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How Short-form Videos Influence Customer Intention Toward Fashion
Product Purchase and e-WOM

- Focusing on Generation Z -
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Abstact: With the emergence of digitalization and environmental changes, such as those caused by COVID-19 and high-
speed networks, online video platforms have changed how people communicate and created new marketing opportunities.
The unique characteristics of mobile short-form videos are causing more people to consume and produce diverse content
in the digital environment. The study focuses on two story types (product essential and relative information) to examine
the effectiveness of short-form videos for fashion marketing. This study verified the influence of the common traits of
short-form video content (informativeness, expertise, familiarity, and playfulness) on fun, e-WOM, and purchase intention
and the mediation effect of fun using video samples categorized by story type. In this study, 300 Gen Z men and women
responded to a survey after watching a 30-second short-form video sample. All the traits of short-form video content were
found to have a positive effect on fun. Moreover, all the traits excluding playfulness had a positive effect on e-WOM and
purchase intention as well. Fun had a positive effect on both e-WOM and purchase intention as well as a partial mediating
effect. These findings are expected to provide insight and reference for planning short-form video marketing from the per-

spective of the fashion industry.

Key words: short-form video (323 H]t]2), short-form content (32& FHl=), story type (=E#] #3), fun EAw)
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71E R85 BoflMs AR FOE AREE £ 1
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27} vt Q. EElxo| B FEta B wAA S ZHF O
2 welEd 5 A ke WRel 83t UL ol gt
A77F agk AR sttt olEg dAIKES SIS

~

(o3
1
iz
X
i

o
X
i)
=)
)
o,
i)
bl
i
e
o

vt s &8e a7xke] A% Whalat 4 e s
ZAst P aAdo] A71ETH(Liu et al, 2018). 25 2 4] 1
2 JF AL AT, DRlE] T oy 84E 93 o
FARANE MAMIS el e 2EE I JNEEo
3 3ol ¥e EHdoA 2EE 1M AFske =3
APS Al 2371 JtkBoller & Olson, 1991). whA
AT B5He A9 ATE e =E3 £F Hte
THZ BEAS Y| 2B §3d e v 898 F8
s EA8 Bz} sl g 40F T8 2E] {30
e AAHE & Qlolre Apelg mES] U7] flske] He 7H
ztolg vl HaA} &3t

A2 7Rl TS HF e W o] E7]= SRR A

i

i

o> o 2
ox
>

R

AY Ake ahdo SRS 2EAE 293t 2 o)
A 27} g% T2 ol F 4918 AL A 7

k)
X
=)
i

0_1%
tlo

e

X

=

i 2

%oﬁ,

o

FfFJE

5 <
O’

L

T
I W

- o

o
[

ot i

:

%7} Bth(Kim & Chang, 2022). ©]
358 WEAW ks Aol 7ksdt %3
Fe] AjA e Ad FAAH FFHo] F Aol Hlal 2
A7} oA FES Aot wEb B Ae £F
Hlxo] 38 EA¥ FRIZE AT RN A F Qe
A EAEH] HAE thRolFoEZA £F FH=E
Hog AFeiAY B4 W F3E ¢ e 7IZAEE Al
S s ASE J|hditt

H

z

NI

[t
Ml
ol ol i i o

¢

ol I

2. 0|EH Hi&

21. =& H|C|
2.1.1. 7
£ vt e X&F el G4 AuAlY M3z s H

Atk & Sledl, 2L 7]



