023 and currently has over 1 billion monthly active

Fig. 1 Research model. The hypothesized moderated mediation model.
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users. The platform uses a recommendation system that intelli-
gently determines which videos to serve users. Based on this
system, Douyin has created an online environment where users
can incidentally be exposed to unwanted news. College students
are at an important stage in their lives whereby they are devel-
oping lifelong news consumption habits (Diddi and LaRose, 2006).
Given the emergence of social media, the news consumption
habits of youth today are distinct from previous generations with
many preferring short-form video platforms to traditional media
types, such as newspaper or radio (Antunovic et al., 2018).
Therefore, this study aims to investigate the intentions of Chinese
college students to avoid news when using Douyin.

In this study, college students from a large comprehensive
university in western China were approached. Participants were
recruited using a random selection procedure. Specifically, we
randomly selected one day of the working week and obtained data
on the distribution of classes and classrooms across the university
on that day. The university has 12 periods per day, and we
randomly selected three periods. Five classrooms, that were in
session, were then randomly selected for those three periods,
producing a total of 15 classrooms. Questionnaires were then
distributed during classroom breaks after explaining the purpose
of the study to students and ensuring that all were well-informed.
All participants completed the questionnaire voluntarily and
anonymously. In total, 613 questionnaires were distributed, and
576 were returned, resulting in a return rate of 93.96%.
Questionnaires that failed the trap question were considered
invalid and, therefore, eliminated from the study’s sample. After
elimination, the number of valid questionnaires was 523, with an
effective rate of 90.80% and an overall effective rate of 85.32%.
Table 1 shows the sample composition.

Measurements. All variables included in the testing of hypotheses
were measured using multi-item scales obtained from previous
studies widely accepted by the scholarly community. The items
are listed in full in. All items were measured using a 5-point
Likert scale.

Perceived news quality. Adapted from the work of Herrera‐
Viedma et al. (2006), perceived news quality was divided into
three dimensions, namely: perceived news credibility, perceived
news expression suitability, and perceived news fit. Perceived
news credibility refers to the degree of accuracy and reliability of
news; perceived news expression suitability emphasizes the degree
of conciseness and understandability of news; and perceived news
fit refers to the degree of conformance between news content and
users’ needs and interests. The scale used in this study was
modified from prior studies (Lee et al., 2002; Meyer, 1988;
Sundar, 1999; Zaichkowsky, 1985) with eleven items being used.
Cronbach’s α was 0.915. Using a principal component analysis
technique with a Varimax rotation method, exploratory factor
analysis extracts three latent factors (KMO= 0.906, p < 0.001,
eigenvalue > 1, factor loading > 0.759), explaining 77.169 percent
of the total variance.

Intentional news avoidance. To measure users’ intentional news
avoidance, the scales reported in previous studies (Van den
Broeck et al., (2018); Cho and Cheon, 2004; Park, 2019; Speck and
Elliott, 1997) were modified, resulting in four items. Cronbach’s α
for this scale was 0.928.

Psychological reactance. Users’ psychological reactance was
assessed using four items modified from Hong’s Psychological
Reactance scale (Hong and Page, 1989). Cronbach’s α for this
scale was 0.818.

Relative entertainment motivation. Users’ entertainment motiva-
tion and information-seeking motivation were assessed using six
items modified from previous research (Heiss et al., 2020; Lee and
Ma, 2012). Cronbach’s α for the entertainment motivation scale
was 0.887, while Cronbach’s α for the information-seeking
motivation scale was 0.936. Exploratory factor analysis extracts
two latent factors (KMO= 0.796, p < 0.001, eigenvalue > 1, factor
loading > 0.810), explaining 85.308 percent of the total variance.

As individuals’ entertainment motivation increases, they may
experience a decline in their information-seeking motivation
(Kim et al., 2013). Therefore, in this study, participants’ relative
entertainment motivation was calculated by dividing participants’
entertainment motivation scores by the sum of entertainment
motivation scores and information-seeking motivation scores i.e.,
Relative Entertainment Motivation= (Entertainment Motiva-
tion)/(Entertainment Motivation+ Information-seeking Motiva-
tion). We assigned “1” if participants’ relative entertainment
motivation was greater than 0.5 and “0” if their relative
entertainment motivation was less than or equal to 0.5.

