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Abstract
Online shopping is gradually becoming a daily behavior in people's lives, and advertising

marketing methods based on short videos are also playing an increasingly important role in

this trend. Different from pictures and texts, it combines sound and picture, is easy to spread,

and contains a lot of information, which conforms to people's habit of using fragmented

information. In this case, users are more likely to carry out impulsive consumption.

This paper focuses on the study of short video advertisements on social media. Based on the

theory of the stimulus-organism-response model, this paper determines the theoretical

framework of the study. Short video advertisements are defined as "stimulus", the emotional

process of the audience after watching the advertisement is defined as "organism", and the

impulsive purchase intention of the user is defined as "response". Then, a study was

conducted on the correlation between short video advertisements, audience emotional

response and impulse purchase intention. The literature research method, questionnaire

survey method, empirical research method and quantitative analysis method were used to

select scales according to certain rules, and questionnaires were edited and written according

to requirements. Online and offline sampling was adopted for the questionnaire survey, and

310 valid questionnaires were collected.

The quantitative analysis method was used to analyze the data, and the corresponding

conclusions were drawn as follows: the informational content of short video advertisements,

virtual touch, the interaction of user comments under videos and product discount

information can all positively affect the emotional experience of the audience, and the

emotional experience of the audience plays an intermediary role. Based on the conclusions,

this paper proposes the following enlightenments: For product marketers, on the basis of clear

goal orientation, they should analyze audience needs, customize advertising content to

highlight the highlights of products, timely display product information, and show the use

experience of products in videos, so that users can understand and feel the functions and

characteristics of products in an immersive way. At the same time, content participation and

user interaction should be enhanced. For example, marketers should properly manage and

guide users to share positive product experiences under short videos, and properly conduct

official interactions to increase brand affinity and thus increase users' desire to purchase

specific products.
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1. Introduction

1.1 Background

As the Internet continues to expand its reach, traditional forms of marketing like paper or TV

advertisements are losing their influence on consumers. Videos have emerged as a highly

sought-after form of online content in this digital era. Through brand advertising and active

consumer engagement, video marketing has proven a popular tool for businesses to increase

brand awareness and generate revenue from customers' impulse purchase intention. Research

conducted by Anito indicates that sharing videos on social media has resulted in 93% of

brands gaining new customers (Anito, 2021). With social media platforms like TikTok,

Instagram, and YouTube on the rise, videos have become essential for companies to connect

with their target audience and effectively promote their products or services. Based on the

State of Video Marketing data conducted by Wyzowl (2023), 96% of video marketers

acknowledge that video marketing has increased users' understanding of their products or

services. And 96% of customers have watched explainer videos to learn about a product or

service, and 89% have been convinced to purchase a product or service after watching a

video in 2022. Moreover, according to Sandvine's report in 2023, video usage grew 24% in

2022, now equating to 65% of all internet traffic. And this trend indicated customers'

preference for the video.

1.2 Trends in Video Marketing

The findings also indicate that 91% of businesses plan to use video as a marketing tool, and

70% of non-video marketers intend to start online video marketing in 2023, and 91% of

consumers desire to see more online videos from brands. (Wyzowl,2023). These findings

highlight that video marketing is a highly influential communication platform for both

consumers and brand marketers, with the potential to drive significant growth and revenue.

Under video marketing, short-form videos continue to increase and become the most

effective social media content. Short-form video platforms like Instagram Reels and Youtube

shorts help marketers be creative (HubSpot, 2022). Despite this growth, the effectiveness of

short-form videos in driving impulse purchases remains a topic of debate. Impulse buying

refers to the tendency of consumers to make spontaneous purchases without much
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forethought, and this behaviour is often driven by marketing incentives and a sense of

urgency or excitement. Therefore, companies could consider incorporating videos into their

marketing strategies to take advantage of their potential to influence consumer behaviour and

drive impulse purchases. This research will provide insight into how companies can

implement this process more efficiently.

1.3 Bridge to the Gap

Despite the evidence on the effectiveness of certain features in videos in attracting and

engaging consumers, it is still unclear how these features trigger emotional excitement and

lead to impulse buying for unplanned products. To bridge this gap, this paper aims to apply

SOR theory to explore how video factors in marketing can be stimuli, leading to the organism

and evoking consumers' impulsive purchase behaviour response by conducting a series of

surveys and analyses. Our findings will provide valuable insights for marketers and

advertisers seeking to create effective video content to drive impulse purchases and increase

sales. This study aims to contribute to the growing literature on consumer behaviour in

short-form video marketing. Our goal is to shed light on the factors influencing impulse

buying attention, help companies leverage videos' power to drive consumer engagement and

increase revenue, and mainly focus on the short video context, one of the most fast-growing

marketing methods. And our definition of a short video in our research area is among 2

minutes, which is long enough for companies to express their ideas with customers’

undivided attention. By doing so, businesses can better understand what factors drive

consumer behaviour and tailor their marketing strategies accordingly to achieve their goals

and gain a competitive edge in the marketplace.

2. Literature review

2.1 Short video and short video marketing

Based on previous research, this article on the short video gives the following definition and

related discussion: short video refers to a short in length, usually around two minutes, filmed

in seconds by the creator and then edited and shared on social media platforms for all to view.
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This study will focus on the short video content factors that cause users to have impulsive

consumption.

The global popularity of short-form video platforms has contributed to the rapid growth of

online users(Xie et al., 2019). Compared to traditional communication channels, short videos

in the social media ecosystem have the unique advantage of being flexible in time. They can

be rich in content presentation (Wang, 2020), offering a stronger visual experience, greater

impact and immersion, creating a greater sense of presence, defined as the user's realistic

perception of the media environment in which the individual may be fully immersed. In

addition to this, Tellis et al. (2019) argue that short videos have a unique commercial value:

content can be easily viewed and distributed across various mobile devices such as mobile

phones and platforms, making it easier to develop its viral spread, often reaching a wide

audience in a short period and at a relatively low cost, and thus also possessing certain social

interaction properties. In addition, when the user base of a short-form video platform is large

enough, such distribution is more likely to achieve its purpose as there is enough exposure.

The concept of short-form video marketing has emerged with the popularity of short-form

video, which many brands have used with great revenue results. It has undoubtedly become

important for many brands （Tang, Tan, et al.，2020）. Canos-Bajo J (2017) argues that the

benefits of short-form video marketing are significant and that a short-form video is a key

tool for marketing li, Y., & Hayes, S. (2023). The data shows that 97% of video marketers

said that videos increased the user's understanding of the product or service, and 76% said

that videos helped them increase sales (Wyzowl,2018).

Bottger et al's (2017) research showed that inspiration, such as short videos, is the most

important factor in promoting consumers' impulse buying, which promotes users' internal

psychological transition from accepting marketing to pursuing consumption. But content

integration, usefulness, and convenience are not unique to short videos. Traditional static

social media marketing also has these characteristics. To sum up, although previous literature

has successfully pointed out the importance of short video marketing and provided cases of

short video marketing, only a few studies have included a specific evaluation of its

effectiveness or some specific analysis of its recommendations, neither explaining why short

videos can improve the conversion rate of users' purchases (Wyzowl,2018). Nor is there

much to explain why impulse purchasing is so prevalent when consumers watch short videos.
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For example, how short video content captures the psychology of the user and triggers such

impulse purchases.

2.2 Review on stimuli: Short video content factors research

2.2.1 Informativeness

Short-form video content has gained significant popularity as a marketing strategy employed

by companies looking to connect with consumers and influence their buying behaviour. The

quantity of information conveyed in a video can profoundly impact consumers' purchasing

habits in relation to short-form video content. Akpinar and Berger's research in 2017 found

that informative videos provide detailed descriptions of product features, and online video

advertisements with informativeness appeals can drive brand evaluations and purchases.

Informativeness appeals are designed to stimulate cognitive processing by presenting

objective information that describes the benefits of a product (MacInnis et al., 2002), such as

its functions and appearance. As it can change customers' perceptions of the products,

informative content can affect their emotions toward a product. More specific information on

product features, as opposed to abstract brand information, enhances the informativeness

appeal of visual content, making it an effective stimulus for evoking emotions (Rietveld et

al., 2020).

Previous studies have focused primarily on the impact of information richness within a video

on users' perceptions of a product or changes in their emotions rather than on the purchase

behaviour itself. This research aims to investigate the relationship between information

richness, emotional stimulation, and impulse buying behaviour.

2.2.2 Comments under Video (engagement)

The use of short video reviews by consumers to share their opinions on products and services

has become increasingly popular in recent years. Researchers have started investigating the

impact of these short video reviews on consumer behaviour, with social influence being a key

factor. Kelman's (1958) social influence theory suggests that individuals are influenced by the

behaviours and opinions of others in their social group. Therefore, when consumers watch

short video reviews of other customers who have already purchased a product, they may feel
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social pressure also to buy it. Recent analyses have shown that the valence of comments in

short video reviews can significantly affect viewers' hedonic and eudaimonic entertainment

experiences and subjective knowledge gain (Möller & Boukes,2021). Positive and

enthusiastic comments in short videos can create a sense of excitement and urgency around

the product, leading to an increased likelihood of impulse purchases. Conversely, negative

reviews in short videos can decrease the likelihood of consumers making an impulse

purchase.

The impact of short video reviews on consumer behaviour is significant. Companies need to

pay attention to the comments customers leave on short videos and actively manage their

online reputation to influence consumer behaviour. This study will further explore the

relationship between comments under short videos and impulse purchases, building on the

existing research to provide insights for companies seeking to leverage short video reviews

for marketing purposes.

2.2.3 Virtual Haptics in Video

Virtual haptics is a technology that simulates the sensation of touching and feeling objects

through visual and auditory cues. It has become an effective tool for companies to enhance

consumers' sensory experience and influence their purchase intent through short videos.

