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measuring their corporate effects. Under the guidance of the stimulus-tissue-reaction model (SOR), 
this study puts forward the following assumptions: 

- H1: Informational content can effectively promote the increase of willingness to buy 
-H2: Entertainment content can effectively promote the increase of purchase willingness 
- H3: The combined effect of informationality and entertainment content has an impact on the 

willingness to buy 
In order to prove these assumptions, this article conducts two surveys (N=175 and N=174), which 

provide inspiration for marketers targeting young consumers. 
This study takes the SOR theory as the research framework, and puts forward the following 

research framework, as shown in Figure 1. 

Stimulate(S)              organism(O)               response（R）

Information content             (perceived value)                willing to purchase 

Entertain content                 trustworthiness 

                              emotional response 

Fig. 1 Research model

The SOR model believes that external excite (such as short video content) will cause internal states 
and lead to behavioural reactions such as purchase intentions. Descriptive statistics provide 
demographic and behavioural statistics summary. Cronbach's alpha evaluated the reliability. Pearson 
correlation tests the relationship between variables. Multivariate regression evaluates the relationship 
between trust (survey 1) or emotional response (survey 2) and the impact of IC and EC on PI. The 
KMO value (>0.7) and the factor load (>0.7) confirm the validity. 

4. Study Results 

4.1 Reliability and Validity Analysis
The reliability and validity analysis confirmed the robustness of the scales. In Survey 1, the 

Cronbach's alpha values were high: Purchase Intention (PI, α = 0.85), Informative Content (IC, α = 
0.90), Entertainment Content (EC, α = 0.88), and Trust (α = 0.82). Survey 2 demonstrated even 
stronger reliability: PI (α = 0.89), IC (α = 0.92), EC (α = 0.90), and Emotional Response (α = 0.85). 

The Kaiser-Meyer-Olkin (KMO) measures of factor loadings for both surveys were above 0.7, 
indicating strong construct validity. The cumulative explanatory rate exceeded 60%. Therefore, these 
scales were fully qualified for further statistical processing (see Table 1).

Table 1. Reliability and Validity Analysis for Each Dimension
Survey Variable Cronbach’s α KMO Factor Loadings

Survey 1 Purchase Intention (PI) 0.85 >0.7 >0.7
Survey 1 Informative Content (IC) 0.9 >0.7 >0.7
Survey 1 Entertainment Content (EC) 0.88 >0.7 >0.7
Survey 1 Trust 0.82 >0.7 >0.7
Survey 2 Purchase Intention (PI) 0.89 >0.7 >0.7
Survey 2 Informative Content (IC) 0.92 >0.7 >0.7
Survey 2 Entertainment Content (EC) 0.9 >0.7 >0.7
Survey 2 Emotional Response (ER) 0.85 >0.7 >0.7

Note: Cumulative explanatory rate > 60%. 
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