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Abstract

With the rapid development of Internet technology, short video marketing has become an emerg-
ing online marketing model due to its concise and vivid characteristics. For enterprises, short
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video marketing has become an indispensable promotional tool to attract target audiences through
lively and interesting videos, thereby enhancing brand awareness. This study aims to explore the
impact mechanism of short food-related videos on consumers’ purchase intention. Based on the
theory of perceived value, this paper proposes four variables: visual cues, emotional resonance,
creative activities, and professional competence. Perceived pleasure and perceived usefulness are
proposed as mediating variables to establish a model for empirical analysis. The research indicates
that visual cues, emotional resonance, creative interaction, and professional competence of
food-related short videos significantly positively influence consumers’ purchase intention. Moreover,
the mediating effects of perceived pleasure and perceived usefulness between the content fea-
tures of food-related short videos and consumers’ purchase intention are significant. Finally, poli-
cy recommendations are provided to offer reference value for food-related short video marketing.
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1. 518

FEASHFIAR, BB A S BRI UL RE T ALK e, AL 22 O 7 AT H % A id AV e]
DKy MR8 2 AR, IWBRREIE, MCRAWG S M), #NARA. HrhEa
AT e e W, JCHAEAERR, REREIIRFRBCRA R AT S, 51007 —Beafi il s Se & 3¢
IR . SE R AU LA DA S AL e R n 77 3, RS AR R L WAk, WA RERSAE R IR
MR A CEE, BOR TR K. SR, REIFEMIABOR — MR KT, ISR
RN KBRS R, T HRBY TR, R0 9% 10 AT 9 AN Sk 5

UTEER, A3 ORI B RS B WU, DO REAILIUE B 2 08 8 (K S B e AR5 e
THIGA S8 R 6 115 2R BUPR 28RE An T S0 V8 2 2 X A SR RS AT TR TL, 0 #r 1 R bR A
RPN EBAMIAMIRIZR, RN IT AR 5N e AR — R 138, FRIESEIH 235 A 20k 23 A K
SRS IR A BT E R, DR SR TN “A A SR AT FE M BB [1] . 5 A TH IR DG FE AL P 28 B Y
Wi, AR AL GURE B, JEALAA 8 B 10 5 N BB, B AN R 9 A S, LR
AMEACE i, R ETERE SRR 2] R =R, AU E T IR 32 213 I ORUE, 1R
SE AR HEILECYE . BRIRYE. MR H A=A, WU ELIX = AR RE RS T B I SR R B
F I AE 3]

SRR P 2R AR B 3 W S SR M BT 7E o X 308 3o X e S AL ) P AR A HEAT T AT
S th A AU A B IO R B I S S DL R DY AN AR, 5N RS e AR kN A 7
NN ARERBATHITL[4]; VLR S XIS EAIEAT I T, FIRESR AT (E . GRS =
ANMRFIEAS &, 25 SRR SEAON VY B i SR e AR IR 1A O RS [5] o AERELAILAIURF AR 0 V4 2 3 1 SE e
MIBE TR, K2 B TR CT & LUK JEALI A 75 S I 7T [6]. A% Tk, RETROnMER®, 4
XS R R AL, PRITSK A RAEAN AL, LA S R, X 9 W SK e e s
HLHI[7] [8].
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2.1.1. SOR #&&!

SOR A5 R &l FH - AR A AR T Xt S 5 R0 A AT D9 S B R BV AR R, = B ey =S # 202 At I3k
B LA B SOR FERSIA AN 1Y) Jse 2 i AR FH I BRI DAL ZR BT g 1) o RIS AR T USR5
R R, MURE BRSNS R IR, RARMEAAR L RS DS EMERSE.
S RN T4 B BRI AEAT UL RR, AR SCIR AT 9 W SRR S o SR AE AR SRR
BRI R IR S 45 A . SOR MLRLAT Bl MR AAE G SC ok T5 T IKAT 9, e B SR (1 ) e 4
2 M PR FEAIR 9]