According to Luangrath et al. (2022), product touch has an active nature that can affect

consumers' psychological ownership and product valuation, which can lead to a physical

perception of the virtual hand feelings of ownership. The study shows that the “haptic

substitution effect” is strongest for those highly stimulated by the immersive VR experience.

Thus, incorporating virtual haptic content in short videos can create a more immersive and

engaging experience that can increase the perceived quality and appeal of the product,

leading to higher purchase intent.

The use of virtual tactile content in short videos to build unique product usage stories that

infect audiences can become a powerful tool for enterprises to influence consumers' impulse

buying behavior and enhance consumers' sensory experience and emotional response to

products. While most current studies have explored the effect of virtual touch on static print

advertising, this study aims to explore how the presentation of virtual touch in short videos

affects impulse spending habits.
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2.2.4 Price Discount

Short videos that feature discount information have become a popular marketing tool for

companies seeking to influence consumers' purchasing behaviour. The inclusion of discount

information in short videos can have a powerful impact on consumers' buying decisions. This

is because consumers tend to perceive a discount as a relative gain, which can make them feel

like they are getting a good deal （Johnson et al，1999）. Additionally, research on prospect

theory suggests that people are more sensitive to losses than gains when faced with uncertain

outcomes （Kahneman & Tversky, 1979）. As a result, consumers may be more likely to

impulse purchase when they perceive a discount as a limited-time opportunity to avoid a loss.

While many studies have investigated the impact of discount messages on consumer

behaviour in static online ads, few have explored their impact in short videos. This study

seeks to fill that gap by analyzing the impact of discount information presented in short

videos on consumer impulse behaviour and provide insight into how discount information in

short videos can influence consumers' impulse buying behaviour. Ultimately, this research

will contribute to a better understanding of the role of discount information in short videos as

a marketing tool and help companies to develop more effective marketing strategies.

2.3 Emotion

Emotion refers to an individual's emotional response to an object stimulus, which has a more

comprehensive impact on the individual's psychology and behaviour and is an internal

stimulus that triggers the consumer's purchase decision(Sherman et al.,1997). Watson and

Tellegen (1985) subdivided emotions into two different dimensions, positive and negative.

The former is mostly about being happy and active; the latter is more negative and mostly

about being sad and upset. The Positive and Negative Situation Scale (PANAS) was created.

The questions used to measure an individual's positive emotions were mostly measured in

terms of relaxation, pleasure, excitement, etc.

Emotions and cognition are closely related. The generation and expression of emotions are

based on cognition(Roseman &Smith, 2001), and individuals' cognitive activities of external

stimuli are also affected by emotions. Forgas(2003). pointed out that emotion has a crucial
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impact on individual cognition and judgment. Schuch and Koch(2015) further analyzed this

conclusion and found that positive emotion will stimulate consumers to produce positive

emotional responses and judgments. On the contrary, negative emotions will cause

individuals to make pessimistic reactions and judgments. In terms of consumer behaviour,

Hassanein and Head (2007) found that in various emotional experiences, consumers'

purchase intention is influenced by two kinds of emotional experiences, trust and pleasure,

and such influence is positive. This positive influence will encourage users to have a positive

cognition of consumption behaviour. For example, Mehta et al. (2006) found that positive

emotions improve the recall of advertisements, and Bolls et al. (2001) again showed that

when advertisements evoke positive emotional states, consumers can recall the content and

even specific details of the advertisements well, i.e. they produce good advertising results.

This means that video content can only achieve its intended video effect if it evokes a certain

level of emotion in the consumer.

The research topic of this paper is the online shopping scene caused by marketing on the level

of short video content. In this online shopping scene, there is no direct perception between

consumers, merchants and commodities, which also reduces consumers' experience on the

user level in various emotional experiences. Therefore, this paper will directly choose

pleasure and trust as important indicators to measure the audience's emotional experience. In

previous studies, many scholars have incorporated pleasure into the emotional experience of

online shopping. Menon (2002) pointed out that the websites and product features that

consumers are exposed to in the online shopping process will have an impact on their sense

of pleasure, thus influencing their subsequent shopping behaviours. Mummalaneni(2005)

studied the online shopping behaviour of consumers and found that in the consumption

motivation of consumers, the web design of online stores will affect their consumption desire

to some extent. The characteristics of websites will affect the degree of pleasure of

consumers, which will then affect the subsequent consumption behaviour of consumers.

Giraud (2001) noted a positive relationship between good mood and impulse buying,

suggesting that those in a good mood tend to shop more irrationally or reward themselves

more generously, thus becoming more impulsive.Many consumers also report that they feel

happy and satisfied when making impulse purchases and that their impulse purchase

decisions are largely influenced by these positive emotions (Liu et al., 2013). At the same

time, due to the characteristics of online shopping, consumers cannot personally perceive the

goods before purchasing, so online shopping will lead to the loss of trust of consumers to a
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certain extent. Fung et al. (2002) pointed out that when consumers shop online, the quality of

information on the website can encourage them to form a sense of trust in online shopping,

thus affecting their shopping behaviour. Based on the above analysis, trust is an important

emotion of consumers in the purchase decision-making process and a factor of this study.

In response to the above literature review, previous research has mainly explored the link

between emotions and advertising effectiveness or traditional website shopping. This paper

combines previous research and defines the viewer's emotional experience as the viewer's

(consumer) psychological state when viewing the visual information presented in a particular

environment. At the same time, we will discuss the emotions that viewers generate when

viewing short videos, what videos what features will generate pleasure and trust, and how

they influence consumers' impulse consumption.

2.4 Consumers’ Impulse Purchase Behaviour

The generation of impulsive consumption behaviour is often based on the consumer's

psychological activity, creating impulsive purchase intentions. Early scholars considered

impulse buying behaviour as purchasing something other than everyday consumer goods

(Kollat D T& Willett R P.,1969). Many scholars began to focus on the importance of other

factors for impulse spending. Impulse purchases are often caused by a specific stimulus

during the shopping process (Floh & Madlberger, 2013). The stimulus can be an actual

product or an attribute of the product, information, and the product information embodied in a

short video is often the selling point of the product.

Ajzen and Driver(1992) proposed that purchase intention will play a decisive role in

consumers' purchase behaviour, and when consumers have purchase intention, purchase

behaviour will occur. A significant number of consumers identify themselves as "impulse

buyers," with an average of 38 percent of adults responding positively to the statement in an

annual national survey between 1975 and 1992: "I am an impulse buyer "(DDB Needham

Annual Lifestyle Survey 1974-1993). This finding encourages us to believe that an

individual's impulse-buying tendency can be conceptualized as a consumption trait.
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In the past, Stern (1962) has argued that impulse buying is related to the ease of purchase and

that purchases are more likely to be impulse purchases when they are easy, i.e. when the

expenditure of time, physical or mental energy is minimal, which is very much in line with

the online social media ecosystem, where online consumption, because of its unique

characteristics of being geographically unrestricted and having a wider choice of products, is

more likely to make the desire to consume This is very much in line with the online social

media ecosystem. There is evidence that online shoppers are more likely to make impulse

purchases than others (Donthu & Garcia, 1999). A 2000 Angus Reid Group survey found that

25% to 50% of consumers who shop online make impulse purchases and that the proportion

of online impulse shoppers ranges from a quarter to over four-fifths of all online consumers.

This impulsive behaviour, catalyzed by short videos, allows users to make purchase decisions

within seconds. The purchasing behaviour of short video users is often considered instant,

emotional and irresponsible as most of them do not have any purchase plan or intention and

are therefore categorized as impulse buyers. Besides, impulse buying is likely to be

encouraged in a pleasant shopping atmosphere (Crawford & Melewar, 2003; Kaur & Singh,

2007) . Therefore, what factors influence consumers' impulsive buying intentions and

behaviours will likely be the focus of attention in both the business and academic worlds.

Although there is not much research on the impact of viewing short videos on consumers'

impulsive purchase intentions, there are already scholars studying related areas; Dholakia

(2000) has pointed out that impulsive purchase behaviour varies greatly by gender (Figure

2.4), with differences in performance of different types of products, for example, men are

very prone to impulsive spending on electronics, while women are more pronounced on

clothes and shoes (Statista, 2022). Meanwhile, other scholars have studied the impact of

factors such as consumer self-control (Baumeister, 2022) and product variety (Yingyi Wu el

al, 2019) on impulsive buying behaviour. When short videos are developing rapidly, and

users' impulse consumption is becoming increasingly obvious in this ecology, it will be

increasingly important to study consumers' willingness to make impulsive purchases, which

is highly relevant for online marketers and future enterprises. This study, therefore, explores

the impact of short video reviews, discounts, virtual haptics and product informativeness on

consumers' impulsive consumption decisions from the perspective of short video content

factors as external factors and develops a hypothesis model. Explore what directly causes

consumers' immediate purchase behaviour when exposed to a simple and realistic experience.
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3. Theoretical framework

3.1 SOR Model

3.1.1 Theoretical Overview

The SOR model (Stimulus-Organism Response) was proposed by Mehrabian and Russel in

1974. Mehrabian et al. thought that the original stimulus-response basic theory was too

mechanized and objectified and viewed the organism as a product of mechanization in S-R. It

ignores the subjective initiative and sociality of humans and other organisms, seriously

ignores and violates the internal consciousness and subjectivity of organisms, and points out

that different states of organisms can also affect the response triggered by stimuli. In the

S-O-R theory, S is the variable: stimulus (external environmental factors), O is the

intermediate variable: organism (individual emotional and cognitive responses), R is the

outcome variable: The core idea of reaction R (individual attitude or behaviour response) is

that when an individual is stimulated by environmental factors, his or her emotional state will

change accordingly, triggering the individual's internal evaluation state, which can be

considered organic and then lead to positive or negative behaviours towards the stimulus

(Gao & Bai, 2014).

