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1. Introduction

Recent technological advancements have transformed advertising into a multifaceted, dynamic medium with
tremendous potential for development (Boone et al., 2007). The short video market has been heating up and
growing quickly in recent years. Recently, short films in particular have taken over many digital markets and
e-commerce sites (Addo, Dorgbefu Jnr. et al., 2021). Businesses are relying on the appealing features of online
short video advertising to establish brands and provide around-the-clock shopping experiences to customers,
which directly impacts consumers' purchase intentions (Addo, Fang et al., 2021; Molinillo et al., 2019).

Researchers have previously investigated the link between brief video advertisements and customer behaviour and
discovered a variety of contributing elements. The primary research topic in this study are Gen Z consumer groups
—who born in 1997 — 2006, a customer base that has not been explored in previous studies and the value features of
mobile short video commercials. This study sought to examine how new possible characteristics of short video
advertisements could affect young customers' psychological pleasure. Besides, it also investigated how it
influences consumption willingness, leading to the construction of a new theoretical model of online consumption
suitable to the young consumers in the era of mobile Internet. This not only supplements and enriches the existing
advertising theoretical models, but also provides a reference for the innovation and sustainable development of
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mobile short video advertising in the Internet era and injects new vitality into the sustainable development of the

consumer economy in the post-pandemic era.
“# 2. Theoretical foundation
2.1. Theory of Planned Behaviour

Predicting deliberate and planned behaviour is the Theory of Planned Behaviour’s (Ajzen, 1991) main goal.
Different from the TRA which only examines two main factors influencing intention are personal attitudes toward
behaviour and subjective norms (Ajzen, 1991), the TPB suggested that an individual's behaviour is a function of
three types of beliefs: (1) behavioural beliefs (Attitude toward Behaviour), which refer to their opinions about the
likely results of a behaviour; (2) normative beliefs (Subjective Norm), which refer to their opinions about the
expectations of important people; and (3) control beliefs (Perceived Behavioural Control), which refer to their

opinions about the absence or presence of factors that might facilitate behaviour (Ajzen, 1991).
2.2. Short form video advertising

Since the short video has just developed in recent years, the shape is different and the speed of change is very fast,
so the current academic community does not have a clear definition of the concept of short-form video. At present,
the definition of short video mainly includes the following: (1) Short video refers to a new type of real-time
video-sharing form that is recorded, edited, and uploaded on some special short video platforms with seconds as
the counting unit, and the audience plays on this platform. (2) Short video is different from long video; in that, it is
played on new media, which is more convenient for dissemination and sharing, and the duration is usually within 5
minutes. (3) A short video, in its strictest and traditional sense, is any video that does not exceed a ten-minute
duration. (4) Short video refers to a new video format in which the video content is shorter than 15 minutes, which
is more spread and photographed by Internet mobile intelligent terminals, beautified and edited by Internet mobile

intelligent terminals, and the video is shared to social media platforms in real-time.
2.3. Research on effects of short videos on purchase intention

Purchase intention indicates likelihood that consumers will plan or be willing to purchase a certain product or
service in the future (Wu et al., 2011). If consumers have a positive purchase intention, then a positive brand
engagement will promote that purchase (Fishbein and Ajzen, 1975; Schiffman and Kanuk, 2007). As short video
advertising occupies an increasing proportion of commercial advertising (Krdmer et al., 2019), the correlation
between mobile short video advertising and consumer buying behaviour has been investigated from different
dimensions. Wei Jinggiu et al. (2020) found that users like to browse the short video mainly because of its
serviceability, entertainment, and usability. These factors will directly affect customers' emotional experience and
thus stimulate their purchase intention and behaviour. Wang Xiangning (2020) concluded that users will be more
willing to buy a brand after they develop a closer relationship with this brand under the effect of short video
contents. Besides, such contents are more influential than those from the traditional advertisement in aspects of
entertainment, function, and social interaction, and these factors also affect customers' purchase intention. In the

