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Short Videos, Big Decisions: A Preliminary Study of
Tik Tok's Role in E-Commerce Consumer Behaviour

New Kuwi Hoi and Lun Ke Yin

ABSTRACT

This study aims to investigate the effects of short videos on consumers'
purchase intention using the Stimulus-Organism-Response (SOR) model.
Specifically, the study examined the impact of three stimulus variables -
price level, quality, and commodity practicability - on consumers' sense of
trust, pleasure, and virtual touch, which in turn influence their purchase
intention. Quantitative survey questionnaires via online platforms to reach
a total of 103 Tik Tok users. One-Way Analysis of Variance (ANOVA) was
used to test the significance of the hypotheses. The study's findings revealed
that consumers are more likely to trust and be satisfied with short videos
that have high picture quality (p-value = 0.001). However, the lower price
level of the product did not necessarily lead to greater trust and satisfaction
(p-value = 0.635). The usefulness of the product did not significantly
influence consumers' sense of pleasure (p-value = 0.052). These findings have
important practical implications for marketers seeking to use short videos to
promote their products. The study's results suggest that high-quality videos
can help build trust and increase consumer satisfaction, but lowering prices
may not necessarily have the same effect. Therefore, marketers should be
cautious when using price discounts to increase consumers' trust and
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I. INTRODUCTION

With the continuous development of the Internet, short
videos have become a major means for people to obtain
content information. In particular, due to the outstanding
characteristics of strong connectivity and low threshold, it has
become an essential social language and popular culture in
development. This allows people to browse short videos and
obtain relevant information in fragmented time (Zhang,
2022). Through the continuous development of short videos,
traffic value is also continually updated from pure
entertainment to product delivery. One of the current trends
is to produce quality short video content for more dividends
and business opportunities (Zhang, 2021). Short video is a
crucial marketing tool for enterprises. In-depth analysis of the
influence of short video content marketing on consumers'
purchase intention can further help enterprises to plan and
optimize marketing strategies for the near future. Short videos
mainly refer to videos that are counted in seconds. Through
the use of mobile phone Internet terminals to create new types
of videos, the captured content can be beautified and edited.
The captured content can be uploaded and shared on social
networking platforms anytime, anywhere (Lu & Lu, 2019).
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II. REVIEW OF THE LITERATURE

Yang et al. (2019) stated that most netizens prefer
relatively rich, interesting, and short videos. At this stage of
development, short videos can better meet the actual needs of
users. According to them, short videos are fun, fast, and
exciting. It can give the audience an intuitive feeling and can
effectively meet the audience's communicative and
entertainment needs. In recent years, short videos have
developed rapidly in Malaysia, have a large audience, and
also have high commercial value. While Zhou (2021)
highlighted that short video content marketing is spreading
through the Internet, the rapid development of today's mobile
Internet technology enables people to browse the web
anytime, anywhere through mobile phones, tablets and other
devices. He further elaborated that the time and money
invested in short video content marketing are relatively small,
mainly through the production of micro-videos for products
or brands through short video platforms to achieve the
purpose of promotion, so that more users can notice that the
company's products or brands have a deeper understanding,
thereby guiding users to consume.

Now with the continuous development of mobile networks
and the Internet, the popularity of smart phones is constantly
increasing. Consumers can directly use their mobile phones
to access relevant video content, which greatly reduces the
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cost of publicity. Compared with the page limit of paper
media and the time limit of TV media, E-commerce short
videos can be continuously played on the Internet. This
greatly reduces its marketing costs, and the corresponding
product prices will also be cheaper, and attracting more
consumers (Dwivedi ef al., 2021). They argued that E-
commerce short videos have made significant breakthroughs,
with a strong sense of design and strong sensory stimulation
from the audience, which can attract more audiences. E-
commerce short videos allow consumers to purchase products
at any time and can be used for online and offline promotions.
The short video platform can be used to effectively interact
with users. The number of users on the short video platform
is very high. For example, Tik Tok, which is often used, has
numerous entertainers interacting with self-made videos,
attracting a large number of users and being able to interact
well with users. Many people have also been fascinated by
the relatively modern video format. Short video users have
tens of millions of fans, making many video creators into
Internet celebrities in the Internet era (Yang, 2020).

E-commerce short videos build an effective link between
advertisements and product purchases. When the audience is
interested in the content of the short video, they only need to
click on the content marketing page of the short video. This
will enable them to make a direct purchase. Not only that, but
it is also very convenient to search. The merchant's short
video content encourages users to follow and become fans.
When the merchant updates the content of the short video, it
will appear in the fan interface. Fans can get information by
“sharing”. This greatly reduces the time users spend
searching, and also effectively reduces the cost of promotion.
The speed of e-commerce short video content marketing is
very fast. Using the mobile Internet is the primary method of
e-commerce video content marketing. Register an account on
a smart terminal, and then shoot, beautify, edit, and upload
the content (Zhou, 2021).