S-O-R theory not only confirms the influence of stimulus on people's external behaviour and

response from the objective perspective, which can significantly observe and analyze the

external performance, but also innovatively analyzes this process, puts forward the role of

human consciousness from the subjective perspective, and realizes the variable study by

self-observation and other ways. Based on the above literature review, previous studies

mainly discussed the relationship between emotion and advertising effectiveness or

traditional website shopping. Based on previous studies, this study defines emotional

audience experience as the psychological state generated by the audience watching visual

information presented in a specific environment. At the same time, it will study the emotions

generated by users when they browse short videos, the pleasure and trust generated by the

content, and how they affect consumers' impulsive consumption.
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3.1.2 Application of S-O-R theory

Jacoby (2002) combined this model with marketing. He believed that consumers' purchase

behaviour is caused by a stimulus, which includes two types: the stimulus in the external

environment and the psychological stimulus generated by consumers. Therefore, the S-O-R

model is often used in modern research to study consumers' shopping behaviour, through

which the relationship between external stimulus, internal perception and consumer

behaviour is established. Kawaf (2012) considered the environment, products, marketing and

other factors. S refers to the antecedent variable: external stimuli when studying consumers'

purchasing decision-making behaviour (Figure 3.4.2). O refers to the internal mechanical

variable, which is the variable of mental activity after the stimulus is produced. There are two

aspects: cognition, which produces a certain psychological process of purpose, and an

emotional response, such as happiness, curiosity and so on. R is whether the consumer

decides to buy after the emotion is generated. According to research, consumers' emotions

will lead to a variety of reactive behaviours, such as purchase intention (Ha and Lennon,

2010) and approach behaviour (Eroglu et al, 2003, Menon and Kahn, 2002 ). In addition,

consumers' emotions play an important role in purchasing behaviour, evaluation and

decision-making process（Ladhari et al, 2008）. Baker et al（1992） found that consumers'

emotional state is positively correlated with their purchase intention.

Figure 3.1.2-1

The application of the SOR model to the "marketing-emotion-consumer purchase behaviour" logic.

Based on the S-O-R framework to examine what external stimuli stimulate consumers to

make decisions, Chang (2013) et al. developed and extrapolated a model of consumer

decision-influencing factors based on the S-O-R theory and information processing theory. In

this context, product information and evaluation recommendation content are used as stimuli

for purchase decision behaviour. The cognitive and affective perspectives are conceptualized

as network relationship strength, perceived risk, and perceived judgement as internal

response processes of the organism. The study pointed out that different online relationship
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strengths for high-risk products have different decision responses. Products recommended by

strong relationship sources have more significant purchase decision behaviours than those

recommended by weak relationships. In addition, many scholars have discussed applying the

S-O-R theory in e-commerce, taking web pages' basic characteristics, structure and layout as

external stimulus variables. The short video is developing rapidly, but less research uses short

video content characteristics as external stimulus variables to study consumers' purchase

intention. In this study, the S-O-R model will be used to study the impact of various factors of

short video content on the audience's impulse consumption intention.

Through a review of the literature and a study of theoretical foundations, and on the basis of a

summary of previous research on the relationship between variables, this paper categorizes

the variables related to short video content into four areas: informativeness(IR), user

comments (PC) on short video platforms, price discounts(PD), and virtual haptics(VH). It

also combines the stimulus-organism-response model theory to form a preliminary research

model for the following study:

Figure 3.1.2-2 SOR Hypothesis Model

The product use scenario content output by the short video helps consumers to fully

understand the product information while helping them to immerse themselves in the selling

points of the product, increasing consumer pleasure and trust, promoting a strong perception

of the value of the product, thus stimulating the consumer's desire to increase the possibility

16



of making impulsive purchase decisions. In addition, other users' comments on short videos

can also influence the effectiveness of short video marketing. Consumers often browse

popular comments on short videos in order to avoid bias in information acquisition affecting

the buying experience, and these messages stimulate impulsive consumer desire by inspiring

the herd mentality of users. This type of consumer will often look at all aspects of the product

they are buying from different sources before making a purchase.

3.2 Setting the hypothesis on the impact of short video content factors

3.2.1 Informativeness and emotional experience

Our research focuses on the impact of short video advertisements on the audience's attention

span to the product, considering the audience's limited attention span. We examine the

concept of 2-minute information richness in short video ads, which refers to the ability of

short video ads to provide sufficient information. Gao et al.(2021) believes that the amount of

information in short video advertisements affects the audience's attention to the product to a

large extent. This study focuses on the relationship between the concept of information

richness and customer pleasure and trust. botger et al. (2017) found in a previous study that

the vitality of advertising can positively impact customer motivation, while Gao et al. (2021)

found that the richness of information can also motivate customers, beyond the requirements

of frequency and variability.

Our study aims to examine the relationship between the informativeness of short-form video

advertisements and customers' pleasure and trust in them. Drawing on previous research, we

highlight the factors that informativeness influences trust and propose the hypothesis that

informativeness has a positive impact on customer trust in short-form video advertising:

H1a: The informativeness of short video advertisements has a positive impact on

consumer pleasure in the product.

H1b: The informativeness of short video advertisements has a positive impact on

consumers' product trust.
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3.2.2 The comments under the short video (engagement) and

emotional experience

The opinions and personal experiences shared in comments under short videos can greatly

influence the audience's feelings of pleasure and trust towards the advertised product. By

examining what individuals make comments about on the videos that they have watched,

Day (2018) found that is usually because people enjoy watching that, or they have had

positive experiences with it, which can create a sense of validation and connection with other

customers who share similar experiences, and they may feel that their decision to purchase

the product was justified and shared by others.

Positive reviews can enhance customers' trust in the product by providing social proof and

validating the product's quality. However, negative reviews on social media platforms can

also become part of the brand conversation that is not controllable by the company that uses

social media marketing (Ho-Dac, Carson, & Moore, 2013; Kohli, Suri, & Kapoor, 2014).

Therefore, this paper proposes two hypotheses to investigate the impact of customer reviews

on social media platforms:

H2a: The comments under the short video (engagement) ads have a positive impact

on consumers' pleasure with the video.

H2b: The comments under the short video (engagement) ads have a positive impact

on consumers' perception of product trust.

3.2.3 Virtual haptics and emotional experience

Adding "virtual haptics" to short videos can provide customers with a more attractive and

immersive experience, which refers to short videos rendered by storylines. Constructing

product usage scenarios can enhance their positive emotions, improve their sense of reality

(Tsai, M. C.,2020), and provide customers with sensory experiences beyond visual and

auditory stimuli. Through haptic feedback, customers are actively involved in the video

content, which makes it easier for customers to experience pleasure and satisfaction.

Meanwhile, Product story construction based on product usage scenarios in short videos has

the potential to enhance customers' trust in the advertised product or service, based on the

findings proposed by Bailenson et al. (2007) that touch can increase trust in other contexts.
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By creating a more realistic and credible experience, virtual haptic feedback can make the

product feel more tangible and trustworthy to customers. This, in turn, can increase the

perceived quality of the advertised product or service and lead to higher levels of engagement

with the advertisement, as customers are more likely to believe the claims made and trust the

information provided.

Using virtual haptic feedback in short videos can also confer a competitive advantage by

setting the advertisement apart from competitors through content innovation. Given these

potential effects, this paper proposes hypotheses to test the impact of haptic feedback on

consumers' emotional responses to short videos:

H3a: Virtual haptics in short video advertising has a positive impact on consumer

pleasure.

H3b: Virtual haptics in short video advertising has a positive impact on consumer's

perception of product trust.

3.2.4 Price discount information and emotional experience

The use of exclusive price discounts in short-form video ads is a strategy aimed at

influencing consumers' emotional perception of the advertised product, ultimately increasing

the effectiveness of sales. Research by Kempf (1999) has shown that emotional responses,

such as pleasure, are critical in shaping participants' evaluations of the trial experience. By

perceiving that they are receiving a good deal or offer, customers may experience heightened

pleasure and satisfaction from their purchase, as well as reduced anxiety and stress. This

enhanced enjoyment can create a sense of reward and excitement for customers, resulting in a

more positive shopping experience (Lee & Yu, 2018). Additionally, price discounts can

attract new customers who may have been skeptical about the product or service, increasing

their trust in the advertisement and the company.

However, not all customers may be willing to take advantage of price discounts from less

trusted sites, as they may believe that the lower price may compromise the quality of the

product (Bansal & Zahedi, 2015) identified this conflict phenomenon, which can impact the

effectiveness of price discounts in short-form video ads. Therefore, this study will propose
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hypotheses to investigate the impact of price discounts on consumer behaviour and emotions

in the context of short-form video ads:

H4a: The price discount information in short video ads has a positive impact on

consumer pleasure.

H4b: The price discount information in short video ads has a positive impact on

consumers' product trust.

3.3 Setting the hypothesis on the impact of emotional response

(Pleasure and Trust)

The emotional response that viewers have to a short video advertisement can have a

significant impact on their initial perception of the product or service being promoted,

including its potential usage scenario. If the viewer is pleased by the video, it may lead to a

stronger desire to possess the advertised product, which in turn can positively influence their

purchase intention. Ha & Lennon (2010) have suggested that pleasure is positively related to

purchase intention, as customers who experience delight from a video ad may be more likely

to make a purchase. Additionally, the perception of the trustworthiness of the product or

service can further strengthen the likelihood of purchase intention, as customers may perceive

less risk in buying the advertised product (DAM, 2020). This increased sense of trust in the

product or service can also lead to impulse buying, as customers feel more confident in the

value and quality of the advertised item. In light of these possible outcomes, we propose the

following hypothesis to investigate the relationship between positive emotions, trust, and

purchase intention:

H5: Pleasure with the video has a positive impact on consumers' impulse purchase

intention.

H6: Trust in the video has a positive impact on consumers' impulse purchase

intention.