Control variables. This study controlled four variables: partici-
pants’ gender, education level, hours spent on Douyin each day,
and political interest. Among them, political interest is an
important predictor of individuals’ news consumption habits
(Strömbäck et al., 2013), and, therefore, it was measured using the
item: “How interested are you in politics?”

Statistical analysis. Pearson’s correlation coefficient was adopted
to analyze the potential relationships among major variables. The
mediation model and moderated mediation model were tested
using the SPSS PROCESS Macro (Hayes, 2022).

Results
Preliminary analyses. This study’s descriptive statistics and
correlation matrix are shown in Table 2. Our results reveal that
perceived news quality is negatively associated with users’ psy-
chological reactance, intentional news avoidance, and relative

Table 1 Sample demographics.

Demographic variable N (%)

Gender
Male 226 (43.21%)
Female 297 (56.79%)

Education Level
Undergraduate Student 325 (62.14%)
Graduate Student 198 (37.86%)

Hours spent on Douyin each day
<1 h 256 (48.95%)
1–2 h 203 (38.81%)
3–4 h 51 (9.75%)
5–6 h 10 (1.91%)
>6 h 3 (0.57%)

Political interest
No interest 9 (1.72%)
Less interested 43 (8.22%)
Generally interested 229 (43.79%)
Interested 200 (38.24%)
Very interested 42 (8.03%)

Age
M= 21.5 (SD= 2.71)

REM
REM= “0” 198 (37.86%)
REM= “1” 325 (62.14%)

Sample size= 523.
REM relative entertainment motivation.
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entertainment motivation. We also found that users’ psycholo-
gical reactance is positively associated with their intentional news
avoidance and relative entertainment motivation, while users’
intentional news avoidance is positively associated with their
relative entertainment motivation.

Testing the mediation model. As seen in Table 3, after con-
trolling for the four variables, perceived news quality was nega-
tively associated with users’ intentional news avoidance in the
absence of the mediator (b=−0.65, p < 0.001); thus, H1 is sup-
ported. Further, perceived news quality was negatively associated
with users’ psychological reactance (b=−0.40, p < 0.001), which
provides support for H2. When perceived news quality was
controlled for, users’ psychological reactance was positively
associated with users’ intentional news avoidance. (b= 0.64,
p < 0.001); thus, H3 is supported. Moreover, when psychological
reactance was considered, the association between perceived news
quality and users’ intentional news avoidance. was still significant
(b=−0.40, p < 0.001). Finally, the bias-corrected percentile
bootstrap method was used to test the mediation model. In total,
5000 bootstrapping samples were generated from the original
data set (N= 523) using random sampling. As shown in Table 4,
the indirect effect of users’ psychological reactance is −0.26, while
its 95% confidence interval was [−0.35, −0.17]. The mediation

effect accounted for 39.14% of the total effect of the association
between perceived news quality and users’ intentional news
avoidance. Specifically, psychological reactance partially mediated
the association between perceived news quality and users’
intentional news avoidance. Thus, H4 was fully supported.

Testing the moderated mediation model. The results of the
moderated mediation analysis are presented in Table 5. After
controlling for the study’s variables, a significant direct effect of
perceived news quality on intentional news avoidance was
observed (b=−0.41, p < 0.001), and this effect was moderated by
users’ relative entertainment motivation (b=−0.28, p < 0.01).

To improve understanding of the moderating effect of users’
relative entertainment motivation, the plot of the relation
between perceived news quality and intentional news avoidance,
at two levels of relative entertainment motivation, was described
in Fig. 2. As shown in Fig. 2 and Table 6, for individuals with high
relative entertainment motivation (REM= “1”), their perceived
news quality was strongly associated with intentional news
avoidance (b=−0.51, p < 0.001), while the association
(b=−0.23, p < 0.01) was weaker for individuals with lower
relative entertainment motivation (REM= “0”).

Furthermore, the direct effect of perceived news quality on
psychological reactance was significant (b=−0.40, p < 0.001) and

Table 2 Descriptive statistics and intercorrelations between variables.