2.1.2. BREMEIRIS

SRENANE B 2 T B AT A b () — AP B HESE, SO T i B IR S5 B I AN A
FA BRI T 72 i B IR S5 PR SR A AR G e 5 i FE ) S R 5 o R B B VS DA DT 2 T v T 3K
B 225 RN B S 1) 72 EE IR S R R AF S E O ECE TR 2 MR A = S B S5 BT R A A
5B ORISR SRR, 2T R AT RE S B I S 7= S iR 55 o T8 I B AR
AMAXT T 7= S AR SS IV, A BT A B f b 2V SR B0 R SR, AT B A B4R T EOIR 5% 1) T S
#1[10] [11] .
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AP AU 26 S 458 F S R s M R . 2R RISE I, e B Sk fR T B R 4 4
FIATF A R, FEARSE _E RIS AR, LW AR I8 ek 4t Jek 52 21 36 B 1115 N F & 77 . Chonpracha 5[12]
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FEE I BRI NS R4R 8 B R L B R MRS U Sl SR e R IBCR, AR A
17 R NS A IR G B A 1 SOV AR 55 i R [R] PR I RO 4, BT RIS AN g AL RS . Costa 45[15]
SXof R ) 4l [ i o (R R A B AT I 7T, R IR PR R SO R HBOE NAC Al mPFC, i A= A% 1)
TT EA RRT A B bR 31 18] 1545 ) 39 9 25 % NAC M mPFC I 123 53] 548 547 5 A0 DB ¢, T A9 4= 4%
BN S HE TS MR BEAR 2. Shin Z5[16]1IA N P A= fh 22 (B IE A7 AE 56 15 I A FO R 5 o J8 F I IR TS
AT AR PE 5= i 0 Bl b R ISR, AT A5 7 ot L S BRG] T RER SR A R R AT AL
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Figure 1. Research model diagram
E 1 RREE

3. Wt
3.1 &R

T7F 52 LAV 5 7] 25 1) T 2R 1 25 5 & SR WA P 25 R AE ) 9 2l M S IR e, R A6 GO TE
HEMEAIT 66 LB RBRERINT. WNERITSE T SR AaRER, NEFEAHR. N,
TR BRI E 2 AR T 1~5 REMEUE. 7F 2024 4 1~3 Ai@id & LR T G R 10348 50
N5 BB, B EEAE BRI, 2 MR . IE I Bl E . T RE T DA
SKAAT IR BT . R SRR B ) 288 4y, AR TCALIA A 26 1y, FIARA K 262 4y, [HIERIA R
R 90.972%.

3.2. 1a)ER

W 50K R MR B I 2 T e L B 3R AT M B A5 TE, B R EAER, 45 R
R WEEBILENS  BIREES . TARES . BRI A DR SR KRR . Bk SPSS # Xt
N ERATERUER Y, W R % 1R, &AM Cronbach’s a > 0.7, {SEAH, RN A&7
B R R B R AR, B R .

Table 1. Questionnaire structure

1 EEENR

AR W I Cronbach’s a
1) FEEZJEANE EEW . . WS ERER
WL % 2) FEEBEIMGLIZHEY, BTN SER 0.855

3) FEIFAI R FEB AL R RENS 51 E IR Y%
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1) SRERIEAUIR B 55 R aE s LE 3 A 1 I R

TG 2) RPN T EUE R E RIS H ORI A A ORIk 0.869
3) FREFRFMMBHIHRIT RS ERRBE SN =1 EE
1) EEREMIABAE, 1ER7EEES 5 EF R

AR HL) 2) EERFA G A R 5 R 0.860
3) REJEAIA By, RS AR
1) FEEFHFIR I 10T LK HE LR TR P 257 A5 AT

vhg 2) FEARS B a5 SR B b A e LR R ET R IR %) 0.859
3) FEALM F 2 B B VI R LB B i R AN 22 2 i T
1) WA F BB B W B A A

EH a1 2) FREIFFASH B AR R T BRI 76 0.859
3) A SIEALRE LI fr VAN e 45 B 52 R R e Do ik
1) SRR SRFEAUM PN 7 BE48 T AR (156 B RIS U

A H 2) FEAU (45 BN Tl I E IR AR s RN BT P 0.861
3) FKEFFIIMIN AT X BE L BT
1) WERBEIFEMIG, AT R B R R s

aPSv 2) KRR R LRIEREAAZER A =W 0.848
3) AT RFEAL b ) HETE BEPF U AE 8 50 T I SE T
it 0.978

3.3 [EEMBERLE

I AMOS A HEAT I 7Y BRI AR50, it 45 R U~ 3% 2 B, 2Mdf = 4.172 < 5,CF1 = 0.92 > 0.9,
IFI =0.927>0.9, TLI=0.909 >0.9, K& KHlE R IF.

iaH SPSS X% B R FATE RS, R AT % 3 Fian, oI LUR I 263 | 15 iEatng |
QIR EZ). TAAE . ERAa N ERATE SRR TR AN I e B R R KT 0.900, 6 ) A5
B IME B RAF, AT LABEAT B FL 20 AT .