3.4 The mediation effect of Customers’ Pleasure and Trust

The emotional experience of customers while watching a short video advertisement can have

a significant impact on their perception of the product or service being promoted.

Specifically, when customers experience positive emotions such as pleasure, they may
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transfer these emotions to the product or service, resulting in a more positive perception of it.

This positive perception can lead to a reduction in the perceived risk of purchasing the

product or service, as well as an increase in trust in its quality and reliability. According to

Wulf et al (2004), the transfer of positive emotions to the product or service can influence

customers to perceive it in a more positive light, thus enhancing their trust and reducing their

perceived risk. The positive emotional experience of customers during the video

advertisement can lead them to believe that the product or service is less risky, and this can

further enhance their purchase intention. Therefore, it is important to investigate if there’s a

mediation effect of emotions and increased trust (organism in the model) between stimuli and

response. In order to test the relationship between positive emotions and increased trust in the

product or service, a hypothesis will be formulated.

H7: Pleasure in the audience's emotional experience mediates between the content of

short video ads and the audience's impulse purchase intention.

H8: Trust in the emotional experience of the audience mediates between the content of

Short video ads and audience impulse purchase intention.

4. Methodology

4.1 Research design

In this research, our chosen approach involves the utilization of a questionnaire survey as the

primary method for data collection. To ensure the effectiveness of our study, we will

commence by conducting a review of relevant literature. This will help us in identifying

appropriate measurement scales that are pertinent to our investigation. The questionnaire

itself will be designed into four main sections, each serving a distinct purpose related to the

research objectives.

The initial segment of the questionnaire will primarily focus on collecting basic information

from the participants. This section will serve as a means to establish control variables and

gather essential demographic data such as age, gender, and income. These variables are

important for later analysis and interpretation.
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The subsequent section of the questionnaire will concentrate on measuring the specific

characteristics of short-form video advertisements. The aim here is to gauge the

informativeness as well as assess elements such as short video comments, virtual haptics, and

the presence of price discount information. These variables are considered crucial factors in

evaluating the content of short-form video ads on various social media platforms.

The third section of the questionnaire will delve into the measurement of users' emotional

experiences. This section seeks to examine the extent to which individuals derive pleasure

from short video ads and their level of trust in the products being advertised. These emotional

responses play a significant role in shaping consumer behaviour and perceptions.

Lastly, the fourth section of the questionnaire will focus on measuring impulsive purchase

intention, which serves as an indicator of individual response. By evaluating this variable, we

aim to understand the propensity of participants to engage in impulsive buying behaviours

following exposure to short video ads.

In total, our study encompasses seven core variables, excluding the control variables

mentioned earlier (age, gender, and income). Those core variables are categorized based on

the stimulus-organism-response model, which serves as the conceptual framework for our

research. Specifically, the first part of the study addresses the content characteristics of short

video ads on social media platforms (informativeness, comments, virtual haptics, and price

discount information reveals), the second part delves into emotional experiences (short video

ads pleasure, and trust in the product), and the third part focuses on individual responses in

terms of impulsive purchase intention. Moreover, we have included a screening question at

the beginning of the questionnaire. This question aims to identify consumers who have prior

exposure to short video ads. We specifically target individuals who regularly view these

videos, as they represent our desired population for obtaining valid and reliable data.

4.2 Data Collection

The survey questions will be developed based on the literature review and will be validated

by a panel of experts in the field of marketing at Synlighet, a social media company.
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For this study, a sample size of around 310 consumers will be selected. These participants

will be chosen through convenience sampling, which involves selecting individuals from

various online platforms. The selection process will aim to ensure diversity within the sample

population. Data collection will be carried out using 2 online survey platforms. All

participants will be required to provide informed consent before proceeding with the survey,

and their privacy and confidentiality will be strictly maintained throughout the study. The

collected data will be subjected to quantitative statistical analysis techniques. These

techniques will enable us to examine and interpret the data in a numerical and objective

manner, providing valuable insights into the research objectives.

The survey will be conducted using both offline and online channels. The target audience for

this research primarily consists of users who regularly watch short video advertisements.

Considering that this user group tends to be younger in age, the questionnaire will be

specifically tailored towards individuals born after 1980. Different convenience sampling

approaches will be employed for the offline and online research methods. In the case of

offline data collection, there will be around 20 surveys collect in person, focusing on

locations around campuses. On the other hand, for online data collection, online survey

platforms such as Google Forms and Wenjuanxing (WJX) mainly for Chinese students, will

be utilized as the primary means of distribution. To encourage participation, rewards will be

offered to consumers. Upon completion of the survey, participants will be entered into a

random draw for a chance to win a cash prize of 50SEK, with a total of 10 places available.

The survey questions will be designed using the Likert scale method, a commonly employed

statistical measurement approach. This method involves a series of questions that exhibit high

similarity in nature, with the assumption that the importance levels between these questions

can be considered equal. Therefore, additional weighting measures will not be required

during the later stages of analysis (Batterton & Hale, 2017). Each question will present a

situation or scenario, and participants will be provided with a five-point scale ranging from 1

to 5 to indicate their response. The Likert scale method is known for its simplicity and ease of

implementation. It is widely utilized in various fields, as it effectively facilitates linear

numerical analysis and enables the calculation of average values.
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4.3 Variables

Variables in the questionnaire

● Informativeness

Q1. I think short video ads on social media are a good source of product information,

providing relevant product information.

Q2. I think short video ads on social media will provide all the important information about

products.

● Comments under the short video

Q1. I think comments under the short video will affect my perception of the products’ quality

directly.

Q2. I think positive comments under the short video ads will trigger my pleasure in the

product.

Q3. I think positive comments under the short video will affect my sense of trust

● Virtual haptics

Q1. I think short video ads with virtual haptics can catch my eyes and bring me into the short

video scenario more efficiently

Q2. When I’m watching a short video ad with virtual haptics, I can feel the product's

relevance properties deeper.

● Price discount

Q1. I think the price discount or promotional offers in the short video will attract my

attention.

Q2. I think the discounted price or promotional offer in a short video will stimulate my

pleasure with this product.

● Pleasure

Q1. I usually will focus on the content if I open a short video.

Q2. I will feel satisfied when I see the video message(include positive comments)

Q3. If I make an impulsive purchase based on a short video ad, it brings me a sense of

pleasure.

● Trust

Q1. I trust the short video content of the product because it is produced and reviewed by the

official team and platform.
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Q2. I believe that consumer reviews can show the real experience of using the product.

Q3. I think the using scenario of the product in the short video enhanced my trust in the

product features.

● Impulse purchase behaviour

Q1. Short video ads will lead me to engage in unplanned, impulsive purchasing behaviour.

Q2. Short video ads will make me unable to control my desire to purchase, leading to buying

behaviour.

4.3.1 Independent variables

Under the SOR model, we have split our independent variables into Stimuli and Organism.

Stimuli refer to the various factors present within the short video content that have the

potential to evoke an emotional response from consumers. These factors include content

characteristics that capture consumers' attention and influence their emotional state, here we

mean the short video’s informativeness, positive comments’ impact, virtual haptics, and price

discount information reveals. On the other hand, the organism represents the consumers

themselves and their emotional reflection or response to the stimuli presented in the short

video. This emotional response can have an impact on consumers’ subsequent impulse

purchase behavior, specifically the pleasure after watching the short video content and the

trust on the product led by the short video.

4.3.2 Mediating variables

Mediating variables are variables that come between the independent variable and the

dependent variable in a chain. It helps explain the relationship or mechanism through which

the independent variable influences the dependent variable. Mediating variables provide

insight into the underlying processes or mechanisms that link the independent and dependent

variables. Applying the SOR model in our research, the organism part will be the mediating

variable that we will discuss. The organism represents the consumers themselves and their

emotional reflection or response to the stimuli presented in the short video. This emotional

response can have an impact on consumers’ subsequent impulse purchase behavior,

specifically the pleasure after watching the short video content and the trust on the product

led by the short video.
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4.3.3 Dependent variable

Based on the SOR model, we have further examined the response factor and categorized it as

the dependent variable of our study. As previously mentioned, stimuli represent the triggers

embedded within the video content that evoke emotional responses, while the organism

signifies how consumers' emotional state impacts their inclination to engage in impulsive

purchases. In this context, the response pertains to the observable behavior or reaction

displayed by individuals as a consequence of the interaction between the stimulus and the

organism. In our research, we are particularly interested in exploring the variable known as

impulse purchase intention. Impulse purchase intention refers to the predisposition or

inclination of individuals to make unplanned or spontaneous purchases driven by the

emotional influence arising from the stimuli encountered within the short video content. By

examining impulse purchase intention, we aim to gain insights into the likelihood and extent

of impulsive buying behavior influenced by the emotional responses evoked by the stimuli

within the videos.

4.4 Data Analysis

After the data collection processes, we will proceed with the analysis of the gathered

information. To provide a comprehensive overview of the data, we will employ visual

summary statistics, such as histograms, which will aid in depicting the descriptive

characteristics of the collected data in a graphical format. This approach will enable us to

visually assess the distribution and central tendencies of the variables under investigation.

Furthermore, for the multi-item variables identified in the questionnaire, we will employ

Confirmatory Factor Analysis (CFA), validity, and reliability analyses to assess the data and

results. CFA allows us to confirm the underlying factor structure proposed in the study by

examining the relationships between observed variables and latent constructs. This analysis

technique will help us validate the measurement scales used in the survey and determine the

extent to which they accurately capture the intended concepts. Additionally, reliability and

validity tests will be conducted to assess the internal consistency of these multi-item

variables, ensuring that they yield reliable and consistent results. Lastly, we will use the

regression analysis to test if the hypothesis can be accepted or rejected.
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By utilizing these data analysis methods, we aim to generate quantitative results that will

serve as the basis for drawing conclusions and making interpretations in our research. The

visual summary statistics and CFA will provide insights into the descriptive and structural

aspects of the data, respectively, while the validity and reliability analyses will offer an

evaluation of the measurement scales' consistency. And the regression analysis to prove our

hypothesis. Through this analysis process, we will derive meaningful and reliable quantitative

findings, facilitating a comprehensive understanding of the research objectives.