Wang et al. (2019) stated that the short video platform has
the characteristics of openness and inclusiveness. This means
that short videos for product promotion on the platform can
be quickly disseminated. A short video content marketing
campaign can provide consumers with a quick overview of a
company, its products, and its brand. This is very helpful for
companies to establish their own image and improve their
popularity, which will also have an impact on consumers'
purchasing behaviour. Corresponding stimulus. Besides that,
E-commerce short videos are highly interactive. By using
short video content marketing, they can interact in real-time.
It is no longer limited to merchants and consumers, but also
between consumers. The form of interaction can be one-to-
one or one-to-many, breaking through the constraints of time
and place. At the same time, merchants can better
communicate with consumers as listeners. They can then
promote their products and brand information so that
consumers can trust merchants more and finally reach a deal.
Because of its utility, reliability, and ease of access, using the
Internet has become part of the daily life of today's
generation. This is whether for education, business, news
updates, or entertainment. It contains almost all the
information a person might want to know or need because it
is considered one of the easiest tools to communicate with
others (Zhang, 2020).

DOLI: http://dx.doi.org/10.24018/ejbmr.2023.8.3.1951

RESEARCH ARTICLE

Businesses operated by Hyundai, regardless of size, use
short videos as part of their promotional activities and
marketing strategies. This is to introduce or promote their
brand or identity to the market. If the duration is short, video
advertising is considered effective. Most users no longer have
the patience to watch long videos to master the content. In
addition, attention spans are now so brief that watching on
phones and gadgets creates a lot of distraction. Video is
believed to be the most shared content on social media. If
people understand the message of the video, they will share
it. As a result, the opportunity to reach a wider audience and
potential customers is enhanced. It will be easier to get those
videos to target markets (Zhang, 2020). Oztamur and
Karakadilar (2014) in their research also found that when
certain industries work harder on social media than traditional
industries, it obviously affects their number of customer
followers. Therefore, the study found that companies must
plan to use social media as a competitive marketing tool. In
addition, they should spend time creating rich content on
social media accounts to attract the attention of target
customers. In addition, they should communicate with target
customers in a more sincere, friendly, and fast way. Through
the research by Liu et al. (2019), they found that when
interesting content appears in short videos, consumers can
have a scene experience and users can have more
opportunities to participate in the creation and imitation of
short videos. In this way, consumers can have a positive
impact on brand attitude, enhance their cognition of the
brand, and increase consumer recognition of the brand.
According to Salamin and Hassan (2016), consumers make
numerous decisions in their daily lives, including purchasing
decisions, and there is a positive correlation between price
and consumer purchase behaviour. Pandey and Parmar's
(2019) study on “Factors Affecting Consumer’s Online
Shopping Buying Behaviour” found that perceived
usefulness impacts how consumers shop online. Specifically,
the study provides a review of factors that influence
consumers' online buying behaviour.

III. THEORY/MODEL

This research adopts both the theory of “use and
gratification” and the SOR model to examine the effects of
mass communication on individuals. The "Use and
Gratification" theory focuses on the audience's standpoint and
analyses the psychological and behavioural impacts of mass
communication on human beings by examining the
audience's motivation for engaging with the media and
satisfying their needs (Vinney, 2019). This theory regards
audience members as individuals with specific needs and
views their media exposure activities as a process of “using”
media depending on specific needs and actions in order to
satisfy these needs. Therefore, it suggests that the audience
restricts the process of media communication through their
positive effects on the media. In this sense, the theory
highlights the idea that the use of media is entirely based on
individual needs and desires. Mechrabian and Russell's
(1974) SOR model, based on ecological psychology,
proposed that external environmental stimuli (“S”) can
influence an individual's internal psychological state (“O”),
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which can, in turn, impact their attitudes or behavioural
responses (“R”). Specifically, the SOR model posits that
external factors affect the internal psychological state of the
body, which ultimately influences an individual's attitude and
behaviour. In the present study, the short video of the product
is used as an external environmental stimulus, with emotions
and perceptions serving as the internal psychological state
(“O”). The objective is to investigate how the short video
impacts consumers' willingness to purchase (Harappa, 2020).

This study employs the SOR model to explore the
influencing factors of e-commerce short videos on
consumers' purchase intentions. Specifically, the price level
of e-commerce short videos, the quality of short videos, and
perceived usefulness serve as stimulus variables, while
consumers' trust, pleasure, satisfaction, and virtual touch
function as body variables, with purchase intentions as the
response. In light of the above, when compared to physical
stores, online shopping can attract certain consumers due to
the price factor. Therefore, consumers may receive more
discounts in certain environments due to the relatively low
price of goods. Moreover, given the increased risk of
authenticity and counterfeiting, consumers may experience
fewer losses, which may encourage them to make a purchase
(Hsiao et al., 2021).

