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Abstract

Abstract

Short videos are an indispensable part of our daily life and entertainment. The short
videos on agriculture, rural areas and farmers' lives have gradually become a brand new
carrier for shaping and presenting the impression of the countryside. More and more young
users choose to understand and recognize the countryside through rural short videos, which
undoubtedly brings great challenges to the current rural communication. Research on rural
impression mainly focuses on negative stereotypes, and lacks a comprehensive overview of
rural impression from both positive and negative perspectives. This study takes Bilibili,
TikTok and RED as the field, and uses grounded theory to explore the formation of rural
impression among young users.

In this paper, a total of 25 young users of different ages, occupations and genders were
selected with a purpose to conduct in-depth interviews. By analyzing the interview data with
three-level coding, the paper discusses the formation, results and key factors of rural
impression among young users, and formes a story line of "video browsing - imagination
stacking - rural impression". With reference to the relevant theories of digital sense of place in
media and communication geography, this paper constructs a theoretical model of rural
impression formation of young users.

In the process of rural impression formation, “imagination stacking” is the core of rural
impression formation of young users of rural short videos. When browsing the rural short
videos, young users form self-associations, other-associations and content-associations of the
countryside based on the connections with the countryside estabilished by themselves, others
and media content. These three associations interact with each other and influence each other,
stacking layer upon layer until saturated and forming a stable rural impression. In the process
of imagination stacking, the imagination of young users is not only the superposition of rural
imagination, but also the mixture of virtual and real countryside, the collision of young
people's rational and perceptual thinking, and the integration of personality and commonality
between different young people, reflecting that the countryside in the cognition of young
users is a transient, digital and personalized virtual countryside.

The study found that the rural short video platform has become an important carrier for
building new human-land relations, and the rural impression of its young users is an extension
of the real countryside in the virtual digital space, which is a personalized virtual village, with

the following basic characteristics: first, the imagination of the countryside under the logic of
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the user's reality; second, the virtualisation of rural areas in the context of short video
communication; third, the “flow first” creation logic and user entertainment needs together
cause the alienation of rural areas. At the same time, the short video of "agriculture, rural
areas and farmers" plays an important role in guiding young people to correctly understand
the countryside and establish contact with it. We should rectify the environment for short
video communication and promote the integration of online and offline rural revitalization to

help the development of rural revitalization.

Key Words:Rural short videos; Rural impression; Young users; Grounded theory
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