5. Findings

5.1 Data Descriptive

5.1.1 Variable Abbreviations Description

Figure 5.1.1 The abbreviation for the variable name
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5.1.2 Results of descriptive statistics of the basic status of the

respondents

Figure 5.1.2-1 Demographic information

There are 310 respondents participated in this research among which the distribution of

various statistical indicators is shown in the table below. These insights in the following parts

provide a glimpse into the demographics and characteristics of the survey respondents,

shedding light on important factors that may influence their perceptions and behaviors related

to short video content. The findings can be used to inform further analysis and draw

conclusions regarding the research objectives and implications.
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Figure 5.1.2-2 Respondents’ Gender Distribution

The survey sample consisted of 55.8% female participants and 44.2% male participants

(Figure 5.1.2-2). This indicates a relatively balanced representation of both genders within the

study.

Figure 5.1.2-3 Respondents’ Age Distribution

The majority of participants, accounting for 53.5%, fell within the 18-25 age range (Figure

5.1.2-3) . This suggests that the younger demographic was more prevalent among the

respondents. Additionally, participants aged 26-30 constituted 29.7% of the sample, while

those aged 31-40, 41-45, and above 45 represented smaller proportions.

Figure 5.1.2-4 Distribution of education level of sample objects

29



The largest group of participants, comprising 61.6%, held a bachelor's degree, followed by

34.2% who had a master's degree (Figure 5.1.2-4). This indicates that the majority of

respondents had attained higher education qualifications, suggesting a relatively educated

sample population. A small proportion of participants had a high school education (3.9%),

and a negligible percentage had a Ph.D. (0.3%).

Figure 5.1.2-5 State distribution of sample objects

Among the participants, 52.3% identified as students, while 43.2% were employed (Figure

5.1.2-5). A small percentage, 1.6%, reported being unemployed, and 2.9% either fell into the

"Other" category or preferred not to disclose their current status.

Figure 5.1.2-6 The state distribution of the respondents’ monthly income

In terms of monthly income (Figure 5.1.2-6), the largest group of participants (39.4%)

reported earning below 10,000 SEK. Approximately one-third of the respondents (33.5%)

had an income ranging between 10,000 and 15,000 SEK, while 17.7% reported earning

between 15,000 and 25,000 SEK. A smaller proportion (6.1%) indicated earning above

25,000 SEK, and 3.2% preferred not to disclose their income.
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Figure 5.1.2-7 Distribution of respondents’ frequency of viewing short videos in a week

Regarding the frequency of watching short videos (Figure 5.1.2-7), the majority of

participants (28.1%) reported watching short videos every day. Other significant segments

included those who watched 3-4 days a week (30.0%) and 5-6 days a week (22.3%). A

smaller proportion reported watching short videos 1-2 days a week (18.4%), while only a

small percentage (1.3%) stated that they did not watch short videos at all.

All the statistics collected show that both genders are engaged in watching short videos, with

a slightly higher percentage of women. Younger individuals, particularly those in the 18-25

age range, are more likely to be exposed to short video content and influenced in terms of

impulse buying behavior. Respondents with higher education levels, such as bachelor's and

master's degrees, demonstrate a greater level of critical evaluation and consumer awareness.

Students and employed individuals constitute a significant portion of the sample population,

suggesting diverse motivations and financial considerations for impulsive purchases.

Participants with lower monthly incomes, below 10,000 SEK, appear to be more susceptible

to the influence of short video content on impulse buying. Finally, participants who watch

short videos more frequently exhibit higher engagement and potential impact on their impulse

purchase intention. All of this information shows how important the role of social media

plays in people’s daily life, which makes research on short video ads on social media more

meaningful.

5.2 Confirmatory factor analysis (CFA)

Usually there are two methods of factor analysis (DeCoster, 1998), the EFA (Exploratory

Factor Analysis) and CFA (confirmatory Factor Analysis). As here as we already have a SOR

model with clear dimensions, CFA will be used to verify the known dimension. For the
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overall fit between the questionnaire data and the model, we built a structural model through

Jamovi, based on the measurement system between the different dimensions of the

questionnaire in this study, after the model was drawn and entered the questionnaire data, the

model fitting operation can be carried out, the specific model is shown in Figure 5.2-1.

Figure 5.2-1 Path Diagram

Two different types of metrics are used for the overall fit in this paper, these two different

types of fit metrics are absolute and value-added. The absolute goodness-of-fit indicators are

derived from two different matrices, the actual and the theoretical matrices. The actual

corresponds to the data matrix and the theoretical corresponds to the model matrix, which is

the RMSEA (Root Mean Square Error of Approximation) will be used in this study; the

value-added fit indicators allow for the analysis of different models, one independent and the

other waiting to test the theoretical dimension, which is the TLI and CFI are also used in this

study.

RMSEA presumes that if a model has a fit of zero, it indicating the best fitting. Meanwhile, if

the RMSEA falls into 0.05 to 0.08, it indicates a satisfactory fit (Xia & Yang, 2019). Here, as
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our model has a value of 0.0534, it has a satisfactory fit. Both CFI (Comparative Fit Index)

and TLI (Tucker-Lewis Index) are the relative fit index. And the values are somewhere in

between 0 to 1, a value of zero indicate the worst possible model whereas a value of one

indicates the best, and so the ideal standard value for them is greater than 0.9

(Maydeu-Olivares & García-Forero, 2010). Here the figure 5.2-2 shows the value of CFI and

TLI are 0.939 and 0.919 respectively, which means the model has met the criteria of

satisfactory fit.

The overall fit measures through the JAMOVI model are tabulated in Figure 5.2-2:

Figure 5.2-2 Model fit measures

Taken together, this questionnaire has achieved satisfactory fit in the model fit with CFI >0.9,

TLI> 0.9, RMSEA between 0.05 to 0.08, and passed the test for all of the above-selected

indicators and the fit has a decent result, which indicates that the value-added factor model is

satisfied in terms of fit and can be taken forward.

5.3 Validity and Reliability

Validating and ensuring the reliability of a test is crucial for data analysis and the analysis

measures what it is intended to measure (Borsboom et al., 2004), while reliability testing

confirms that the test is consistent and stable in measuring the intended factors (Roberts &

Priest, 2006). The concepts of validity and reliability are interconnected, as an invalid test

renders reliability meaningless. Conducting both validity and reliability tests is necessary to

establish the trustworthiness and accuracy of our data analysis and measurements, and in the

following sections we’re going to discuss them.

33



5.3.1 Validity

For questionnaires, validity is a measure of validity and correctness. The validity test

examines the efficiency of the items in the scale. The higher the validity, the better the

questionnaire's intended characteristics are represented in the results and the more valid and

correct the design (Mohajan, 2017). This section will examine two broad aspects of scale

validity, namely content validity and construct validity (Messick, 1987).

5.3.1.1 Content validity

In terms of content validity, as the questionnaire items in this study were designed after

careful study of the theoretical literature, the definition and analysis of the various variables

in terms of both their conceptual and content dimensions were completed, and the final scales

were developed by referring to existing mature and classical scales. At the same time, we

consulted with experts in the field and held several rounds of discussions during the initial

development of the scale, and made certain modifications based on these discussions to

ensure that the items in the scale were well adapted to the content of the variables. Based on

this work, a scale with good content validity has been developed.

5.3.1.2 Construct validity

This study focuses on the construct validity of the questionnaire, as mentioned in the previous

section that the questionnaire has good content validity. In order to check the construct

validity of the questionnaire, we have conducted a factor-loading analysis.

The reliability and validity test in this paper includes AVE (Average variance extracted) and

CR (composite reliability) indicators. In general, a p-value of less than 0.001 is usually

considered to be a statistically significant difference (Andrade, 2019), and the AVE should be

at least half 0.5, in order for the scale to have good convergent validity and be acceptable

(Cheung et al., 2023). As the Figure 5.2-3 of data generated by Jamovi is shown below, all

factors have AVE that is larger than 0.5, which indicates that all of the factors have achieved

a satisfactory convergent validity. Despite certain standard estimates falling below the

threshold of 0.5, indicating a less favorable performance, a decision has been made to retain

them based on their overall reliability, as evidenced by the composite reliability (CR) and

average variance extracted (AVE).
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Figure 5.3.1.2 Factor analysis.

5.3.2 Reliability

In order to conduct the reliability test to investigate the consistency of our analysis, the

composite reliability data is used. Usually, the AVE and CR values range from 0 to 1, with

higher values indicating a higher level of reliability. Meanwhile, AVE equal to or greater than

0.5 confirms the presence of convergent validity (Shrestha, 2021). The CR (composite

reliability) values ranging from 0.6 to 0.7 are considered acceptable, but for better reliability,

the values should exceed 0.7 (Fornell &Larcker, 1981). As shown in the data that was

generated in figure 5.2-3. All the factors have CRs that are larger than 0.7, and PC and PI

achieved more than 0.8, which shows good factors with high consistency and good reliability,

and the data is reliable and meaningful for conducting the research.

35



5.4 Regression analysis

5.4.1 Correlation analysis

In this section, we are going to conduct a correlation analysis to investigate the relationship

between the independent variables (VH, IR, PC, PD, EM, TRU) and the dependent variable

(PI). Regression analysis is a scientific method used to study the relationship between

different variables. In general, the correlation coefficient takes values between -1 and 1

(Schober &Boer, 2018) , indicating the strength and direction of the relationship between two

variables. In this study, we will use the Pearson correlation matrix to measure the strength of

the relationship between each variable and the others. The results will provide us with a better

understanding of the relationship between the variables and will help us to determine which

independent variables have a significant impact on the dependent variable. In this part we

used the Jamovi to generate the correlation matrix to measure the correlation between each

variable, and the specific results can be seen in Figure 5.3-1.