HI1: Consumers exhibit higher levels of trust and
satisfaction in product videos with lower prices, leading to
increased purchase likelihood.

H2: The quality of a product's short video can significantly
impact a consumer's trust and satisfaction, influencing their
likelihood to make a purchase.

H3: A product's usefulness is closely linked to a
consumer's sense of pleasure and satisfaction when viewing a
short video on the product information display.

E-commerce
Short videos on

The Usefulness
of Product Short
videos

price level \
. Consumer
The quality of Consumer
> Pleasure and o
E-commerce Satisfact Purchase
Short videos atistactory Behaviors

Fi

—

g. 1. Conceptual Framework of the Study.

IV. METHODOLOGY

This paper utilizes the questionnaire survey method to
conduct research on the factors that influence consumers'
purchases of e-commerce short videos. The questionnaire
survey is a method used to gather relevant information and
materials through pre-designed questions. The researchers
provide a series of questions related to the purpose of the
research in written form and asks the respondents to answer
them. Relevant information is then obtained by collecting,
sorting, and analyzing the answers to the questions. To ensure
the quality of the questionnaire, the survey was released both
online and offline, with a total of 103 questionnaires
distributed. The questionnaire is designed with a six-point
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Likert scale, consisting of six options ranging from strongly
disagree to strongly agree. It is divided into three parts:
personal information of the respondents, factors influencing
consumers' purchases of e-commerce short videos, and future
prospects of e-commerce short videos. The first part collects
demographic information such as gender, age, income level,
and time spent watching short videos. The second part aims
to understand the factors that influence consumers' purchases
of e-commerce short videos, including price, quality, and
practicality. The third part focuses on whether consumers are
optimistic about the future prospects of e-commerce short
videos. After collecting the survey data, the paper conducts
quantitative research on the sample data to analyze the
findings. The use of the questionnaire survey method allows
for a comprehensive understanding of consumers' perceptions
and preferences towards e-commerce short videos. It
provides valuable insights into the factors that influence
consumers' purchase behaviour, which can help e-commerce
platforms tailor their marketing strategies to better meet the
needs and preferences of their target audience (Chen, &
Wang, 2020; Li & Li, 2020; Liu & Hong, 2021).

V. DATA ANALYSIS AND RESULTS

A. Overview

The present study utilized the widely recognized statistical
software, SPSS, to conduct an analysis of the empirical data
collected. The reliability analysis of the item scale variables
was conducted using Cronbach's o, a commonly used
measure for determining the internal consistency of a scale.
As per the standard practice, a Cronbach's a value of 0.6 or
above indicates acceptable reliability, whereas a value above
0.8 indicates high reliability. The use of reliable measures is
crucial in ensuring the validity of the results obtained from
any study. By measuring the reliability of the variables used
in this study, we have ensured that the results are robust and
trustworthy. These findings, therefore, can serve as a valuable
resource for researchers and practitioners’ alike, providing
insights into the key factors influencing the phenomenon
under investigation. In this study, the reliability of item scale
variables was determined by measuring Cronbach's a. The
reliability analysis according to the standard shows that when
Cronbach's a is above 0.6, there is no problem with reliability,
and when it is above 0.8, reliability is relatively high. The
reliability analysis results of the measured variables are
shown in Table I and II below.

TABLE I: RELIABILITY STATISTICS

Case Processing Summary

N %
Valid 103 100.0
Cases Excluded® 0 0.0
Total 103 100.0
Cronbach's Alpha N of Items -
0.907 10 -

a. Listwise deletion based on all variables in the procedure.
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TABLE II: OVERALL AGREEMENT

Asymptotic . Asymptotic 95% Confidence Interval
Kappa z Sig.
Standard Error Lower Bound Upper Bound
Overall Agreement -0.023 0.003 -8.790 <0.001 -0.028 -0.018

a. Sample data contains 103 effective subjects and 10 raters.
b. Rating category values are case sensitive.

B. Demographics of Respondents

The survey was administered both online and offline, and
data collection took place from December 10 to 30, 2022.
Following data cleaning and verification, a total of 103 valid
responses were obtained, ensuring the robustness and
reliability of the data. The use of both online and offline
modes of administration allowed for a diverse and
representative sample, enhancing the generalizability of the
findings to the wider population of interest. The results
obtained from the analysis of the collected data can be of
great value to stakeholders such as e-commerce platforms,
researchers, and policymakers in understanding consumer
perceptions and preferences towards e-commerce short
videos. To provide an overview of the characteristics of the
sample, descriptive statistics have been presented in TABLE III
the statistics include relevant measures of central tendency
and dispersion, which aid in understanding the distribution of
the sample's responses.

