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Abstract 

As a special new short video form, reaction video has been developing rapidly in recent 
years, and the audience market has been expanding. But fraud, copyright disputes, 
cultural conflicts, information homogenization, Internet violence and other issues also 
emerges in endlessly. How to solve these problems and better promote the healthy 
development of reaction video has become a problem that cannot be ignored. 
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1. Introduction 

In recent years, with the popularization and maturity of mobile Internet, short videos, as an 
important means of communication on social media platforms, have developed rapidly and 
their content types have been further diversified. Among them, reaction video, as a special new 
short video, has been greatly increased on YouTube, Bilibili and other social media platforms 
and is favored by many young audiences. 

Reaction video is a short video form in which the actual reaction of the recorder to the real 
experience of something is the video content. Such as watching movies, TV series, animation, 
variety show, music MV and other video content. Reaction videos focus on the response of the 
recorder, and pay attention to the first contact or sharing of the recorder's experience. It has 
the characteristics of low threshold, powerful appeal, high participation, widespread and 
diverse entry points. 

Reaction videos first emerged in 2006, when some parents videotaped their children's 
reactions while making fun of them and posted them on YouTube. The response was just so 
enthusiastic that it led to several You Tuber videos, which have since become increasingly 
popular. Subsequently, all kinds of film and television works with significant influence and 
network videos with full of wit and interest are almost accompanied by relevant reaction videos. 
In recent years, the audience market of response video has been expanding continuously, but 
at the same time, problems such as fraud, copyright dispute, cultural conflict, information 
homogenization, and Internet violence have emerged one after another. How to solve these 
problems and better promote the development of response video has become a problem that 
cannot be ignored. 

2. Major Problems in the Development of Reaction Video 

2.1. Problems about the Facticity  

Reaction videos are often accompanied by the recorder's emotions such as excitement, surprise, 
crying and anger, which are the individual expressions of the recorder. With the unique 
emotional appeal, reaction videos have cultivated their own circle group and gained many fans. 
However, to attract new fans and keep old fans, some video producers, after accumulating 
certain experience of reactive videos and mastering the psychological preferences of their video 
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audiences, deliberately cater to their audiences' preferences. Their reactions are monotonous 
and even begin to exaggerate and falsify. In addition, under the temptation of money, some UP 
owners give up their own “professional ethics”, excessively cater to the requirements of 
advertisers, and cannot be authentic in the trial reaction of advertising products, thus losing 
the significance of the reaction videos themselves. 

2.2. Problems about Copyright Infringement 

The rapid development of reaction video also reveals some problems gradually. Among them, 
copyright infringement has become one of the obstacles to the further development of reaction 
video. 

Reaction videos mainly belong to the product of UGC model, and their low production threshold 
also leads to uneven thoughts or behaviors of video owners. The content of the reflection video 
often has infringement problem. Especially in the watching videos of film and television series, 
variety shows or music MV, the content of the works will be played on the screen 
simultaneously, which may constitute copyright infringement. In addition, some UP owners 
upload reaction videos of others at will, or upload multiple reaction videos of the same type as 
their own works by editing and combining them to earn playback amount and gain profit, which 
is also a common infringement problem in reaction videos. 

2.3. Problems About the Cultural Conflict  

Reaction video is one of the ways of cultural communication, but sometimes there are cultural 
conflicts. This kind of phenomenon mainly exists in the reaction video in which the responders 
first contact with a certain cross-regional cultural work or cultural phenomenon. In addition, 
cultural conflicts sometimes occur in the reaction videos of the responders who come into 
contact with things are in significant contrast to their own identities. Based on the content of 
the reaction, the video recorder gives a corresponding response, and the viewers form their 
own cognition, which will bring cognitive conflicts because of cultural differences. For example, 
Famous Chinese UP master Ziqi Li has uploaded many videos on YouTube showing Chinese 
idyllic life. Among the comments and reactions on the video, some foreign friends mistook 
“getting back to basics” for “economic backwardness”. In addition, in watching the reaction 
video, because of different cultural backgrounds and life experiences, the viewers' reactions to 
the responders in the video may also be in conflict, and some extreme conflicts also become a 
problem. For example, in a series of reaction videos of foreigners commenting on “Aerial China”, 
whenever there are comments that do not understand or agree with traditional culture or 
customs, there are many “fight-back” remarks, some of which are impolite. These are typical 
cultural conflicts problems in reaction video. 