692 FFIY BIX] A25H A6Z, 2023

oA Bloluh 42 FF AHI7E 7FsEIAI AL ol gk G 4]
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(Kim & Chang, 2022). J2Ho =2 o] EREY] A&t
AL 24 vY]o(Social Networking Service, SNS)E F3l 1
7 Gl gdsiAl FfE7] AlAehHA o] THKim et al,
2022). S FAE BT W T2 G HolE TIee=
ek =], A Aellx= 30%904 102 PIHHKim &
Kim, 2011), 3214 5% We|(Kim, 2007)2 A2kl 2l
FA4H 0T TikTok 9L 71502 152004 60% Alole] goF,
gy a3, e 59 eHde] aAE ASE &2 94
$2Z o2 AoJslal At (Anderson, 2020). 53] TikTok <]
7AF EA olF 269 39| theRE FE S| 7P wE
Al /Hz]—o}—/ AE ¥ F = H7PEZ tk(bgal, 2022).
olF thd 2Arto] SHERI JAxE R I SAE
v-'?rl‘iq]’\t— SF AHIAE ERdste] H2 F 93 fE
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& 609 A7E ol el Fiel wie A E AL °1—1: e 3l
Al ZAF HollMe] £F Fulzo] AL A3ty &
T UTH(Newman, 2022).
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453 gilEl= FAlo] AthKim & Chang, 2022). =& &
Bl=o] ghiloll= 2eijlat mukda 212 7)e3 SRt of

1l

Ug}t o]g 018 A&k Zelx9} ol A= Zelxe] ik

g

fr

T2 AT B B 19ES) 54, A2 2=
Lhos} e 8735 Wb} deldl B9l 827} 2l

i

TRl Ao B 4 9t 7|& 2Ee}l HslE vgiH v
¥ 2] (Contactless marketing management)7} -t Ad1ts}
Hell w2} olygt vAE WS F=ENew norma)E W&
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A F2 HdEolhe AIRHY a4t bEE MAF FxEke
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W9 thJeong & Lee, 2019). 2 5 Qv A A= =Y
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AEH o T % ko] BolEiAHA TS 2lo|Z 413ty
2EZ7} G 3kEAeh(Choi, 2017).
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7VE R Yt £Z FHl=r) Olﬁ%f& ArYoIH TS
3= A-S TikToke] #LearnoOnTikTok AIEIZE Tl Al
2 E F Ut T sAEl e us FH=E A3 9
3l Elioﬂ/q A 71838 Aoz 20228 AV JE A %
3] = 3,000 Fol| Esl= Aoz SHEHJTKKim et al.,
2022). 24&*4—"— FFE 83 Fo FoplME \FEA A
Exo] gtet] 594 Edlvs =7t g 183 1
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Ae Bdoetiy dthLee, 2019). UAEZe =9 E4
o7 AgARE AL FEH H (Youtube) ZYPEZ Y tekst o
d FolA WE-S b, 2ok AMnE] F'lxe &9 8]le
2 AR |= o}%‘dr(Jeong et al., 2021). =3 HH 71X
(Informational valuey= SNS/gollA] <1 E‘:—’Oﬂi Fel =7} AL
Aot A2 E Ha Fujelre] vX= F8 9102 % 9zl
HF 2AH(Shamim & Islam, 2022).
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34 (Empathy) ‘A 29] gto]l Zlo] S0 & Sle o]
2he 2= Rifkin)e] “golol wet 35e] ddE 58k A
ek 7lAlel A3 olellE FEl AEE &0 AR olE
g 4 SItk(Shin, 2015). 3 37 ofd i e A9
wgHew Ak Aeld AL dvisi e AHekE
Fgolr 543 o == A=l tig olaiv fARE 2E
Sl 3 2 T FrllAe 22d AAE ek

|=EaXel T

20159 Harvard Business Reviewoll X &3st 229 F7+
A A4=(Global Empathy Index)el] w=m 4] 10719 7]H&
a9l 107 719l mIsh 50% | w2 i3t 719 71 SH

SN F ul olgel 4 ol Ao FAEle] TS 4
AHel AFIe 738k AFAo] vk B 4= UH(Costa, 2017;
Parmar, 2015).