SR JEIZAE BT A U RS, W] LRI AR B R e B OK T 0.500, 1 BH AN AR Al
JE IR H BAT B AR M . RN & ANGERE Y AVE YK T 0.5, 1 CR ¥R T 0.8, 1t A3 250 2 BHAR 1) .

Table 2. Overall fitting coefficients (structural validity)
= 2. BHERARR(GHYE)

xPldf RMSEA GFI AGFI CFI IFI TLI

4172 0.110 0.670 0.549 0.927 0.927 0.909
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Table 3. Reliability and validity test table
=3 EHERERE

S ﬂﬂﬂlzéizlﬁf;i 1!%@5{3@ L | MR T35 _
MBREET  HIbREETS U R Ik ol Eff Estimate AVE CR
HIE %= HIME B4
MuLEE 1 78.4771 407.461 0.903 0.924 0.976 0.957
MFELEZ 2 78.4466 414.984 0.746 0.592 0.978 0.708 0.6524 0.8467
MHELkZ 3 78.3893  412.614 0.789 0.654 0.977 0.735
NS 1 78.4847  407.009 0.919 0.951 0.976 0.970
THRIERS 2 785344 413.307 0.756 0.621 0.978 0.722 0.6784 0.8614
fEEKILNY 3 78.4847  407.561 0.809 0.690 0.977 0.757
IR HEE)1 785458  407.958 0.911 0.943 0.976 0.963
fImHEZ2 785076  412.105 0.787 0.648 0.977 0.749 0.667 0.8551
BIEHZ3  78.4275 413.150 0.764 0.620 0.978 0.716
bt/ 1 78.4618  406.433 0.933 0.966 0.976 0.982
EAvRE 12 783893  412.438 0.779 0.635 0.978 0.734 0.6672 0.8545
LAVRESI 3 78.4580 412525 0.754 0.633 0.978 0.706
AL 1 78.4924  407.868 0.924 0.953 0.976 0.974
Byt 2 78.5153 416.588 0.742 0.581 0.978 0.704 0.6679 0.8552
ROt 3 78.4504 412.080 0.794 0.666 0.977 0.748
BEIEH 1 78.4847  407.676 0.917 0.945 0.976 0.967
BEATH 2 784962 414550 0.773 0.634 0.978 0.731 0.6636 0.853
BEIfHH 3 78.3855 410.904 0.781 0.643 0.978 0.722
WL 1 78.4466  406.846 0.923 0.957 0.976 0.977
WSERIE 2 784885  415.439 0.717 0.550 0.978 0.670 0.6363 0.836
WERIE3 784962 412121 0.762 0.638 0.978 0.711

3.4. iR MgH a4

IEF SPSS KXt IX e E AT ME T, HNEE 4 "5, ML R. BRI, )EHESPLA
b GE 77 U2 & 5o B e e AR G AR B A BB R IERI SR, i PN 6 198 9 38 0 S = R A
BEBWIERRR, WEEIHET LA BENA X T 98 P L WA BB ER R R,
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Table 4. Correlation analysis table

F 4 EXMDRE

ML R TR LN QEEE) Elrhe Sy Baatl  EEAH

=
H
g

ML ER 1

T Ly 0.866™ 1

Al HEh 0.880™ 0.885™ 1

ke 0.882™ 0.889™ 0.885™ 1

A 0.873” 0.883™ 0.883™ 0.888™ 1

JFNA H 0.880™ 0.882™ 0.882™ 0.885™ 0.886™ 1

T ST S 0.873™ 0.867" 0.856™ 0.855™ 0.868™ 0.870™ 1

e LN TR RIERIRTE 1%, 5%, 100K BRI EEM. FRE.

35 RNAMRALE

3.5.1. HIEMREKRE

T JeIE A SPSS X 35 £ A A A 25 REAE X VA 2 W S s R B e A EAT 0 A B AR B, S5 SRR R
5 f7n, ATCAR I LE 2R R IENY | R H Bl Ll ag 7300t 9 3 1 S = Rk B 1 IE AR A
AL L R AN B LB S o R 2, FTBL Hlc. H2c. H3c. Héc REEHRRAL . 7ER K 35 £ 30 UM
P B RFAE T T B AN e I ARE R, R 25 SR NS 5 B, MR R, EESES, QIR ES). TkEe I
S IREN AT B IE/ER, BTbA Hla. H2a. H3a. Hda [RE#RL. ERIZE BN BRFER T
AN RN, FTRURIL, PR ER . BRI GIR EE). Tolae )[Rl s e R B3
FIIEAER, FTCL Hib. H2b. H3b. H4b % ER AL .