Variable M SD 1 2 3 4 5 6

1. Perceived news quality 3.29 0.62 —
2. Psychological reactance 2.93 0.81 −0.34** —
3. Intentional news avoidance 2.56 0.94 −0.47** 0.67** —
4. Entertainment motivation 3.72 0.97 0.32** −0.01 −0.11* —
5. Information-seeking motivation 3.12 1.03 0.56** −0.22** −0.38** 0.45** —
6. Relative entertainment

motivation
— — −0.19** 0.14** 0.16** 0.37** −0.41** —

N= 523.
*p < 0.05. **p < 0.01.

Table 3 The mediation effect of perceived news quality on intentional news avoidance.

Predictor INA PR INA

b t b t b t

PNQ −0.65*** −11.38 −0.40*** −7.72 −0.40*** −8.02
PR — — — — 0.64*** 16.04
Gender 0.05 0.64 0.11 1.72 −0.02 −0.43
Education level 0.09 1.51 0.11 1.94 0.02 0.48
Hours spent on Douyin each day 0.02 0.39 0.06 1.50 −0.02 −0.58
Political interest −0.31*** −7.32 −0.28*** −7.08 −0.14*** −3.78
R2 0.29 0.20 0.53
F 43.20 26.33 96.74

N= 523, Bootstrap sample size= 5000.
INA intentional news avoidance, PNQ perceived news quality, PR psychological reactance.
***p < 0.001.

Table 4 Bootstrapping indirect effect and 95% Confidence Interval (CI) for the mediation model.

Indirect path Estimated
effect

95% CI Ratio to total
effect on INA

Lower Upper

PNQ→ PR→ INA −0.26a −0.35 −0.17 39.14%

N= 523, Bootstrap sample size= 5000.
PNQ perceived news quality, PR psychological reactance, INA intentional news avoidance, CI confidence interval.
aEmpirical 95% confidence interval does not overlap with zero.

HUMANITIES AND SOCIAL SCIENCES COMMUNICATIONS | https://doi.org/10.1057/s41599-024-02675-5 ARTICLE

HUMANITIES AND SOCIAL SCIENCES COMMUNICATIONS |          (2024) 11:248 | https://doi.org/10.1057/s41599-024-02675-5 5



this effect was also moderated by users’ relative entertainment
motivation (b=−0.35, p < 0.001). To better understand the
moderating effect of users’ relative entertainment motivation, the
plot of the relation between perceived news quality and users’
psychological reactance, at two levels of relative entertainment
motivation, was described in Fig. 3. Specifically, as shown in
Table 7, for those with high relative entertainment motivation
(REM= “1”), their perceived news quality is strongly associated
with their psychological reactance (b=−0.53, p < 0.001), while
the association (b=−0.18, p < 0.05) was weaker for those with
low relative entertainment motivation (REM= “0”). Thus, H5
was fully supported.

Discussion
This study aimed to examine the mediating role of psychological
reactance and the moderating role of relative entertainment
motivation on the association between perceived news quality and
intentional news avoidance using a sample of 523 active users of
Douyin, a Chinese short-form video platform. A moderated
mediation model was created to examine how perceived news
quality relates to intentional news avoidance among platform
users.

The study’s findings reveal that perceived news quality influ-
ences intentional news avoidance, both directly and indirectly

through the mediation of psychological reactance. Further, these
effects, whether direct or indirect, were found to be contingent
upon users’ relative entertainment motivation. Specifically, indi-
viduals with higher relative entertainment motivation showed
stronger direct and indirect effects in their intentional news
avoidance behavior. Three key conclusions were drawn:

First, perceived news quality was identified as an important
determinant that influences users’ intentional news avoidance in
the context of incidental news exposure on short-form video
platforms. This finding aligns with earlier studies on social media
which conclude that users evaluate encountered news based on its
credibility, interest, and relevance, which shapes their decisions
on how to process the information (Edgerly, 2021; Skovsgaard
and Andersen, 2020; Toff and Nielsen, 2018). If the quality of
news is perceived to be low, users often reduce their efforts to
understand the news (Park and Kaye, 2020). Furthermore, in
online settings, where news exposure can happen incidentally, as
on the Douyin platform, users seek personalized content tailored
to their specific needs and preferences (Thorson and Wells, 2016).
To improve users’ perception of news quality, algorithm devel-
opers should ensure that the news has high quality before
delivery, so as to enhance the users’ perception of the quality of
news and thus reduce subsequent news avoidance.