224. X154

Z1437d (Familiarityy> ARIALRE sledg of® Ao thsf dnt
U X153 E v|sl | T<EF 8 7 (Mere exposure effect)
ol mEH wEAR] JHE A4S o A5 o=

|
oJoAIAl FtH(Zajone, 1968). 1&g AAA L] =4
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A8z x2jo] Wr| wlel Faze] thdt AR 7]e] HA
o]Fo)d &= Uk AR, Kim and Kim(2014)2 3148+
o] FojalFel s7he doFltke 2 o2 uis)] Wi
2 Fs4e] dade oW EAskeA Ak =3
Yun and Um(2014) 7199¢] Ak @50l dojA 2154
= g 9 Anxp gl A I3 vEE HE

STt

i‘ﬂl e 8 TS AL S 9
o= Qs AFAEE AR WSS Algske
Aot %}Eﬂzoﬂ thell o ol 7HeA] AL 171 AL A
e FR2E AFEA 2vsHl =31 Bso] Fare]
g By} A7) SolAEA SIEEIIRES AISHA
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Eo] EAg Wl HAW JEHOFE AHA {3
(Playfulness)s H2 o2 AAbw] 2 AH)ETY & 4 Urh(un,
2016).

3] SNS o]§ A o827t == An, A%
o]t 222 AZEhe AoR AxRe] A ARE

B A, 884, B3 5 e AEE s B4 o
E‘ﬂ ZeM] R}l A HrJr A ze] g J2E gl ke
Y Feo g ALEE T QItHOh & Kim, 2014). %ﬁlﬂr}
Hws)] 2 4 e L (Entertainment)2] 739~ AH|A7} Q1
Eldelld A3 A He AR, A e 7‘2@2
2 ol ol A=} M EARS BEH HEE
A W g Ex o] #A-eA M= ATh(Jung &
Chung, 2021).

Kim and Cho(2007)= w®|tlo] miAlellA] AR 7} S4ltet
o] 4% WHE o|F = el A 319 £ i)
B, BA xEEA A 2o FoE &
HYOT|I AH O RE FoAHORE THFolv TS

o7& Hl Trw 2 Fo% HE THE ﬁ—f’% HYIT Lou

R =
=t AES @@s}wﬂ e #3149 XM—E 337 ¥=

% a;ﬂ-g]_ﬂ] st} Sk B3] oY Aazezol Lajo]

ZoA] G2 AEHIHES 27 4 Qe SEH =

ﬁ%f £3}4el w2t o 34 B/} EdHoR Wl
2 ]
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2022). e §EHL TAY Bltie] B AR A
3 A9H SR FasPl Ageke aaw el 9l
TH(Yu, 2009).

2.3. & d|r|e 2BH=X M EAS

EA% (Funy> ASEsl sgfcide] Hlel tEe] Zuid
ol’de] siztiqle] 239 sevil o g Wslalal f-3]9] 17
< oushs 38 FHlxe] F848 Axshe Ak ®is)
oF Fol st ol ASESH 7] ®iske} 3| vl
oo} Fel=e] byt o] FolA AL e Al EAFS tF
o] deg W] g B4 a4k B 5 SdvhPark, 2016).
v} o3t Fun] 72 FtEolH, FA)7F ZefuA] e
1] 7H8 Aol nR Afglel wet vEA] VR, shuke] A
doz s oy FS 7K ke He uklh

Choi and Kim(2020)2] A7elA] EA%L £F HT|L

mlm

%EOI TikToke] ©]8-%57] & shU=Z HelA], MZAUE 54

o7 VP e &Y HAY £F 59 S6=x o8
B 2 ARSAE WE-S AWsle F8 "FEA HSEHUT o
o 2718 24 £F G Fuxo wE Lo HHS

B 2EZE §eA Y] FRlxe) e SAYE T
3 el AHRE AleleA fElS e 5 UE 4
AUtHLiu & Choi, 2022). AZtE S-S WHE FFE &
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(2020)2] A= AE EA%o] AREAlY AR W
F Y5 meoz Aol AL HEuIN. A-E
Zhu et al.(2023)¢] Aol ARE EA2 AR W9
Z8 HMEYS AR BRIETE e 289l 594 5 3
2 o=l sl o]8xle] AAH EAS-S Fouet JFgS 7t