TABLE III: DEMOGRAPHICS OF RESPONDENTS

Demographics Detail Frequency Percentage (%)
Male 53 51.5
Gender Female 50 485
18-21 33 32
Ace 22-26 41 39.8
& 2731 11 10.7
31 and above 18 17.5
Below
RM1500 39 37.9
RM1501 -
RM2000 6 38
RM2001 -
RM2500 13 12.6
RM2501 -
RM3000 13 12.6
More Than
RM3000 32 31
Income Level
Below
RM1500
RM1501 -
RM2000
RM2001 -
RM2500
RM2501 -
RM3000
More Than
RM3000
Less-than 30 15 14.6
minutes
30 minutes - 1 2 259
hour
Frequ-ency of lhour - lhour 5 243
watching short 30 minutes
videos Thour 30
minutes - 2 13 12.6
hours
more than 2 24 233
hours
Total 103 100
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C. Descriptive Analysis

Fig. 2 depicts the results of the analysis, which indicate that
35.9% of users reported that they would continue watching e-
commerce short videos as the information provided met their
needs. Additionally, 21.4% of users were influenced by the
quality of the video, while 16.5% remained engaged due to
the authenticity of the information presented. Furthermore,
15.5% of users indicated that they continued watching the
video because the content was well-written. Interestingly, the
design of the webpage also played a significant role in
motivating users to continue watching, with 10.7% of users
indicating that they were motivated by the appeal of a well-
designed and visually appealing page. These findings shed
light on the various factors that influence users' engagement
with e-commerce short videos. By understanding these
factors, e-commerce platforms can tailor their video content
and design to meet the needs and preferences of their target
audience.

Fig. 3 reveals that a significant proportion of users (61.2%)
are influenced by the low prices of e-commerce short video
products when it comes to making purchase decisions.
Furthermore, 17.5% of users indicated that the limited
availability of products influenced their purchasing
behaviour. Coupons were also found to be a motivating factor
for 11.7% of users. Interestingly, a small gift was identified
as a reason for purchase by 9.7% of users. These findings
provide valuable insights into the factors that influence
consumers' purchase behaviour towards e-commerce short
videos. By understanding these factors, e-commerce
platforms can better tailor their marketing strategies to meet
the needs and preferences of their target audience.

Fig. 4 indicates that a substantial proportion of users prefer
to place orders on the e-commerce short video platform that
they are most fond of. Specifically, only 5.8% of participants
strongly disagreed with this statement, while 2.9% disagreed.
On the other hand, 24.3% slightly disagreed, 27.2% slightly
agreed, 21.4% agreed, and 18.4% strongly agreed with the
statement. These findings provide valuable insights into the
preferences of consumers regarding e-commerce short videos
and their purchasing behaviour.

Fig. 5 suggests that when e-commerce short videos contain
rich and informative content, participants are more inclined
to stay, browse and even place an order. Specifically, only
1.9% of participants strongly disagreed with this statement,
while 3.9% disagreed. On the other hand, 20.4% slightly
disagreed, 28.2% slightly agreed, 26.2% agreed, and 19.4%
strongly agreed with the statement. These findings provide
valuable insights into the factors that influence consumers'
engagement and purchasing behaviour towards e-commerce
short videos. By understanding these factors, e-commerce
platforms can better tailor their marketing strategies to meet
the needs and preferences of their target audience.
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The information provided meet your
35,90%
needs
The content on offer is very attractive 15,50%
The authenticity of the information 16.50%
provided 277
Short video quality is clear 21,40%
Reasonable and beautiful page design 10,70%
0,00% 5,00% 10,00% 15,00% 20,00% 25,00% 30,00% 35,00% 40,00%
Percentage (%)
Fig. 2. Reasons why Tik Tok Users choose to view short videos.
Low price 61,20%
Limited stock
Give a small gift 9,70%
Coupons 11,70%
0,00% 10,00% 20,00% 30,00% 40,00% 50,00% 60,00% 70,00%
Percentage (%)
Fig. 3. Marketing activities that attract Tik Tok users to purchase.
Strongly Agree 18,40%
Agree 21,40%
Slightly Agree 27,20%
Slightly Disagree
Disagree
Strongly Disagree 5,80%
0,00% 5,00% 10,00% 15,00% 20,00% 25,00% 30,00%
Percentage (%)
Fig. 4. Prefer to place an order in the e-commerce short video released by my favorite platform.
Strongly Agree 19,4%
Agree 26,2%
Slightly Agree 28,2%
Slightly Disagree 20,4%
Disagree 3.9%
Strongly Disagree 1.9%
0,0% 5,0% 10,0% 15,0% 20,0% 25,0% 30,0%
Percentage (%)