Second, this study revealed the mediating mechanism of psy-
chological reactance between perceived news quality and users’
intentional news avoidance. Previous studies have suggested that
news derived from recommendation systems offers the potential
to alleviate users’ intentional news avoidance (Skovsgaard and
Andersen, 2020) as they are more likely to react positively
(Oeldorf-Hirsch, 2018; Valeriani and Vaccari, 2016). The current
study’s findings provide a different perspective whereby users do
not always respond positively to news, but do perceive low-
quality news as threatening and, therefore, try to resist it

Table 5 The moderated mediation effect of perceived news
quality and intentional news avoidance.

Predictor PR INA

b t b t

PNQ −0.40*** −7.55 −0.41*** −8.08
PR — — 0.62*** 15.51
REM 0.08 1.27 0.04 0.72
PNQ × REM −0.35*** −3.35 −0.28** −2.97
Gender 0.11 1.76 −0.02 −0.40
Education level 0.11 1.85 0.02 0.50
Hours spent on
Douyin each day

0.05 1.19 −0.03 −0.81

Political interest −0.27*** −7.13 −0.14*** −3.96
R2 0.22 0.54
F 20.93 74.68

Note. N= 523, Bootstrap sample size= 5000.
INA intentional news avoidance, PNQ perceived news quality, PR psychological reactance, REM
relative entertainment motivation.
**p < 0.01. ***p < 0.001.

Fig. 2 Moderated relationship. Plot of the relationship between perceived news quality and intentional news avoidance at two levels of relative
entertainment motivation.

Table 6 Conditional indirect effects of perceived news
quality on intentional news avoidance through psychological
reactance at values of relative entertainment motivation.

Relative Entertainment Motivation b SE LLCI ULCI

“0” −0.23** 0.07 −0.38 −0.09
“1” −0.51*** 0.06 −0.63 −0.39

Note. N= 523, Bootstrap sample size= 5000.
LL low limit, CI confidence interval, UL upper limit.
**p < 0.01. ***p < 0.001.
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(Marcinkowski and Došenović, 2021; Woodstock, 2014). As an
incentive, psychological reactance can guide users to make cog-
nitive efforts to deal with threats (Steindl et al., 2015), and the
derogation of information sources is one of them (Brehm and
Brehm, 1981). Users’ psychological reactance to news may guide
them to resist information from specific sources (Brehm and
Brehm, 1981). In this study, we found that users’ psychological
reactance triggered intentional news avoidance on short-form
video platforms, which is a mediating mechanism between per-
ceived news quality and intentional news avoidance.

Third, this study proposed the concept of relative entertain-
ment motivation, acknowledging that users’ viewing of short-
form videos for entertainment versus information-seeking pur-
poses varies, and found that this motivation can moderate the
relationship between perceived news quality, psychological reac-
tance, and intentional news avoidance. For users with high rela-
tive entertainment motivation, the negative effects of perceived
news quality on their psychological reactance and intentional
news avoidance are strong. The study also found that for those
with high relative entertainment motivation, when news quality is
perceived to be high, psychological reactance and intentional
news avoidance may be lower than for those with low relative
entertainment motivation. This means that, although relative
entertainment motivation objectively exists, the gap between
users with high relative entertainment motivation and those with
low relative entertainment motivation (in terms of psychological
reactance and intentional news avoidance) will be reduced if the
quality of news improves. One possible explanation for this is that
users view video content to achieve a specific goal and relative
entertainment motivation represents an initial goal. Therefore,
even when this initial goal is not political, they will inevitably
encounter political news and evaluate news quality accordingly

(Knoll et al., 2020). If the news is not relevant, they will stick to
their original goal. However, if the news encountered is of high
quality, they will switch to a politically related information pro-
cessing goal and search further and share politically related
content (Matthes et al., 2020; Wieland and Kleinen-von
Konigslow, 2020). Users’ information processing goals are not
fixed and, therefore, may switch when influenced by the quality of
news content (Nanz and Matthes, 2020). Relative entertainment
motivation only presupposes individuals’ information processing
goals and cannot control their switching behavior. Therefore,
even if users possess high relative entertainment motivation, they
are likely to be attracted by higher quality news and ultimately
their psychological reactance and intentional news avoidance will
decrease. As a result, improving users’ perception of news quality
may reduce the intention of users with high relative entertain-
ment motivation to avoid news.