A Aoz ¥zl vl Ack(Lee et al., 2020b).
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7 pojelwe] Fo7 Qe v
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24. ZE H|c|2 ==
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e R e S A
ol 53] Tt throlAal el 2fEd ARt of
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Yzl g3} 495} 722 Felx BopiMT Fa31A 28
3 JtH(Duan et al, 2008). Lee and Park(2019)2] Aol
€ 39 G4 Rz 5ol FHEIA vHe IF ME
Aol wEe] wiyHpete] 28-S FE ASSAr:. g
Nikolinakou amd King(2018)2] 1--ollX= 7<)zl o=}
22 AAH ol FAHAR A 847 Adnt]e] oA
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of
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rtje] mleldelEle) wXE FFo] SFAUS ASEA 7]
So] 24vHols 283 FaL Ao AAKS AATE

o 53] A Aol 2iMe] Hal=e

785 AREAL AR 2
H2(UGCYt 28191 doled] 3%l Jae nx= Ze
2 93171 vk Arh(Yu & Ko, 2021). HAIE S50 744
ke G wA ol 2Rl e FasH vl
A3 J=Hl, Choi et al(2015)9] ATelME 2Eedy FaL
o] AFUAIAE g vl TS el PR ¥

=
A9 G vA 2Ee)dy Fue] EIE ol ol
= o
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[*]

2.5 =& HC| SHx SN Aoz

TFleEE ARREe] e Sl g shuke] W
FER s AFRelA F235 AR AR g
(Cheon & Huh, 2011), A1&E-E gl o] oj= A=
PE5S A e X E AHo)E 4 JtH(Cheon & Lee,

2012). #H3te] 24 35| (Theory of Reasoned Action)
S F73F Ajzen and Fishbein(1980y oS AE Hx,
o, AA T Alole] AR AEFATE. Morwitz et al.
1993y ZAF AJFollA Holx] b= M4l 9% (Intention)S
x3sle TAA R FefeleE st

3. o1 Al W Wy

31, o7 ZE O
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ofe] Fagk 29198 HAFsIATE vl FH= A A= &
di=o) gisf A} Trle 2ALE FEA HES AYs

Aoz ¥ ul thLee, 2019). Lee et al(2020a)2] AT
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Fig 1. Research model.
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<H3> <=3
Fapde Frielmel Yol P v1d ek,

ABAR sldw FAEE T =}
Tzl THAA FEFE PIXITHLee et al, 2020a). Lee
et al.(2020b)9] =& B3l 22l TS FHske Aol
oisiA QA EARo] fFolueh dFe A USS Sl
& 5= e, AdE S48 Choi(2020)0] 8131 wie} o]
Bl mRE Y= Froldt FFS XE o= Vel
ok w2 Aol 7 <H4>, <H5>9F o] 9&8 4
AAT}.

<H4> E7152 22 Az A+ FFE ME A
olt}.

Hle. SRz AuA, AR, T, 154
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e ToholEd] Y(1e] P v1A Roltt.

EATE R 3l &Mk )5S oS3k A A+
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AFshs R Ao dgErl=e] T8 X7k

Table 1. Video stimulus in the study
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Stimulus brief

Recognition ratio (Pre-test, n=10)

Product essential
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Various fashion styles according to the
length of the beanie

90%

Relative information

A video that conveys the eco-friendly
philosophy pursued by the brand within 90%
social context
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42 8F &7 H#H