Table 5. Direct effect test table
%< 5. HIEMEmIR

TH 7 K A KA H
PrAfEL R B t PRttt R 3L t PrAfEL R 2L :
Beta Beta Beta
2R 0.354 5.494™ 0.201 3.458™ 0.253 4371
fiy IR 0.292 4.376™ 0.251 4,157 0.245 4,071
(e b=9LEs) 0.162 2.385" 0.238 3.87™ 0.227 3.715™
34y 0.139 2.012" 0.278 4.446™ 0.243 3.912
R? 0.82 0.853 0.855
TG R 0.818 0.851 0.852
F 293.329™* 374.278" 377.796"
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3.5.2. PAWNEKRLE

K SPSS H. Process i Hidis 47 A A RN A 36, K Bootstrap #3632, N T AE T8, B AR EA
BEIRTAEAFEERS, MELR. B, R ED) . TAEEID R Xiv Xov X Xa RAVH,
A R R AR LS R A My Mo SkRARUE, B EVE o SE R B Y SRRE, e
RN E 6 fim. WNEFATLIEH, &M EEF, Bootstrap 95%[1) B A5 X M #AMHE 0, B MM &
=, [FIBR RN RN, YRR R R A RN A . BT DA BRI IR R R R I B
O B B LA L BE T AR B 0 A IR, TR BT B2 R B o R A IR, BT HT7a.
H7b BB HR AL

Table 6. Intermediate effect test table

6. PAMNKLE R

Az #2008  Boot kRifi% Boot Cl FFR Boot CI LR ELHEUN BSYi AR
X1—>M1—Y 0.2647 0.0558 0.1570 0.3765 0.3589™" 0.8896™" HAy A
X1—Ma2—Y 0.2660 0.0593 0.1470 0.3794 0.3589" 0.8896™ A i
Xa—M1—Y 0.2590 0.0523 0.1542 0.3598 0.2926™" 0.8312"" HAy A
Xz—Ma—Y 0.2796 0.0590 0.1566 0.3894 0.2926™ 0.8312" A i
Xs—M1—Y 0.2953 0.0535 0.1919 0.4009 0.2447*" 0.8558"" HAy A
X3—Ma—Y 0.3159 0.0604 0.1961 0.4331 0.2447 0.8558" A i
X4—M1—Y 0.3030 0.0572 0.1890 0.4199 0.2168™ 0.8462" il P
Xa—M2—Y 0.3264 0.0563 0.2140 0.4351 0.2168" 0.8462" A i

4. MREGRE TR

3 PR 5% B AT ALK A AR AR T S W AT e, R BLSE BRI L R R 1
IS | GUR ELB) LU ML RE 20 B I K e R BB 25 A IR AR A, TR e i S A
FEE I RN 2 o BT DA EAT S B RSE A HE) I R, EREEALSE ERIRS] . AR
BEVURE. R 25 AR b e RS st . w] DU i § 4 B AT A i, sl & P8
SRS A Ry, SRFEH R AR OR . AR LUK, AT S A MR th 258 T U &
Pl JE i, ARSI ARG HIETT 20 AT DLRRON A R USRS, DTS 58 A T
BN TRV LA S 1 48 BN o AR R AL b AT B NG T 3h e 2Ok IR R 2 5 A HE .
RABEE . R E G SRS S EIIBA B PR, RIS 5 BRI, &5 w] DAL
Wb R JITEYS . RARTTIE VLSRR BT, 0 DO A AT PR AR, O A AR R T Y
BB 55517, o MEE B bKHE, LA N 845 A .

WHFR R G T TR« RSN . QI a3 LRl e 7 DA 2 PR 300 VH 2t 2 T 3K = L
SN, AN T SR B AL AUE B AU S A o R IHIE SRR A AL D i A PR, 9 ER AR
WEAT IR T R A (AR AR AR i (VS R, 7T RE T Eas R EE TESZ B . Rl
Fofi B AT PSS AR B A AR IR, AR ARMRFI AT REA P 2 5. e JATARAE— MRIE
ARACHINTAX, AN A 22 LB Bt 3 F i it R A2 AN T I 384k, BT DU 0 45 2R AT RE 2 BT[] PO HHE A% T
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AT o RRBTFUR] LAY RFEARBRIR, B2 Z o 21 &, $Eomas R Fett.
TRERMEIIE BA M IZRRM . RIS M, HREHETT 0 R A A A IE A i 2

EL
It

ARRNT LAt — 2525 FEIX £L 5 TN 2 4 B SAT 7 AR K52 o ] BLidk— 2B U EoR (I AL

AR)E S B AT R IR FHRCR SRR TU ST 235 W SR 320
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