This study offers three key contributions that advance our
understanding of users’ intentional news avoidance. First, the
theoretical model proposed in this study throws light on the
mechanism underlying users’ intentional news avoidance within
the context of incidental news exposure. Previous studies have
predominantly focused on users’ participation when encountering
news, but little is known about their avoidance of news. Although
the conclusions of previous research explain individuals’ news
avoidance to a certain extent, its explanatory power may be lim-
ited. Users’ positive attitude towards news promotes their
engagement (Oeldorf-Hirsch, 2018; Valeriani and Vaccari, 2016),
while their negative attitude may be the driving force that causes
them to avoid news; however, to date, this has been scarcely
discussed. Second, this study reveals the predictive role of the
negative attitude of psychological reactance on users’ intentional
news avoidance, providing a theoretical explanation and empirical
support for users’ news reactance behavior in previous studies
(Ahmadi and Wohn, 2018; Woodstock, 2014). Finally, this study
proposes the concept of relative entertainment motivation and
defines the boundary conditions of perceived news quality which
affects users’ intentional news avoidance. Since most prior studies
have focused on a single motivation but neglected the simulta-
neous effect of two or more motivations, this proposed concept
alleviates the limitation of a single motivation in explaining users’
behavior and provides a new means for understanding individual
motivation differences. More specifically, variations in individuals’
relative entertainment motivation were found to account for dis-
crepancies in psychological reactance and intentional news
avoidance in response to perceived differences in news quality.

Fig. 3 Moderated relationship. Plot of the relationship between perceived news quality and psychological reactance at two levels of relative entertainment
motivation.

Table 7 Conditional direct effects of perceived news quality
on psychological reactance at values of relative
entertainment motivation.

Relative Entertainment
Motivation

b SE LLCI ULCI

“0” −0.18* 0.08 −0.34 −0.02
“1” −0.53*** 0.07 −0.66 −0.40

Note. N= 523, Bootstrap sample size = 5000.
LL low limit, CI confidence interval, UL upper limit.
*p < 0.05. ***p < 0.001.
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Implications and limitations
The findings of this study provide several important practical
implications. First, high-quality short-form videos may help
improve users’ perception of news quality. If short-form video
platforms want to reduce users’ intentional news avoidance, they
must focus on developing quality news content. In addition,
platform owners can optimize their recommendation systems
when creating short-form video content, to accurately push news
that is more in line with users’ needs and interests. Second,
although users with high relative entertainment motivation tend
to focus on amusing themselves through entertainment and
possess high intentional news avoidance and psychological reac-
tance, platform owners can reduce their psychological reactance
and intentional news avoidance by improving the quality of news
served. Therefore, platform owners and algorithm developers
must pay greater attention to the saying “Content is King”.

This study has several limitations. First, the sample used com-
prises Chinese college students from a single university. News
consumption habits differ significantly across global contexts, lim-
iting the generalizability of the study’s findings. Addressing this
limitation is crucial to ensure broader applicability of the findings.
Second, while psychological reactance encompasses negative cogni-
tion and emotions (Steindl et al., 2015), this study did not examine
how each substructure relates to the antecedents and outcomes of
psychological reactance. Future studies should, therefore, explore
these connections, enriching understanding of perceived news
quality, psychological reactance, and intentional news avoidance.
Third, this study did not examine news avoidance behavior, a more
resolute avoidance strategy compared to intentional avoidance
(Youn and Kim, 2019). Investigating the link between psychological
reactance and both intentional news avoidance and avoidance
behavior would be beneficial. Additionally, while relative entertain-
ment motivation was introduced in this study as a new concept,
further examination is needed to understand its full explanatory
potential. Last, relative entertainment motivation may differ based
on contextual circumstances, potentially influencing users’ interac-
tions differently from what platform-level metrics might suggest; this
suggests a more comprehensive assessment of users’ diverse moti-
vations and interactions would be beneficial.

Data availability
The datasets analyzed during the current study are available from
the corresponding author upon reasonable request.
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