2.4. Problems about Content Homogenization 

Reaction video production technology threshold is low, the creation and sharing way is 
convenient, expression is personalized. As soon as it appears, it quickly won the love of young 
users. However, in the rapid development of reaction video, the problem of video content 
homogenization is becoming more and more serious. It mainly manifested in two aspects, one 
is the repetition of the same video, the other is too much reaction video for the same reactant. 
The homogenization of video content is mainly caused by the lack of innovation and exclusive 
production in content production of many non-original UP masters, who mainly rely on 
imitation, reproduction and random handling. The homogenization of reaction videos will 
reduce the efficiency of target acquisition, consume the audience’s patience, destroy the 
favorable impression of APP and related content, and thus reduce the audience’s desire to use. 
In this process, the chief victims are the creators and platform audiences of the carefully 
prepared content, while the plagiarizers profit from it. 
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2.5. Problems about Network Violence 

Bilibili, a popular video website among young Chinese, has about 150 million active users, 90% 
of whom were born in the 1990s and 2000s. We can find some personal attacks on the 
responders or nasty remarks among the viewers in the comments of some reaction videos and 
bullet screens. For example, one UP owner, who mainly makes self-paid shopping fitting and 
sharing reaction videos, once said on micro-blog that some impolite remarks hurt her such as 
“fat” and “lots of nonsense” in the videos. As for the Internet violence in the video, the reason is 
that the audience is young and not mature enough. In the mass information of public opinion, 
they unconsciously follow blindly because of herd mentality and make some excessive 
behaviors and remarks under protecting online anonymity. The problem of violence in reaction 
videos will have a great impact on others, seriously undermine the creative enthusiasm of video 
creators and destroy the viewing experience of other viewers. 

3. Countermeasures and Suggestions  

3.1. Reaction Video Producer 

As the first gatekeeper in the process of video transmission, video producers should strengthen 
their professional ethics. Before making each reaction video, the producer should actively and 
consciously learn the history, culture, science and other knowledge related to the content of the 
reaction video, enhance the level of business and technology, and insist on putting authenticity. 
It is understandable that the UP master pursues personal profit in the production of reaction 
videos, but in the video of product promotion, the UP master should faithfully record the 
personal trial process. No matter what personal feelings and post-editing are, there should be 
no fraudulent elements. Reaction video producers should try their best to insist on the 
originality of their own works. When reprinting or borrowing from others’ videos, they should 
get the approval of others, respect each other’s creative achievements, and work  together to 
maintain the creative environment of reaction videos. 

3.2. Media Platform 

The media platform is the most important gatekeeper in the reaction of video transmission. 
They are the chief managers who respond to the video dissemination environment. While 
making profits, they should put social interests first, improve the management regulations 
related to the platform, encourage and reward original content, and increase penalties for 
plagiarism and infringing content. Relevant punishment measures should also be formulated 
for the false advertising content in reaction videos. The media platform should promptly clear 
the repetitive reaction videos to ease the problem of homogenization of the platform 
information. Media platforms should take punitive measures, including blocking accounts, for 
users who often make aggressive comments on bullet screens. 

3.3. The Government 

The government is the most effective regulator in reaction video market. With the rapid 
expansion of short video market, relevant government departments should pay more attention 
to short video, strengthen supervision and improve the supervision system of all parties in the 
short video industry. As for the authenticity and copyright of the video, the state and relevant 
government departments should improve the relevant laws and regulations as soon as possible 
and increase the punishment for offenders. Especially for the copyright of the reaction video, 
we should try our best to subdivide various problems involving copyright infringement, so that 
both the audience and the video host have a logical basis for rights protection. In addition, the 
responsibilities and obligations of relevant video platforms should be determined and the 
implementation should be monitored to encourage media platforms to take action. 
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3.4. The Audience 

Audience is an important participant in the transmission process of reaction video. The 
audience is not only the viewer of the reaction video but also the communicator and promoter. 
As viewers, the audience should be rational in watching, and should have an attitude of allowing 
and respecting the existence of differences in the process of discussion, and have a rational 
discussion. The opinions and Suggestions of the video owners should be pointed out as civilly 
as possible and respect the fruits of other people's labor. As a communicator, ask the video host 
for advice in advance when moving or republishing other people’s videos, and then forward 
after obtaining consent. Since teenagers are the primary audience of reaction videos, the media 
behavior of this group will influence the public opinion environment of reaction videos, so it is 
imperative to strengthen the media literacy education for this group. 
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