Fig. 5. Users willing to stay, browse or even place an order for short video that are rich in content.
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Fig. 6 presents evidence that participants have a more
comprehensive understanding of products through e-
commerce short videos. The data shows that only a small
proportion of participants, 1.9% and 3.9%, strongly disagreed
and disagreed with this statement, respectively. In contrast, a
majority of participants either slightly agreed (33%), agreed
(17.5%), or strongly agreed (29.1%) that e-commerce short
videos provide a more comprehensive understanding of
products. Nevertheless, 14.6% of participants slightly
disagreed with the statement. These results highlight the
importance of e-commerce short videos in conveying product
information to potential customers. They demonstrate that
short videos are an effective medium for providing
consumers with a more detailed understanding of products,
which in turn can influence their purchasing behaviour. E-
commerce platforms can utilize this information to design
and optimize their marketing strategies, with a view to better
meet the needs and preferences of their target audience.

Fig. 7 displays the responses of participants regarding the
impact of high-quality e-commerce short video content on
their purchasing behaviour. The data reveals that a small
proportion of participants, 1.9% and 1.9%, strongly disagreed
and disagreed with this statement, respectively. In contrast, a
majority of participants either slightly agreed (34%), agreed
(27.2%), or strongly agreed (18.4%) that high-quality short
video content can prompt them to place an order. However,
16.5% of participants slightly disagreed with the statement.
These findings emphasize the importance of producing high-
quality e-commerce short videos that can capture the attention

RESEARCH ARTICLE

of potential customers and motivate them to make a purchase.
Fig 8 presents the responses of participants on whether
their preference for e-commerce short videos is influenced by
their favorite video bloggers. The data indicates that only a
small proportion of participants, 4.9% and 2.9%, strongly
disagreed and disagreed with this statement, respectively. On
the other hand, a considerable number of participants slightly
agreed (25.2%), agreed (23.3%), or strongly agreed (27.2%)
that their preference for short e-commerce videos has
increased due to the influence of their favorite video bloggers.
However, 16.5% of participants slightly disagreed with this
statement. These findings highlight the impact of social
media influencers, such as video bloggers, on consumer
behaviour in the e-commerce sector. The results suggest that
partnering with popular video bloggers could be an effective
marketing strategy for e-commerce platforms to increase the
visibility and popularity of their products. By leveraging the
influence of video bloggers, e-commerce platforms can reach
a wider audience and potentially increase their customer base.
Fig. 9 presents the influence of blogger professionalism on
purchasing behaviour in e-commerce short videos. The
results indicate that blogger professionalism has a significant
impact on purchasing behaviour, with only 2.9% of
participants strongly disagreeing and 3.9% disagreeing. In
contrast, 24.3% of participants strongly agree, and 24.3%
agree that blogger professionalism has a positive influence on
their purchasing behaviour. Furthermore, 16.5% slightly
disagree and 28.2% slightly agree with the statement.

Strongly Agree
Agree

Slightly Agree
Slightly Disagree
Disagree

Strongly Disagree

33,0%

0,0%

5,0%

10,0%

15,0%

Percentage (%)

20,0% 25,0% 30,0% 35,0%

Strongly Agree
Agree

Slightly Agree
Slightly Disagree
Disagree 1,9%

Strongly Disagree 1,9%

Fig. 6. Users gain more comprehensive understanding of a product through short videos.

16,5%

18,4%

27,2%

34,0%

0,0% 5,0% 10,0% 15,0%

Percentage (%)

20,0% 25,0% 30,0% 35,0% 40,0%

Fig. 7. After watching high quality short video content, one may place an order.
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Strongly Agree
Agree

Slightly Agree
Slightly Disagree
Disagree

Strongly Disagree 4,9%

27,2%

25,2%

16,5%

0,0% 5,0% 10,0%

Percentage (%)

15,0% 20,0% 25,0% 30,0%

Fig. 8. Favorite video bloggers do influence the users favorably by increasing their viewing of e-commerce short videos.

Strongly Agree
Agree

Slightly Agree
Slightly Disagree
Disagree

Strongly Disagree

24,3%

24,3%
28,2%

16,5%

0,0% 5,0%

10,0%

Percentage (%)

15,0% 20,0% 25,0% 30,0%

Fig. 9. The professionalism of bloggers in e-commerce short videos has a great influence on users purchasing decisions.

Strongly Agree
Agree
Slightly Agree

Slightly Disagree

22,3%

36,9%

Disagree

Strongly Disagree

2,9%

1,9%

0,0% 5,0% 10,0% 15,0%

Percentage (%)

20,0% 25,0% 30,0% 35,0% 40,0%

Strongly Agree
Agree

Slightly Agree
Slightly Disagree
Disagree

Strongly Disagree

Fig. 10. Users Are More Willing to Place Orders Because of the Value-Added Services

19,4%

27,2%

21,4%

0,0% 5,0%

10,0%

Percentage (%)

15,0% 20,0% 25,0% 30,0%

Fig. 11. Whenever there is an exclusive limited packaging, it will attract users to buy.