Figure 5.4.1-1 Correlation Matrix

Based on the correlation matrix provided (Figure 5.3-1), all variables are significantly

correlated with each other, with p-values less than 0.001. The highest correlation coefficient
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is observed between TRU and IR (r=0.665), followed by the correlation between PC and IR

(r=0.555), and the correlation between EM and PC (r=0.609). The correlation between the

independent variables and the dependent variable (PI) is also significant, with VH, IR, PC,

PD, EM, and TRU all showing positive correlations with PI. The highest correlation is

observed between TRU and PI (r=0.542), followed by the correlation between EM and PI

(r=0.548). Meanwhile, the plot graph in the following (figure 5.3-2) visualized the result of

the relationship, and the positive slope line emphasized that there are positive relationships

among all variables.

Figure 5.4.2-2 Visualized plot of correlation matrix

These results suggest that all independent variables are positively correlated with the

dependent variable, indicating that they may have a positive impact on the purchasing

intention of the audience. Additionally, the high correlations between some of the

independent variables suggest that there may be some multicollinearity present in the data.

Further analysis, like regression analysis, is going to explore this in more detail in the

following part.
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5.4.2 Regression analysis among variables

This study employed the method that Baron and Kenny Method (B-K Method) has proposed,

which is a commonly used statistical approach that consists of the following steps:

● Firstly, we examined whether the independent variable, the content of short video ads,

has a significant impact on the mediating variable, viewers' emotional experience.

● Secondly, we assessed whether the mediating variable, viewers' emotional experience,

significantly affects the dependent variable, viewers' purchase intention.

● Thirdly, we conducted a regression analysis including both the independent variable,

the content of short video ads, and the mediating variable, viewers' emotional

experience, to determine if there are significant effects on the dependent variable.

In the last step, if the influence of the independent variable on the dependent variable changes

from significant in the first step to nonsignificant, while the mediating variable's effect

remains significant, it indicates that viewers' emotional experience fully mediates the

relationship between the content of short video ads and viewers' purchase intention. If the

influence of the independent variable on the dependent variable remains significant, similar

to the first step, but with a decrease in the coefficient, while the mediating variable's effect

remains significant, it suggests that viewers' emotional experience partially mediates the

relationship.

5.4.2.1 Short video ads factors on consumer emotion responses (S-O)

Emotional pleasure

Regression analysis is a statistical technique used to examine the relationship between one or

more independent variables and a dependent variable.

To test our hypothesis, we will first analyze the relationship between the independent variable

(stimuli) and the mediator variable (organism). Correspondingly, in these two sections, we

will further analyze the connection between short video ad content (four variables) and the

audience's emotional response. As the mediator variable of the audience’s emotional

experience has two different dimensions, namely, the feeling of pleasure and the feeling of

trust, we will analyze each dimension separately.
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In this case, we examine the relationship between four independent variables (VH, IR, PC,

and PD) and one dependent variable (Emotion of pleasure). With the help of Jamovi, the

results of the regression analysis are shown in Figure 5.4.1.1-1.

Figure 5.4.2.1-1 Model fit for emotion of pleasure

The model fit measures in the output shows that the model is a good fit for the data. The

R-squared value of 0.494 indicates that approximately 49.4% of the variation in Emotion

reflection can be explained by the four independent variables in the model. The adjusted

R-squared value of 0.487 takes into account the number of independent variables in the

model and adjusts the R-squared value accordingly.

The F-test is used to determine if the model as a whole is significant. The F-value of 74.3 and

the p-value of less than 0.001 indicate that the model is significant, meaning that at least one

of the independent variables is related to Emotion reflection.

Figure 5.4.2.1-2 Model coefficients of EM (emotion of pleasure)

The coefficients table ( figure 5.4.1.1-2) shows the estimated regression coefficients for each

independent variable, along with the standard error, t-value, and p-value. The intercept value

of 0.693 indicates the predicted value of the Emotion of pleasure when all of the independent

variables are zero. The p-values for each independent variable indicate whether each variable

is significantly related to the Emotion of pleasure. In this case, all four independent variables
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have p-values less than 0.05, indicating they are all significantly related to the Emotion of

pleasure reflection. The estimate column indicates the size of the relationship between each

independent variable and Emotion reflection. For example, for every one-unit increase in VH,

the Emotion of pleasure is predicted to increase by 0.132 units.

Figure 5.4.2.1-3 Theoretical Quantiles between four stimuli and organism of emotion pleasure

A Q-Q plot is short for the quantile-quantile plot, which is a graphical tool for assumption

checks, to assess whether a set of data follows a particular distribution or not. It is a plot of

the quantiles of one dataset against the corresponding quantiles of another dataset, typically a

normal distribution.

In the Q-Q plot, the data is sorted and plotted against the expected quantiles of a theoretical

distribution, such as the normal distribution. If the points on the plot fall roughly along a

straight line, then it suggests that the data follows the expected distribution. On the other

hand, if the points deviate from a straight line, then it suggests that the data does not follow

the expected distribution. Using the Jamovi, here we have generated the graph of a Q-Q plot

under the relationship between four stimuli and one organism emotion of pleasure (figure

5.4.1.1-3), and it shows a certain similar trend in the graph, especially in the middle part from

quantiles -2.5 to quantile 1. But generally, it shows the normal trend of the relationship,

showing a fairly straight line, with only minor deviations from it.
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Trust

In this part, we performed a multiple regression analysis to explore the relationship between

the four independent variables (VH, IR, PC, and PD) and the dependent variable, trust. The

multiple regression model tests whether the independent variables can predict the variation in

the dependent variable.

Figure 5.4.2.1-4 Model fit for trust

Data under the model fit measures table show the model fit is good (Model R = 0.757, R² =

0.574, Adjusted R² = 0.568, F = 103, df1 = 4, df2 = 305, p < .001), indicating that the model

can explain a significant portion of the variation in the dependent variable.

Figure 5.4.2.1-5 Model coefficients for trust

The coefficients of the independent variables show their contribution to the prediction of the

dependent variable. The intercept is 0.2951 (SE = 0.1928, t = 1.53, p = 0.127), indicating that

when all the independent variables are zero, the predicted value of the dependent variable is

0.2951. Among the four independent variables, three of them have a significant positive

relationship with the dependent variable: VH (Estimate = 0.1871, SE = 0.0524, t = 3.57, p <

.001), IR (Estimate = 0.3826, SE = 0.0448, t = 8.53, p < .001), and PC (Estimate = 0.2596,

SE = 0.0477, t = 5.44, p < .001). This suggests that higher scores on these variables are

associated with higher levels of trust. However, one independent variable, PD, has a weaker,

but still significant, positive relationship with the dependent variable (Estimate = 0.0954, SE
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= 0.0454, t = 2.1, p = 0.037). This suggests that higher scores on PD are associated with

higher levels of trust, but the relationship is not as strong as the other three variables.

Overall, these results suggest that VH, IR, PC, and PD are significant predictors of trust, with

IR being the strongest predictor, followed by PC, VH, and PD.

Figure 5.4.2.1-6 Theoretical quantiles between four stimuli and trust

Figure 5.4.1.2-3 shows a certain similar trend in the graph, especially in the middle part from

quantiles -2 to quantile 2.5. But generally, it shows the normal trend of the relationship,

showing a fairly straight line, with only minor deviations from it.
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5.4.2.2 Emotional responses on impulse purchase behaviour(O-R)

Next, we verified whether there is a direct causal relationship between audiences’ emotional

experience (organism in the SOR model) and audience impulse purchase intention (response

in the SOR model). The two dimensions of audiences' emotional experience, i.e., pleasure

and trust, were regressed together in the regression equation, and the results are shown in

figure 5.4.2-1.

Figure 5.4.2.2-1 Model fit between EM, TRU and Impulse purchase desire

To examine the relationship between the independent variables EM and TRU and the

dependent variable impulse purchase intention, we conducted a multiple linear regression

analysis. The overall model fit was significant (F = 84, p < .001), indicating that the model

explains a significant amount of the variance in impulse purchase intention.

Figure 5.4.2.2-2 Model coefficient of impulse purchase

The coefficients model results showed that both EM (b = 0.569, SE = 0.107, t = 5.34, p <

.001) and TRU (b = 0.516, SE = 0.102, t = 5.03, p < .001) had a significant positive effect on

impulse purchase intention. The intercept was also significant (b = -0.658, SE = 0.341, t =

-1.93, p = 0.054), suggesting that even when both EM and TRU are zero, there is still a

negative baseline level of impulse purchase intention.

Therefore, both EM and TRU are important predictors of impulse purchase intention.
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Figure 5.4.2.2 -3 Theoretical quantiles between EM, TRU and Impulse purchase desire

Similarly, the Q-Q plots show a consistent trend between the variables, especially from

quantiles -1 to 1. Also indicated that the relationship is a normal distribution, and showing

there’s a noticeable relationship between emotions and impulse purchase behaviour (O-R).

5.4.2.3 The mediating role of the Audience's emotional response

Based on the given information, we used the regression analysis to test the mediation effect

of emotional experience (EM) between the independent variables virtual haptic (VH),

information richness (IR), positive comments (PC), price discount (PD) and the dependent

variable impulse purchase intention (PI). The results of the regression analysis are as follows:
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Figure 5.4. 2.3-1 Mediating test by comparing coefficient without or with organism factors(EM)

Based on the results shown above, all independent variables have a significant effect on the

dependent variable PI in both models (coefficient 1 and 2 in figure 5.4.3-1), except for PC,

IR, and PD in Model 2(coefficient 2 in figure 5.4.3-1), which is not significant (p = 0.193;

0.055, and 0.099). Other than these, other variables have a significant effect on the mediator

EM in Model 2. Meanwhile, the mediator EM has a significant effect on the dependent

variable PI in Model 2 (p < .001).