context of social media, short video advertisements influence consumers' emotional experience through
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entertaining and valuable information, thus generating various interactive participation and purchase behaviours.
By comprehensively observing such users’ motivations, likes, dislikes and lifestyles, Zhang Tianli et al. (2019)
found that many of them are pursuing “energy, connection and individuation”, showing the characteristics of
group image. The characteristics of Internet celebrities and their opinions also significantly improve the intentions
and attitudes of consumers (Liu et al., 2019). Meng et al. (2020) found that the information source characteristics
of Internet celebrities have an impact on arousing the search and purchase behaviours of consumers. Wang B. et al.
(2020) believed that the design and presentation of short video advertisements should focus on user experience to
meet psychological needs and thus improve the consumption willingness of consumers. By accurate implantation
into different fragmented periods of consumers, it can build product brand image through long duration and

repetitive play to stimulate the desire of consumers to buy.
+# 3. Hypotheses and Conceptual model
3.1. Informativeness

Informativeness acts as an important predictor of an advertisement’s value (Dwinanda, B., Syaripuddin, F. A.,
Hudaifi, & Hendriana, E., 2022). Information is a crucial aspect of social media advertising because potential

customers frequently want more information about the product (Nguyen Duy Thanh et al., 2013).

H1: Perceived social interactivity of short-form video advertising is positively associated with perceived

advertising value.
3.2. Equations

H2: Perceived entertainment of short-form video advertising is positively associated with perceived advertising
value.

3.3. Credibility
H3: Perceived credibility of short-form video advertising is positively associated with perceived advertising value.
3.4. Social interactivity

H4: Perceived social interactivity of short-form video advertising is positively associated with perceived user
attitude.

3.5. Incentives

H5: Perceived incentives of short-form video advertising is positively associated with perceived user attitude.
3.6. Irritation

H6: Perceived irritation of short-form video advertising is negatively associated with perceived user attitude.
3.7. Advertising value

H7: Perceived advertising value of short-form video advertising is positively associated with purchase intention.
3.8. User attitude

According to research on mobile advertising in China, attitude is the key element in purchasing decisions that can

be used to predict online purchases (Xu D.J., 2016). The relationship is stated as follow:
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H8: Perceived user attitude of short-form video advertising is positively associated with purchase intention.

From the research hypotheses mentioned above, the authors propose a proposed research model as follows:

Informativeness P .
Hi Demographic
|
Entertainment —H2> Advertising Value :
H3 \ I
Credibility = H7 |
\ i
Purchase Intention
Social Interact / T
social Interaction [
H4 /HS |
[
Incentives —H5> Attitude |
Hé6 Video Length
Irritation -

Figure 1. Conceptual model
7 4. Methodology

The study was conducted using both qualitative and quantitative methods. Qualitative method uses document
collection techniques, desk research to determine the factors of short-form video that affect consumers' purchase

intention, on that basis builds hypotheses and overall model.
5. Results

The group author first creates statistical data with 1257 respondents for 9 factors, including 4 demographic
variables, 4 variables related to short-form advertisement, and variable Video Length. To test our hypothesis
research model, we use the Partial Least Squares Structural Equation Modelling (PLS-SEM) method because of its
suitability for complex structural models that include many constructs, indicators and/or model relationships (Hair
et al.,2019). In the partial least square method, the structure model is estimated by an iterative method, which
strengthens the relationship between independent variables and dependent variables (S. Hosany and Martin, 2012).
Additionally, the PLS approach exhibits greater convergence in its simplicity and places fewer restrictions on data
normality (Chin et al., 2003). As a result, SmartPLS software was employed and the PLS analysis was appropriate

for this research.
5.1. Sampling

Table 1. Demographics of respondents

Frequency Percentage (%)

Male 457 36.4
Gender
Female 800 63.6
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16 -18 251 20
Age 19-22 567 45.1
23-25 439 34.9
University 480 38.2
High School 241 19.2
Education
Graduate 212 16.9
Intermediate college 324 25.8
No income 332 26.4
Over 10 million 184 14.6
Monthly income (VND) 1 - 3 million 354 28.2
3 -6 million 185 14.7
6 - 10 million 202 16.1
Less than 2 hours 222 17.7
Time spent on social Over 8 hours 109 8.7
media/day
From 5-8 hours 241 19.2
From 2 to 5 hours 685 54.5
1 - 5 times/day 447 35.6
Frequency encounter ]
6 - 10 times/day 427 34
short-form video
More than 10 times 383 30.5
Cuisine 1810 36
Health care 1002 19.9
Frequently watched
o Houseware 703 14
advertising content
Fashion 1052 20.9
Others 461 9.2
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Less than 15 seconds 576 45.8