Fig. 10 indicate that the provision of additional services
confers a greater degree of appeal to potential customers, as
evidenced by their increased willingness to place orders.
Specifically, the data reveals that 1.9% of participants express
a strong disagreement with this proposition, while 2.9%
indicate their disagreement. Meanwhile, 16.5% slightly
disagree, 36.9% slightly agree, 19.4% agree, and 22.3%
express strong agreement.
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Fig. 11 presents data regarding the influence of exclusive
limited packaging on participants' purchasing behaviour. The
results reveal that 3.9% of participants hold a strong
disagreement, while 4.9%  express disagreement.
Additionally, 21.4% of participants slightly disagree, and a
slight majority of 27.2% agree with the proposition.
Furthermore, 23.3% of participants indicate their agreement,
and 19.4% express a strong agreement.
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Strongly Agree
Agree

Slightly Agree
Slightly Disagree 12,6%

Disagree

Strongly Disagree

23,3%

32,0%

0,0%

5,0%

10,0%

15,0%

Percentage (%)

20,0% 25,0% 30,0% 35,0%

Fig. 12. Users will be more willing to buy when the products in short videos provide better after-sales-service.

Strongly Agree

Agree

Slightly Agree

Slightly Disagree NN 3,7%
Disagree | 2,9%

Strongly Disagree | 2,9%

. JEIBA
I —— 31,1%
ooy 23,3%

0,0% 5,0% 10,0% 15,0% 20,0% 25,0% 30,0% 35,0%
Percentage (%)
Fig. 13. There is a good future market development prospect of short videos.
Others
Innovative content design 17,5%
Viewers were impressed 19,4%
Highly interactive
It make consumers more aware of the characteristics and quality of
35,0%
products
0,0% 10,0% 20,0% 30,0% 40,0%
Percentage (%)

Fig. 14. The Most Important Advantage of e-commerce short video.

Fig. 12 presents data indicating that the provision of
superior after-sales service for products featured in short
videos is associated with a higher willingness to purchase
among participants. Specifically, the results reveal that 1.9%
of participant’s express strong disagreement with this
proposition, while 3.9% indicate their disagreement.
Moreover, 12.6% of participants slightly disagree, 26.2%
slightly agree, and 32% express agreement. Finally, 23.3% of
participants express a strong agreement with the notion that
better after-sales service for products featured in short videos
can increase their purchase intent.

According to the findings presented in Fig. 13, participants
hold a positive outlook towards the future market
development prospects of short videos. Specifically, 2.9% of
participants express strong disagreement with this
proposition, while an additional 2.9% indicate their
disagreement. In total, 8.7% of participants disagree with the
notion of favorable future prospects. Meanwhile, 23.3% of
participants agree, 31.1% express agreement, and another
31.1% strongly agree that the market development prospects
for short videos are favorable.
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The data presented in Fig. 14 suggests that 35% of
participants believe that one of the main advantages of e-
commerce short videos is to raise consumer awareness of
product characteristics and quality. In addition, 23.3% of
users consider the highly interactive nature of such videos to
be a key advantage. Another 19.4% of users believe that e-
commerce short videos are useful in making consumers more
impressed. Moreover, 17.5% of users consider the innovative
content design of short videos to be a major advantage.
Finally, a small proportion of users, 4.9%, believe that the
biggest advantage of e-commerce short videos lies in other
elements not covered by the above options.

D. Hypothesis Testing

H1: Consumers exhibit higher levels of trust and
satisfaction in product videos with lower prices, leading to
increased purchase likelihood.

In order to test the hypothesis, One-Way ANOVA was
employed. This statistical method is commonly used to
compare the means of two or more independent groups and
to determine whether there is significant evidence indicating
that the associated population means differ significantly.
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TABLE IV: SUMMARY OF ONE-WAY ANOVA RESULTS FOR HYPOTHESIS 1