Finally, when the mediator (EM) is included in the model 2, the coefficient of the

independent variables decreased compared to Model 1. The coefficient of VH decreased from

0.456 to 0.395, and the coefficients of PD and PC became non-significant. These results

suggest that EM partially mediates the relationship between VH, PD, PC, and PI. And even it

is partial mediation, it still proves the presence of a mediation relationship, just there may

have other factors that may affect the relationship.

In the following part, we’re going to discuss the medication effect of trust (organism in SOR

model) between short video content factors (S) and impulse purchase intention (R).
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Figure 5.4.2.3-2 Mediating test by comparing coefficient without or with organism factors(TRU)

The given information shows the results of a multiple regression analysis that explores the

relationships between the independent variables VH, IR, PC, PD and the dependent variable

PI, as well as the role of a potential mediator variable Trust (TRU).

In model 1(coefficient 1 in figure 5.4.3-2), the results suggest that all four independent

variables have a significant positive effect on the dependent variable PI. Specifically, VH, IR,

PC, and PD have beta coefficients of 0.259, 0.184, 0.176, and 0.13, respectively. These

coefficients indicate that a one-unit increase in each independent variable leads to a

corresponding increase in PI by 0.259, 0.184, 0.176, and 0.13 units, respectively.

In model 2 (coefficient 2 in figure 5.4.3-2), a potential mediator variable (TRU) is added to

the model, along with the four independent variables. The results show that VH, IR, PC, and

PD have standardized beta coefficients of 0.219, 0.09, 0.116, and 0.107, respectively. These

coefficients indicate that a one-unit increase in each independent variable leads to a

corresponding increase in TRU by 0.219, 0.09, 0.116, and 0.107 units, respectively.

The mediator variable TRU has a significant positive effect on the dependent variable PI,

with a beta coefficient of 0.232. This coefficient suggests that a one-unit increase in TRU

leads to a corresponding increase in PI by 0.232 units. And the results indicate that the

indirect effect of each independent variable on PI through TRU is significant, as evidenced

by the reduction in the beta coefficients of VH, IR, PC, and PD from model 1 to model 2.

46



Based on these results, it can be concluded that TRU partially mediates the relationship

between the independent variables VH, IR, PC, and PD, and the dependent variable PI.

According to the analysis above, it can be concluded that the emotional experiences of

pleasure and trust (Organism) in the audience play a partial mediating role between the

independent variables of short video advertisement content, and the dependent variable of

audience impulse purchase intention.

5.5 Results and Findings

After conducting a series of analyses, including descriptive statistics, validity and reliability

tests, correlation analysis, and regression analysis on the variables of short video content,

consumer emotion response, and impulse purchase intention (SOR), it can be concluded that

the hypothesis regarding the relationship among these variables was confirmed. The results

suggest that there is a significant correlation between these variables, indicating that short

video content can have a significant impact on consumer emotional response, which, in turn,

affects their impulse purchase intention. These findings have important implications for

businesses and marketers who seek to use short video content as a marketing tool to influence

consumer behaviour.

Figure 5.5 Hypothesis test results
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6. Discussion
In this part, through the previous theoretical research, combined with the results of data

analysis and hypothesis verification conducted by the author in the research process, the

study is summarized. The framework of this study starts from the basic model of

stimulus-organism-response. The conclusion will discuss the influence mechanism of short

video advertising content on the audience's emotional response, and how emotional response

plays an intermediary role in this process, so as to extract the analysis conclusions of this

paper.

6.1 How do short video advertisements affect the audience's emotional

experience

Through empirical analysis and verification of data, it is concluded that short video

advertising has four dimensions on the content level. Namely Virtual haptics (VH),

Informativeness(IR), Comments under the short video (PC), and Price discount(PD) Can

positively and significantly affect the audience's emotional experience.

For the audience, when they watch short video advertisements, the duration of each short

video is very short, and due to the product design on the current short video advertising

platform, the audience can switch videos very quickly. Therefore, if the audience can have a

sense of pleasure during the watching process, it indicates that they are interested in the

content. At the same time, if the audience has a sense of trust in the process of watching, it

indicates the recognition of the content. Therefore, the quality of short video advertising

content will affect the audience's emotional experience. Here is the analysis:

In the actual communication process of short video advertisements, we know that the

audience's attitude towards short video advertisements generally has two states: one is to try

to have a deeper understanding of the information of a certain product, such as functions and

product attributes, and to look for answers from short video advertisements with this purpose;

The second is to touch the relevant short video with a recreational attitude in the aimless

situation, and inadvertently become the marketing object of short video advertising.

For the audience group in the first state with a strong purpose of information acquisition, in

terms of the pleasure of emotional experience, they will deliberately pay full attention to the
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price, quality, popularity and other factors when searching for advertising information related

to commodities or services, and look for the necessary introduction content of commodities.

Short video advertisements prepare these knowledge for the audience, and try to show them

completely and fully so that the audience can fully understand the details, performance and

use experience of these products through the video, that is, the richness, effectiveness and

quality of product information will make the audience feel that short video advertisements

enable them to grasp sufficient and effective information to make consumption decisions.

And share information with other consumers on social platforms. In this case, the audience

can get the information they want with the highest efficiency, which can effectively save their

time cost and opportunity cost, and make them feel certain happiness. At the same time, the

virtual sense of touch brought by the consumption scenes in the video, namely the user's

product usage scenes reflected in the advertisement, will have a positive impact on the

impulse purchase intention of consumers. In other words, if consumers have a strong sense of

virtual experience for this product and a positive emotional response to short video

advertisements, they will have a strong desire to buy.

In short, if advertisers want to make existing or potential consumers feel the virtual tactile

perception of products when watching short video advertisements, and then generate impulse

purchase intention, they should focus on how to reasonably and innovatively arrange the

presentation of product information within a limited time, so as to attract people's attention

while viewing the whole picture of the product. It mainly uses the features of video, dynamic

images, visual and sound effects, to present users' use scenes of products through pictures,

and express product use experience in a more three-dimensional, accurate and pictorial way,

so that users can feel the characteristics of products personally, stimulate their senses, cause

their emotional changes, and thus promote the generation of consumption desire. Comments

under short videos will also affect the audience's feelings after watching short videos.

Positive and interesting user comments will make the audience willing to interact. On the one

hand, they can interact with the content of short video advertisements and make comments;

on the other hand, they can also interact with other users on the short video platform, and

gain happiness in this process. The product discount can make the audience feel that the

product is more cost-effective when watching the video, which will make the audience feel

happy, because at this time it is a perfect opportunity to buy a desired product, and at the

same time save a lot of money, and have the convenience or practicability brought by the

product features, which will make the audience feel happy. Marketers strategically push this
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incentive through short video ads to keep consumers engaged. Therefore, in terms of content,

the richness of product content, virtual touch, interactive comments of the audience under the

video, and price discounts for short video advertisements can make the audience experience

more pleasant feelings in the process of watching. In addition, when other users share their

positive experience of using the product, they will quickly arouse the emotions of the

audience who have never bought the product. For example, the audience may quickly think of

the short video they just saw about the product experience of a certain function, then the

virtual tactile part is particularly important. On the contrary, negative comments will also

affect the audience's impression of the product. Audiences all have a herd mentality, so

positive comments will greatly affect the inner emotions of the audience. Inspire the pleasure

of owning the product in the future.

For the audience group in the second state, when they are exposed to short video

advertisements, they do not have a clear purpose of consumption and shopping, and often just

accept the information of short video advertisements in a state of seeking entertainment. The

correspondence between the message under the short video advertisement and the Internet hot

spots provides a very suitable outlet for the audience's emotional needs in this aspect. At the

same time, if the audience has already felt obvious excitement and pleasure in surfing the

Internet before clicking on the short video advertisement, the content nature of the short

video advertisement is enough to keep this kind of emotional state for a while. Therefore, we

can conclude that when the audience is in the state of seeking entertainment without a clear

purpose, short video advertising can form a significant positive correlation with their

emotional response.

6.2 The mediating role of the audience's emotional response

In this study we applied the SOR framework theory. Emotional response acts as the

intermediary mechanism of the "organism" in the whole framework. Therefore, before the

empirical link, we hypothesized that the intermediary effect exists. In fact, the results of the

empirical analysis do support the conclusion that emotional response can show sufficient

mediating effect. Generally speaking, if the audience receives the external stimulus in some

form, it will produce a corresponding emotional response, which will lead to some concrete

influence on its behavior. Therefore, when the audience is stimulated through the channel of a
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short video advertisement, some corresponding emotional changes will occur, and the

direction of these emotional changes is related to the mode and the characteristics of the short

video advertisement itself. Under the effect of this emotional response, the audience will

choose some behaviors to adjust their own emotional response, and completing shopping

consumption behavior is a form of this regulation.

Therefore, we came to the conclusion that one of the mechanisms of short video advertising

is to influence the emotional response of the audience and make them produce corresponding

behaviors, that is, to change the purchase intention. Therefore, the variable of emotional

response can be an intermediary variable in the correlation between the two.

