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Abstract

To explore the impact of content and source credibility on user purchase behavior in e-commerce
short videos, this study employs the Elaboration Likelihood Model (ELM), focusing on information
quality as the central route and source credibility as the peripheral route. The research develops
and tests a model of user trust intentions toward e-commerce short videos. The findings reveal that
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information quality significantly and positively affects users’ perceived usefulness and trust behav-
ior. Source credibility, while having a significant positive impact on perceived trust intentions, shows
no significant influence on perceived usefulness. Additionally, perceived usefulness is positively
correlated with trust intentions. Based on the data analysis, this study provides targeted recom-
mendations, including maintaining content quality, optimizing information presentation, and es-
tablishing feedback loops between information and user behavior.
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Figure 1. Elaboration Likelihood Model (ELM)
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Figure 2. Proposed model for e-commerce short video trust intention
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Table 1. Questionnaire for e-commerce short video
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Table 2. Analysis of factors affecting e-commerce short video users’ trust intention
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Table 5. Path analysis results of the research model
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