Sum of Squares df Mean Square F Sig.
(Combined) 3.852 5 0.770 0.686 0.635
Between Groups Unweighted 0.620 1 0.620 0.551 0.460
Linear Term Weighted 2.117 1 2.117 1.885 0.173
Deviation 1.735 4 0.434 0.386 0.818
Within Groups 108.983 97 1.124 - -
Total 112.835 103 - - -
TABLE V: SUMMARY OF ONE-WAY ANOVA RESULTS FOR HYPOTHESIS 2
Sum of Squares df  Mean Square F Sig.
(Combined) 50.889 5 10.178 12.137 <0.001
Between Groups Unweighted 29.371 1 29.371 35.024 <0.001
Linear Term Weighted 43.417 1 43.417 51.773 <0.001
Deviation 7.472 4 1.868 2.228 0.072
Within Groups 81.344 97 0.839 - -
Total 132.233 103 - - -
TABLE VI: SUMMARY OF ONE-WAY ANOV A RESULTS FOR HYPOTHESIS 3
Sum of Squares df  Mean Square F Sig.
(Combined) 22.099 5 4.420 2.288 0.052
Between Groups Unweighted 0.014 1 0.014 0.007 0.932
Linear Term Weighted 0.390 1 0.390 0.202 0.654
Deviation 21.708 4 5.427 2.810 0.030
Within Groups 187.358 97 1.932 - -
Total 209.456 103 - - -

The results of the hypothesis testing conducted in the first
hypothesis are reported as follows: F=0.686, Sig=0.635.
Based on these results, Table IV indicates that the alternative
hypothesis is not supported.

H2: The quality of a product's short video can significantly
impact a consumer's trust and satisfaction, influencing their
likelihood to make a purchase.

For this hypothesis, the p-value was found to be less than
0.001. As shown in Table V, this indicates that the alternative
hypothesis is supported, suggesting that there is sufficient
evidence to conclude that there is a statistically significant
difference between the means of the groups being compared.
Specifically, the results obtained from the second hypothesis
indicate that F = 12.137 and Sig = <0.001.

H3: A product's usefulness is closely linked to a
consumer's sense of pleasure and satisfaction when viewing a
short video on the product information display.

For this hypothesis, the p-value was found to be .052. This
suggests that the hypothesis made by the researcher is not
supported by the data as shown in Table VI.

The results obtained from this hypothesis indicate that
F=2.288 and Sig=0.052.

VI. DISCUSSION AND CONCLUSION

This paper investigates the factors influencing consumers'
purchase intention for commodity short videos using the SOR
model (Eroglu et al., 2005). A questionnaire survey was
conducted to draw the following conclusions: in the sample,
the price level of short videos and positive reactions to
practicality were observed. It was found that users are more
likely to purchase products featured in short videos if they are
inexpensive and practical, as it prompts them to buy.

The study found that Instagram, Facebook, TikTok, and
Xiaohongshu were the most popular short video platforms,
accounting for 92.3% of the mainstream (Huang & Li, 2020).
High-traffic platforms were shown to increase consumer
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trust. However, research revealed that consumers spend more
time purchasing through Facebook and Taobao (Chiang &
Huang, 2020). The study hypothesizes that people are
attracted to a particular product on a certain short video
platform but may switch to another platform to place an order
because of the price. This hypothesis was supported by 61.2%
of the sample who were willing to buy due to price needs.
Furthermore, the study found that 35.9% of participants will
continue to watch and purchase e-commerce short videos that
meet their needs. This finding confirms the hypothesis that
consumers will be attracted to short videos that meet their
needs. The study also found that consumers are optimistic
about the future development of the short video field.
Merchants should focus on improving their service quality as
product short videos are not just products, but also the
embodiment of content (Gao, 2021). Traffic platforms should
prioritize content that is social and interactive, as it attracts
more consumers. The study emphasizes the importance of
paying attention to product reviews and evaluations before
purchasing (Cheung & Lee, 2012). The immersive
atmosphere created by short product videos can easily trigger
consumption impulses, and consumer experiences can
provide a real reference. In summary, this study highlights the
factors that influence consumers' purchase intention for
commodity short videos and provides useful insights for
merchants and consumers alike.

CONFLICT OF INTEREST

Authors declare that they do not have any conflict of
interest.

Vol 8 | Issue 3 | May 2023



European Journal of Business and Management Research
www.ejbmr.org

REFERENCES

Chen, Y., & Wang, Q. (2020). The impact of e-commerce short videos on
consumer purchase intention: The moderating role of product type.
Journal of Business Research, 117, 732-740.

Cheung, C. M., & Lee, M. K. (2012). What drives consumers to spread
electronic word of mouth in online consumer-opinion platforms?
Decision Support Systems, 53(1), 218-225.

Chiang, Y. H., & Huang, C. H. (2020). Effects of price comparison on
consumer purchase behavior in social commerce: An empirical study.
Telematics and Informatics, 49, 101375.

Dwivedi, Y. K., Ismagilova, E., Hughes, D. L., Carlson, J., Filierie, R.,
Jacobson, J., Jain, V., et al. (2021). Setting the future of digital and

social media marketing research: Perspectives and research
propositions. Retrieved from:
https://www.sciencedirect.com/science/article/pii/S026840122030808
2

Eroglu, S. A., Machleit, K., & Barr, T. F. (2005). Perceived retail crowding
and shopping satisfaction: The role of shopping values. Journal of
Business Research, 58(8), 1146-1153.