7. Conclusion

7.1 Practical conclusion

As far as enterprises are concerned, we can put forward the following suggestions regarding

the influence mechanism of short video advertisements on audience groups studied in this

paper: Firstly, the amount of information in the current society is very large and complex,

which leads to the mass of the public surrounded by a lot of information, many people need

to disperse their time and energy to deal with various sources of information separately,

which leads to the obvious fragmentation of time. Short video advertising is a new marketing

mode in the background of this era. The research of this paper shows that the four dimensions

of virtual haptics (VH), informativeness (IR), short video comments (PC) and price discount

(PD) all have positive effects on audience's emotional experience. At the same time, both

pleasures in emotional experience and trust in short videos can effectively promote the

growth of consumers' purchase intention. Therefore, relevant marketers should have a clear

goal and focus in the process of making short video advertisements. Short video marketers

can integrate some experience factors in new marketing methods into the process of network

marketing, so as to accurately and effectively convey the information to the audience, so as to

achieve the best marketing effect. Specific countermeasures can include the following parts:
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First, companies need to make it clear that there is a close and sufficient correlation between

the goods or services they are trying to sell and short video ads. Both need to have the same

target audience and product-related elements that can be effectively communicated to the

consumer base. In the production of short video advertising, the first thing to grasp the

outstanding characteristics of the short video itself, in a "short" time to quickly catch the eyes

of consumers. At the beginning, it should be eye-catching enough to convey certain product

information, so that the audience can have a positive initial impression of the product and

create memory points. Then, the selling points of the product are gradually displayed, and

technical expression is also needed to meet the audience's demand for understanding the

product. At the same time, the selling point of the product can be expressed in a

three-dimensional way by showing the usage scenes of the product, and the audience can be

immersed in the functional experience of the product, which can help the audience feel the

pleasure brought by the selling point of the product more realistically and increase their trust

in the use of the product, even the trust in the video. In addition, it is also a good choice to

add incentive information in short video advertisements to stimulate consumers' purchase

desire by means of promotions such as discounts and limited-time offers. Compared with the

static display of discount information, the length and dynamic picture of the short video will

make the discount information more urgent, and the presentation of product selling points in

the video will stimulate the audience's pleasure more.

But to be clear, all short video advertising content production must be based on the

knowledge of the product. Only when you have enough knowledge of the product can you

know which direction is suitable for making short video advertising content and which

direction you should focus on. After all, short videos have limited time and it is impossible to

show all these elements perfectly.

In addition, companies need to focus on comment interaction, which many marketers may

overlook. Short video advertising can bring a sufficient interactive environment for the

audience, which is the unique advantage of this marketing model. Therefore, enterprises need

to do a good enough design on the interactive ability of short video advertising, so that it has

a better ability to attract audience groups. For example, the comments at the top, the most

prominent and the most liked can play a strong "leadership" role, which will greatly affect the

emotional changes of consumers. The comments most trusted by consumers are from other
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users who are not part of the marketing team, so the marketing staff can properly manage

these comments and guide users to share the positive consumption experience of the product.

Finally, this study also found that many features of short video ads have a positive and

significant impact on consumers' impulse purchase intention. In order to successfully

translate this intention into purchase behavior, it is best to include a way to obtain such

products in the short video, or add a purchase link below the video, because when the

audience has a certain level of trust in the product and video, they will naturally assume that

the store's products are of high quality, as the video shows. It is also important to note that

access to such products must be simple, quick and reliable. Otherwise, the audience needs to

jump to another page to search for such products, which is easy to be transferred by other

information in the search process, killing consumers' purchase desire and causing the loss of

customers.

7.2 Limitation and further research

7.2.1 Limitation

Through literature review, and empirical analysis in a quantitative study, this research

examines the influence mechanism of video advertisements under the short video context on

audience purchase intention at the content level, as well as the mediating role of audience

emotional experience of pleasure and trust between the two variables. The conclusions drawn

in this study provide evidence supporting the hypotheses stated earlier and achieve

satisfactory results. However, in addition to the findings mentioned above, this study also has

certain limitations and points that can be improved. Specifically, these include the following

aspects, from the data collection, survey questions, and sample selection.

7.2.1.1 Research design

The research we have utilized in this study is quantitative research, which has demonstrated

the relationship among various factors and validated our hypotheses. However, there are also

certain limitations that may lead to some biases in the findings.
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Firstly, when analyzing the phenomenon, we focused on numerical data and statistical

analysis, which may oversimplify the complex situation. By emphasizing the collection of

quantifiable variables’ information, our study may overlook the richness and subtle

differences that qualitative data can provide. Thus, it may not fully capture the depth and

complexity of the relationship between the variables and impulse purchase intention. It might

be helpful if we add some q&a questions to get some qualitative answers and gain some

insights from other variables.

Secondly, other than the data that we collected, our variables are also predetermined in a SOR

model and this may lead to overlooking other important factors that could affect the

outcomes, like other factors in the short video ads that can affect customers’ emotions or

impulse purchase intention. Consequently, the full complexity and multidimensionality of the

research question may not be fully reflected, and may also limit the exploration of new

investigative paths during the study, potentially missing extra valuable insights.

7.2.1.2 Selection of survey questions

In the section of our survey question design, the limitation is the lack of contextual

explanation on our variables. As quantitative methods prioritize measurable variables, it often

neglects the broader social, cultural, or other factors that can potentially influence the

research subject.

In the context of studying short video content, for example, this approach may overlook the

impact of other factors, such as video tones, background music, and editing styles, on user

experience. This limitation hinders the exploration of interactions between variables and

contextual dynamics (such as virtual haptics, which we didn’t show the video example in the

survey). In order to further improve the credibility and applicability of the findings, if the

number of samples could be expanded in this study would greatly strengthen the result. Due

to time constraints, this questionnaire collected a sample of only 310 and was mainly through

the online survey, which may have some self-reporting bias (Donaldson&Grant-Vallone,

2002) compared to a face-to-face information collection, of which only 20 were collected

offline.

Secondly, if the number of questions in the questionnaire could be increased would enrich the

analysis and improve the overall representativeness of the study results, which could grasp its
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impact on the audience's purchase intention from a more comprehensive perspective. If there

were more time and resources available, we could add 1-2 questions under each dimension,

meanwhile, it would be beneficial to incorporate additional variables into the research to

enrich the model and strengthen its explanatory power.

Therefore, future research should aim to include a larger and more diverse pool of short-form

video ads to gain a more detailed understanding of the mechanisms that influence audience

behaviour.

7.2.1.3 Selection of respondents: target audience

Another limitation happens in the selection of our respondents, firstly, due to the

requirements of our study, we excluded students under the age of 18 from our sample.

However, recent studies have shown that students under 18 spend a considerable amount of

time each day watching short videos on their mobile devices, and they represent a significant

portion of the core audience for short videos. Therefore, their exclusion from our sample may

limit the representativeness of our research results.

Additionally, our survey data revealed a predominance of participants with a background in

undergraduate or graduate studies, with a limited number of middle-aged and elderly

individuals. As a result, there may be a potential bias in our research findings, as they may

not accurately reflect the behaviours and perspectives of the middle-aged and elderly

population.

7.2.2 Further research

With the development of the internet, like 4G to 5G… short video ad has become a trendy

way for both marketer and consumers to post or receive messages (Zhou, 2021). As in the

future, the trend will continue, there’s a necessity for people to continue doing research in this

field. Reflecting on this research, we have some suggestions that hopefully can support future

research.

Firstly, in order to gain a more comprehensive understanding of the research topic,

researchers can employ mixed methods by combining quantitative and qualitative data and

analysis in further study to overcome the limitations and get deeper insights into the effect of
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participants’ experiences, perceptions, and motivations on their purchase intention and

behaviour. Conducting interviews, focus groups, or case studies can offer a richer

understanding of the underlying factors influencing the variables and provide a more holistic

perspective on the research topic (Atieno, 2009).

Secondly, in future research, some variables can be added, and the researchers can conduct a

comparative analysis. In contrast to analyzing the content of a short video, it can emphasize

different kinds of audiences. For example, comparing the effects of short video

advertisements across different demographics, cultures, or geographic locations can shed

light on the influence of contextual factors. By examining how different groups or regions

respond to the same advertisements, researchers can identify unique patterns, cultural

nuances, or variations in the impact of these advertisements, contributing to a more

comprehensive understanding of their effectiveness.

Moreover, in the future investigation, researchers can conduct a study on Long-term Effects

that leads to short video ads on consumer behaviour, including post-purchase satisfaction and

repeat purchase intentions. By studying the entire consumer journey on short video ads, from

pre-purchase exposure to post-purchase experiences, researchers can uncover valuable

insights into the effectiveness and implications of short video advertising in shaping

consumer behaviour and decision-making.
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Appendix

Appendix A. Questionnaire with image (informativeness)

Informativeness

Q1. I think short video ads on social

media are a good source of product

information, providing relevant

product information.

Q2. I think short video ads on social

media will provide all the important

information about products.
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Appendix B. Questionnaire with image (comments)

Comments under the short video

Q1. I think comments under the short

video will affect my perception of the

products’ quality directly.

Q2. I think positive comments under

the short video ads will trigger my

pleasure in the product.

Q3. I think positive comments under

the short video will affect my sense of

trust
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Appendix C. Questionnaire with image (virtual haptics)

Virtual haptics

Q1. I think short video ads with

virtual haptics can catch my eyes

and bring me into the short video

scenario more efficiently

Q2. When I’m watching a short

video ad with virtual haptics, I can

feel the product's relevance

properties deeper.
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Appendix D. Questionnaire with image (price discount)

Price discount

Q1. I think the price discount or

promotional offers in the short

video will attract my attention.

Q2. I think the discounted price

or promotional offer in a short

video will stimulate my pleasure

with this product.

Appendix E. Other questions
Pleasure

Q1. I usually will focus on the content if I open a short video.

Q2. I will feel satisfied when I see the video message(include positive comments)

Q3. If I make an impulsive purchase based on a short video ad, it brings me a sense of

pleasure.
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Trust

Q1. I trust the short video content of the product because it is produced and reviewed by the

official team and platform.

Q2. I believe that consumer reviews can show the real experience of using the product.

Q3. I think the using scenario of the product in the short video enhanced my trust in the

product features.

Impulse purchase behaviour

Q1. Short video ads will lead me to engage in unplanned, impulsive purchasing behaviour.

Q2. Short video ads will make me unable to control my desire to purchase, leading to buying

behaviour.
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