7o) BlEo] e el Thed el & 4 o w

B AFolM AR S = B AR Slel 2 & A 770 sheladlel F=H U
ol gk 8R0S 2w WFE S 7RSS BE QR B Aol S4d FEe] 44 9 At d3EE T
(Exploratory Factor Analysis)E 53l &l3l3ith. 4% 4 A3 A=AE Felstr] A8 WA L A/d 4] =] E(Internal
WS olgslden, 815 7 s ARlgke] B consistency reliability)s HSsHe AlF|= #4248 AArstHeH
oS Sls) MBI AR W2 (Varima)E ol &-3kih. WA QBAE AT 4 ke A} Lo(Cronbach’s a)
T HE 30070] el i eflEAe skt & &S o83tk BE Cronbach’s a #ol 0.7 ol A%
A 8R1e] A 7 N ol 34 FES dlF 2l TNl el A= = e AeRE gt A= £
02 Fojd yehd ¢ gle AR Ho & dAFie sle Al A3 Table 28} o] ©E2] Cronbach’s o %kl 0.717
201 AAG F BAS ANINOY 25 TRl e F FE 08892 Ueht BF e Uwg NI % 5 Ark
7149l vt Bag Ao AR ol Tt ol A £F vte FRze B4 FAS, okl TAdE, 7
£4 A thFous)E Fe. whol=ste] Aebge Yohu] $ste] Fofe (Pearsone] 2k
EEAPEE 09330 Ueht g A7k 2984 & @l $AS AAsEon Wele) JRaAg NG Bt
P Jow ARFAG EF Batlend] FHH A4 A, Table 334 Atk B A £F vt el 549 shew
1 =3693254, p=0.0002 F|5F 0.05 715 W 74 42 A ARA, A4, =4, e E71%, 22k 749
Table 2. Exploratory factor analysis results
Factor . Variance Cummulative R
Factor Items Joading Eigenvalue %) variance (%) Cronbach’s o
Short-form video content is a good source of information. 0.753
Informativeness ~ Short-form video content provides good information. 0.721 1.168 5.561 66.333 0.821
Short-form video content provides helpful information. 0.628
The information provided by short-form video content is
. 0.819
Expertise based on professional knowledge. 0.755 3.596 69.930 0.776
Short-form video content has expert knowledge. 0.783
o Short-form video content feels comfortable to me. 0.765
Familiarity . . 0.682 3.247 73.177 0.740
Short-form video content feels familiar to me. 0.676
Short-form video content creates interest. 0.829
Short-form video content stimulates curiosity. 0.772
Playfulness Short-form video content is usually fun. 0.743 2.151 10.243 54.186 0.842
The expression and delivery method of short-form video 0.740
content is interesting. ’
I want to watch short-form video content longer. 0.758
Fun Watching short-form video content relieves stress. 0.738 1.383 6.587 60.773 0.855
Short-form video content makes me feel good. 0.683
I will tell several people about the benefits of short-form 0786
video content. '
eWOM . . . . . 0.656 3.123 76.300 0.717
I will share the information I gained from watching short-
. . . 0.586
form video content through social media.
I am willing to purchase fashion products recommended
. 0.816
by short-form video content.
When the short-form video content explained the fashion
. . . 0.802
product, I became interested in buying it.
F’urch.ase I will continue to purchase fashlor.1 products 0721 9208 43.943 43,943 0.889
intention recommended by short-form content in the future.
I think the recommendation of fashion-related short-form
. . 0.686
video content is useful.
I want to recommend fashion products purchased through 0683

short-form video content to people around me.

KMO = .933, Barlett’s test x2= 3693.254 (df=210)
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Table 3. Correlation analysis

Traits of short-form video content

Division Fun eWOM Purchase intention
Informativeness Expertise Familiarity Playfulness
Informativeness 1

Expertise 0.627" 1

Familiarity 0.547" 0434” 1

Playfulness 0.484" 0.236" 0.548" 1

Fun 0.582" 0.485" 0.603" 0.503" 1
eWOM 0.568™" 0.483" 0.554" 0.376" 0.629™ 1
Purchase intention ~ 0.587 0.491" 0487 0.402"" 0.603" 0.607" 1