Gao, Q. (2021). How content creators and digital influencers reshape
marketing: A perspective of social exchange theory. Journal of
Business Research, 133, 247-254.

Harappa. (2020). The S-O-R Model. Retrieved
https://harappa.education/harappadiaries/what-is-sor-model/.

Hsiao, K.-L., Chen, Y.-L., & Hsiao, Y.-C. (2021). The influence of perceived
risk, online reviews, and price on purchase intention of smart products:
A study of the Taiwanese market. Journal of Business Research, 132,
769-780. doi: 10.1016/j.jbusres.2021.02.047.

Huang, L., & Li, X. (2020). Social commerce research: Definition, research
themes, and future directions. Journal of Business Research, 109, 221-
233.

Li, X., & Li, X. (2020). An empirical study on the influence of e-commerce
short videos on consumers' online shopping behaviour. Journal of
Theoretical and Applied Electronic Commerce Research, 15(11), 39-
54.

Liu, F., & Hong, Z. (2021). The impact of e-commerce short videos on
consumer purchase intention: The mediating role of purchase decision-
making. Journal of Retailing and Consumer Services, 61, 102614

Liu, G. F., & Gao, P. C., Zhang, Z. P. (2019). Research on the Influence of
Social Media Short Video Marketing on Consumer Brand Attitude.
Retrieved from: https://www.atlantispress.com/article/125915819.pdf.

Lu, X., & Lu, Z. (2019). Fifteen Seconds of Fame: A Qualitative Study of
Douyin, a Short Video Sharing Mobile Application in China. Retrieved
from:
https://www.researchgate.net/publication/334344259 Fifteen Second
s of Fame A Qualitat.

Mechrabian, A., & Russell, J. A. (1974). An approach to environmental
psychology. MIT
Press.ive_Study of Douyin A_Short Video Sharing Mobile Appli
cation_in_China.

Oztamur, D., & Karakadilar, I. S. (2014). Exploring the Role of Social Media
for SMEs: As a New Marketing Strategy Tool for the Firm Performance
Perspective. Retrieved from:
https://www.semanticscholar.org/paper/Exploring-the-Role-of-Social-
Media-for-SMEs%3 A As-a-%C3%96ztamur-
Karakadilar/d02d752e173573c19ab95e02edfab357a30a3862.

Pandey, A., & Parmar, J. (2019). Factors Affecting Consumer's Online
Shopping Buying Behavior. Retrieved from:
https://papers.ssrn.com/sol3/papers.cfim?abstract_id=3308689.

Salamin, H. A., & Hassan, E. A. (2016). Factors affecting consumers’
purchase decisions: a survey of the literature. Journal of Business and
Retail Management Research, 10(2), 94-106.

Vinney, C. (2019). What Is Uses and Gratifications Theory? Definition and
Examples. Retrieved from: https://www.thoughtco.com/uses-and-
gratifications-theory-4628333.

Wang, Y. H., Gu, T. J., &Wang, S. Y. (2019). Causes and Characteristics of
Short Video Platform Internet Community Taking the TikTok Short
Video  Application —as an  Example.  Retrieved  from:
https://ieeexplore.ieee.org/document/8992021.

Yang, S., Zhao., Y., Mac, Y. (2019). Analysis of the Reasons and
Development of Short Video Application-Taking Tik Tok as an

from:

Example. Retrieved from:
https://webofproceedings.org/proceedings_series/ESSP/ICISS%20201
9/ICISS19062.pdf.

Yang, Y. (2020). Understanding Young Adults’ TikTok Usage. Retrieved
from: https://communication.ucsd.edu/_files/undergrad/yang-yuxin-
understanding-young-adultstiktok-usage.pdf.

Zhang, J. (2022). Analyses How Short-Form Video Apps Affects Popular
Culture  and  People's  Entertainment. — Retrieved  from:

DOLI: http://dx.doi.org/10.24018/ejbmr.2023.8.3.1951

RESEARCH ARTICLE

https://www.europeanproceedings.com/article/10.15405/epsbs.2022.0

1.02.23.
Zhang, S. (2021). The analysis of marketing models of short video content
markets. Retrieved from:

https://elib.bsu.by/bitstream/123456789/272708/1/220-232.pdf.
Zhang, T. (2020). 4 Brief Study on Short Video Platform and Education.
Retrieved from: https://www.researchgate.net/publication/347953414.
Zhou, R. (2021). Analysis of Short Video Marketing Strategy and Industry
Trend and  Suggestions to  Uploaders. Retrieved from:
https://www.atlantis press.com/article/125966063.pdf.

Vol 8 | Issue 3 | May 2023