From 1 minute to less than 2

. 74 5.9
minutes
Video length From 15 to under 30 seconds 427 34
From 2 minutes to 3 minutes 18 14
From 30 seconds to less than 1
) 162 12.9
minute
Skippable short-form video ads
Type of short-form 739 58.8
video ads . ]
Non-skippable short-form video
518 41.2

ads

SOURCE: Authors’ compilation from data processing

From the collected data, the respondents for the survey primarily are female, at about 63.6% of the total.
Additionally, the respondents are mostly among young Gens in the age of 19-25. In terms of educational
attainment, most of the participants are students studying at universities and colleges, which explains the low

monthly income (54.6% have income below 3 million VND), mainly due to student status (see Table 1).

Some moderating variables examined in this research served as further analysis of Gen Z social media usage

behaviours as well as their experiences regarding short-form video advertisement.

The data shows that Gen Z spends 2-5 hours on different social media per day. It can also be concluded that
internet users can encounter short video ads with a frequency that fluctuates strongly, depending on the duration of
their social network use. A total of 36% of consumers view advertisements featuring food-related material. A
significant portion of respondents (around 20% of respondents each) are seen viewing social media advertising for
both healthcare and fashion material. Besides, social media users are more likely to encounter short skippable ads
than non-skippable ads. Finally, Facebook is still the most popular platform for Gen Z to get exposed to short-form
video advertisements followed by Instagram. TikTok was expected to have a huge impact on Gen Z short-form
video-watching habits, however, the data shows when it comes to advertisement density, TikTok accounts for 30%

which is less than Facebook.

Regarding the variable Video Length, most respondents encounter 15 — second advertisements and more than 80%
of respondents say that they watch under 30 seconds. Understandably, since advertisements under 30 seconds can
hold viewers' attention while also having interesting and visually appealing information, individuals are more

likely to encounter this sort of advertisement.
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5.2. Reliability and Validity
5.2.1. Evaluating Measurement Model
We see:

Table 2. Construct Reliability and Validity

) Factor Cronbach's
Variable Item ) Mean S.D CR AVE
Loading Alpha
IRR1 0.709 2.581 0.814
IRR2 0.874 2.609 0.771
Irritation 0.801 0.868 0.624
IRR3 0.801 2.698 0.7
IRR4 0.765 2.574 0.85
INC1 0.914 3.389 0.878
Incentives INC2 0.863 3.453 0.74 0.879 0.925 0.804
INC3 0.912 3.331 0.833
CRE1 0.871 3.459 0.776
CRE2 0.831 3.411 0.754
Credibility 0.858 0.903 0.701
CRE3 0.839 3.353 0.773
CRE4 0.806 3.259 0.835
SI1 0.787 3.267 0.696
SI2 0.846 3.268 0.816
Social SI3 0.792 3.379 0.707
o 0.898 0.922 0.664
Interactivity g4 0.828 3341 0811
SI5 0.762 3.442 0.794
S16 0.869 3.256 0.899
INF1 0.864 3.39 0.709
Informativeness 0.896 0.928 0.763
INF2 0.85 3.243 0.811
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INF3 0.901 3.373 0.734
INF4 0.877 3.374 0.855
ENT1 0.702 3.512 0.675
ENT2 0.875 3.416 0.834
Entertainment ENT3 0.866 3.387 0.718 0.878 091 0.669
ENT4 0.792 3.433 0.815
ENT5 0.843 3.397 0.752
AV1 0.891 3.126 0.897
Advertising AV2 0.851 3.286 0.756
0.891 0.924 0.753
Value AV3 0.869 3.332 0.781
AV4 0.861 3.329 0.74
ATT1 0.873 3.2 0.783
ATT2 0.831 3.368 0.753
User Attitude ATT3 0.803 3.278 0.849 0.891 0.92 0.697
ATT4 0.771 3.317 0.777
ATT5 0.890 3.391 0.827
PI1 0.815 3.311 0.904
P12 0.771 3.303 0.804
Purchase
PI3 0.839 3.421 0.779 0.892 0.921 0.7
Intention
Pl4 0.878 3.397 0.726
P15 0.876 3.416 0.787

