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Abstract

In the Internet era, short video e-commerce has gradually become a shopping channel for consumers.
In order to explore the influence mechanism of short video marketing on consumers’ purchase in-
tention, based on the transfer theory of trust, this paper introduces the variable of perceived trust
and builds a theoretical model with interactive value, information value and scene restoration in
short video marketing as independent variables, perceived trust as intermediary variable and con-
sumers’ purchase intention as dependent variable. The structural equation model was tested based
on 206 valid questionnaire data. The results show that the interactive value, information value and
scene restoration in short video marketing have positive effects on perceived trust and consumers’
purchase intention. Perceived trust also positively influences consumers’ purchase intention. Per-
ceived trust plays a mediating role in the influence of interaction value, information value and scene
restoration on consumers’ purchase intention. In view of the influence path and mechanism of short
video marketing on consumers’ purchase intention, this paper gives suggestions for creators to
carry out short video marketing, so as to strengthen consumers’ trust and improve their purchase
intention.
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Figure 1. Theoretical model
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Figure 2. Influence path of short video marketing on consumers’ purchase intention
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