“p<.01

T g Fufele}l BAHORE {og (el AT A=
AoZ YERITHp < 0.01). 2812 TRl mel EA4%2] 35
r=0.629p < 0.01)2 = 7§ =2 Fhe] s el
o, AR F349 B¢ r=0236(pp <0.0)SE 7FF e
A ARHAE etk E76-2 2kl o= 2
mjolee} BAHCR Foldt H(+e] AHIAE 7= A
2 JEREO M (p<0.01) 2281 A=} +=0.629(» < 0.01)
o2 FujoErt} F& Ao FJAAAE BT

4.3 o7 JHde| HE
43.1. =% vt 24

$£E Hfe = 2
=4, TS SHHFE IS F EARS TEHUTFE )
o] t5A18 3] 724 (Multiple linear regression analysis)yS 2
A& A= Table 494 2t}

F=70464(p <0.001)°.2 & 3|73 o] At 7oz
gEen =AY RAS(Ad. R2) 7S 04820F 48.2%°)
AHES 7HE 2102 veRdth Rl Ax ARA, AEA,

d, F3A9 A 4 p=0213(p<0.01), f=0.174 (p <
0.01), f=0.306(p <0.001), #=0.191(p <0.00HZ 7}°] A}
gxlo] £F WS FHlz BEAFL A% H(He] TS

Ho

N
AE Aos Yepst
S Alv e FHl= 549 she] a9l ArA, A, 1
=4, FEE SHHTE 1R F 22kl s 5

Table 4. The effect of short-form video content traits on fun

HEEsle] O3S ARA S A A= Table 59F 2t

F=72.068(p <0.00)O.2 & 3|7|=Fo] gt Zlo=w
aElen FA9 RAF(Ad. R2) S 04159% 41.5%2
ARES 7= ZoZ vehudth Tg {349 A9 g=
003102 Fe]8E WS Yot Zog RIS HRrA,
AEA, H4Ae Z82F f=0278(p < 0.001), f=0.166(p < 0.01),
£=0313(p < 0.00)22 7Mdo] Ae=o] 2T FHoxo
Ao IS vAE AR Yeith weps Al W F

=
s
A 2%4e) 7M1

Aw = Zé =l
%4, FA4S SYAFR 3 § RS UG
st} TP SRS A3 A= Table 63 2t
sG] A Aoz #

i
i
o
o]
=
<
A
o
=
&
e

BEE TRe 2o vEpth B3 #3489 A9 f=0.108
2 fo8E HYES Hojd Zlog BRIt ARA, AEA,
3148 47k p=0.324(p <0.001), B=0.189(p < 0.01), £=0.168
(p <0.0)F 7Fdo] Afgix]o] Fujejel] §(+)e] FIFE X
© AoF UEhth b Al W FollA FRAJo] JriE
o= Fujolwe 7P} B IS FE AR & F ATk

l‘

432. EA%C] 9% A

2A%S SYNFE 1 F 2okl THIEE F4u

Unstandardized coefficient

Standardization factor

Division 5 SE 5 t(p) VIF

(a constant) —-0.122 0.222 —-0.549
Informativeness 0.245 0.070 0213 3.479" 2.154
Expertise 0.174 0.055 0.174 3.183" 1.730
Familiarity 0.328 0.059 0.306 5567 1.743
Playfulness 0.236 0.065 0.191 3.644"" 1.581

Adj. R’ =0482, F(p) =70.464

“p<.01, p<.001
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Table 5. The effect of short-form video content traits on eWOM

2240 FHLE B Fjelee] A G - 7 AINE FHOE - 69

. Unstandardized coefficient
Division

Standardization factor

S T 5 {p) VIF
(a constant) 0.225 0.243 0.928
Informativeness 0.329 0.077 0.278 4278 2.154
Expertise 0.171 0.060 0.166 2.855" 1.730
Familiarity 0.345 0.064 0313 5353 1.743
Playfulness 0.039 0.071 0.031 0.555 1.581
Adj. R>=0415, F(p)=72.068"
“p<.01, ""p<.001
Table 6. The effect of short-form video content traits on purchase intention
Division Unstandardized coefficient Standardization factor ) VIF
B S.E. B
(a constant) 0.327 0.229 1.432
Informativeness 0.357 0.072 0.324 4931 2.154
Expertise 0.181 0.056 0.189 3.208" 1.730
Familiarity 0.172 0.061 0.168 2.842" 1.743
Playfulness 0.128 0.067 0.108 1919 1.581