SOURCE: Authors’ compilation from data processing

An item’s factor loading indicates how effectively it represents the underlying construct. The factor loading in the
observation is all over 0.70 which is considered the ideal standard according to Vinzi, Chin, Henseler, and Wang
(2010). For the composite reliability criterion, higher value denotes a higher reliability level. Previous researchers

consider values between 0.60 and 0.70 as “acceptable in exploratory research,” while results between 0.70 and
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0.95 represent “satisfactory to good” reliability levels (Hair et al. 2017b, p. 112). On the other hand, if the values
that are too high, such as those above 0.95, pose a challenge because they imply that the items are almost identical
and redundant. With the CR’s value ranging from 0.868 to 0.928, this data proved high reliability levels.
Cronbach's Alpha is another internal consistency reliability measure that uses the same assumptions as composite
reliability but produces lower values. An acceptable threshold for the AVE is 0.70 or higher. All Cronbach's Alpha
values in the research are above 0.8 which indicates that, on average, the construct explains (more than) 50% of the
variance of its items. Convergent validity, also known as communality, is measured by the average variance
extracted (AVE) across all items linked to a specific construct. According to Fornell and Larcker (1981), AVE >

0.5 confirms the convergent validity and all the AVE values in Table are greater or equal to 0.5.

Table 3. Discriminant validity

ATT AV CRE ENT INC INF IRR Pl Sl

ATT

AV 0.099

CRE  0.081 0.639

ENT 0.081 0.475 0.368

INC 0.679 0165 0.17 0.158

INF 0.05 0556 0.384 0485 0.141

IRR 0479 0138 0.163 0233 0.35 0.121

Pl 0273 0.643 0361 0.269 0.243 0.344 0.065

Sl 0.484 0.074 0.1 0.092 0358 0.089 0.462 0.155

SOURCE: Authors’ compilation from data processing

The discriminant validity is based on the multitrait-multimethod matrix, to assess discriminant validity: the
Heterotrait-Monotrait ratio of correlations (HTMT) (Henseler et al., 2015) is chosen in our study. As the ratios
were all below 0.679, they met the strictest requirement for discriminant validity (less than 0.85), suggesting they

could be used safely in the subsequent analysis.
5.2.2. Evaluating Structure Model

Table 4. Results of hypothesis testing

Hypothesis Path VIF Beta T Statistics P Values Result

H1 INF — AV 1.323 0.280 10.18 0 Supported
H2 ENT— AV 1.327 0.178 7.113 0 Supported
H3 CRE — AV 1.194 0.403 16.863 0 Supported
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H4 SI — ATT 1.239 0.208 8.461 0 Supported
H5 INC - ATT  1.167 0.486 20.199 0 Supported
H6 IRR - ATT  1.236 -0.191  7.955 0 Supported
H7 AV — PI 1.001 0.580 22.777 0 Supported
H8 ATT — PI 1.001 0.259 9.743 0 Supported

SOURCE: Authors’ compilation from data processing
“7 6. Discussions

The study is one of the initial empirical investigations done in an Asian country. It is anticipated that short video
advertising will have a large impact on young consumers worldwide since it is one of the advertising formats that
greatly influences consumer attitudes and intentions. The study has produced some fresh findings that may help
with future research in a bigger field, like food. Although several studies on the advertising business have been
conducted to date, this research is one of the few that genuinely focuses on the experience of short video

advertising in emerging nations.
7. Limitations and Further Research

Future studies may use longitudinal research methods to study the impact of short-form video advertising on social
media on people’s purchase intention, as the results of research may be affected by future technology and changing
social media platforms. Finally, although we believe the study model is sufficient to inspect the impact of
short-form video advertising on social media on the purchase intention of Gen Z in Vietnam, there are still other
influencing factors.
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