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Influence of Short Video Content Marketing on Consumer$ Purchase and
Communication Willingness of Apparel Brands
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Abstract : To further explore the factors influencing the purchasing behavior of apparel by users of social media platforms, a
theoretical hypothesis was proposed, and an evaluation scale for short video content marketing of apparel brands was
developed, obtained four evaluation dimensions including functional information, entertainment information, emotional
information and social information. A questionnaire was utilized to investigate consumers”perceptions of various dimensions
of short video content marketing for apparel brands and the influence on purchase and communication willingness. The
results show that differences from consumers”perceptions of various dimensions dimensions of short video content marketing
positively affect their purchase and communication willingness. Among them, functional information and social information
have the most significant impact on consumers”purchase willingness, while entertainment information have the most signifi-
cant impact on their communication willingness. It was recommended that apparel brands should based on their respective
development stages on Tik Tok platform to locate the short video publishing types. This paper proposed strategies and brand

"

communication suggestions for " product promotion" short videos and " traffic and audience engagement" short videos.

Key words : apparel brand, short video,content marketing, purchase willingness , communication willingness, Tik Tok
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Tab.3 Descriptive statistics of the samples
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Tab.4 Scale reliability and confirmatory factor analysis
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Tab.6 Regression analysis results
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