Adj. R’=0.400, F(p)= 50.881""

*

*
*

p<.01, "p<.001

2 3o T8 3954 (Simple linear regression analysis)
AAIGH A= Table 734 7o)
F=194.609(p < 0.001)°.2 & 3|72 o] g}t
H9om RAIF(R2) #S 03952 39.5%2] AHES 7IXE
o2 Yepdth EA429 4% £=0.629p <0.001) 22 22}
Q1 PRz F+)2 JFAAE 2ol o] AP EAn
EAES SHHUTE FRE F FioeE TH5AFE 3
o TSP S AAS A= Table 83 2t
F=170347(p < 0.001)2Z £ 3|ARHo] Hgfst o= 3

tlo

o

7

pat

Table 7. The effect of fun on eWOM

GE0om RAF(R2) 2 0.364% 36.4%2 AHES /A&
Aoz Yelsth. EA52 3$ f=0.603(p < 0.00H)OZ uf

oo H+)e] FFAAE Bl 7Hdo] A=A

433. A% wiazt

£E vt ZHl= B3 pajoele] AANA EAE
S uj7fHS=E Sled SPSS] Process Macro 218 2] Model
4 A EIEA 2dg o]gsle] Sy S5

=71%2 Wl ast ASs AAlsisith

Unstandardized coefficient

Standardization factor

Division F
B SE 5 {p) ®)
(a constant) 1.090 0.158 6910
Rk 194.609
Fun 0.646 0.046 0.629 13.950
R’ =0395
***p < 001
Table 8. The effect of fun on purchase intention
L Unstandardized coefficient Standardization factor
Division Hp) Fp)
B SE. B
(a constant) 1.297 0.151 86117
- 170.347
Fun 0.577 0.044 0.603 13.052

R =0364

e

» <001
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Table 9. Result of mediation effect testing

Model Division Effect Boot. S.E. Boot. LLCI Boot. ULCI
Total effect 0.673 0.057 0.562 0.784
1. Direct effect 0.362 0.062 0.240 0.485
(Informativeness)
Indirect effect 0.311 0.049 0.221 0412
Total effect 0.497 0.052 0.395 0.600
2 . Direct effect 0.240 0.051 0.139 0.341
(Expertise)
Indirect effect 0.258 0.041 0.180 0.340
Total effect 0.610 0.053 0.505 0.715
.3. . Direct effect 0.303 0.060 0.185 0.420
(Familiarity)
Indirect effect 0.308 0.048 0.218 0.405
Total effect 0.478 0.068 0.343 0.612
4 Direct effect 0.102 0.066 —-0.028 0.232
(Playfulness)
Indirect effect 0.375 0.060 0.263 0.501
Total effect 0.647 0.052 0.546 0.749
5, Direct effect 0.394 0.058 0.279 0.509
(Informativeness)
Indirect effect 0.254 0.049 0.162 0.354
Total effect 0.470 0.048 0.375 0.565
6 . Direct effect 0.248 0.049 0.153 0.344
(Expertise)
Indirect effect 0.222 0.041 0.147 0.306
Total effect 0.499 0.052 0.397 0.601
.7. . Direct effect 0.198 0.058 0.084 0313
(Familiarity)
Indirect effect 0.301 0.046 0.218 0.396
Total effect 0.475 0.063 0.352 0.598
8 Direct effect 0.156 0.063 0.033 0.279
(Playfulness)
Indirect effect 0.319 0.049 0.226 0416
Direct path(model 1~4): short-form video content traits — eWOM
Indirect path(model 1~4): short-form video content traits — fun — eWOM
Direct path(model 5~8): short-form video content traits — Purchase intention
Indirect path(model 5~8): short-form video content traits — fun — Purchase intention
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