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=52 2%<Do you think I'm cute>¥} AIYE &
FFoE FAAENT B2 A= s A
oA MTE E=al] npiAlAlE Eol7bAL. WS
A NYHE STRAL R ‘)ri—l—’— WARSSS
Zolds AYAH 38 5 KTt 49
A=ES 59 <Storytellers>2} 7”%163 TRReE
TAstlem Fa el W82 39 A=Ea
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o
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A& X}- o] ZxA A

=27 i e =
2 ] 9 £F BT YA &7 7Y 2
BOM AE43t wle R4S AF ARl
SR LT

B oo AFA FALE 98 AREAE
=9 it ZAA]7]132] Wenjuanxing(www.wjx.cn)
9] 2l Hd-& o] &-3ke] 20221 4Y 28YUH-H
2022 05¢ 3U7HA] 2Rl Aoz ZEQ]
th AEZRAY] BT AAAWA ) Ao
U 20the] T w AR gk XSSt
Lt g2 10%9 A, A% vlES 1Est
o] 7t A=) F 801 Uie]e] A} x| =
CE RES A o}‘ﬁovi 27 FEH AT &

& (e}

T ARAAR A AsE T skl A #4

Table 1. BGM stimuli selection.

Test condition M
Short-form video ~ Musical . Song Singer Musical Musical
o Musical fit —
appeal types familiarity familiarity fit
Information Middle Fit < Love frequency> Sasablue 3.03 3.63
transmission ] ] o ]
types(rational) Middle Non fit <Storytellers> Yigian Xiao 3.17 1.83
Middle Fit <Do you think I'm cute> BCD Studio 373 42
Game types o
(emotional) Middle Non fit ~ <P'm fine where I am> e 227 1.87

Li, Wumi Zheng
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2 ggArEo] uiAHck AR el S ol
go] B AFAdo] gloka AdE]E 2
EE B4 dPdelA AlLsta ¥ 33358 HE &
2ol AgFITE

AR g2 Mg ol 2, A% v £,
BGM A3 Ul &8, 3% 590 Fa A7 &
gl =, leE 3 B, A EAA 54

o7l e e 207 BFo = FAIH I BGM

AL Choi(2006), TS5 Ceyhan(2019)]
T"}so]—é ‘/FX(S] ,15394‘0]—0% /\]—.9_ ].%\ﬂ 7_]'_ ?ﬂ:fé}% Likert

"§(1=stimllated/jittexy,9=relaxed/quiei), Z7182(1=amoyed/
elancholy/depressed/unhappy,9=pleased/contented/hopef
ul/happy). 32 9% FaL 27 F8L Kim and
Han(2015)%] &35 77 Heksto] AR5l
T 9 un|EHER SHSGIT i@ﬂﬂi
2 T QIEs) RIFEAA BEAEE We FES
Acig oz FA3eh

- ZAH= SPSS Statistics 25.0 FA] 2T
o] gste] T3t 2 W o® WAtk A=

SRCEL

) %
o) ARAE AN ERALE,

-1 ™o o o
T 9 5L BGM A TdEd SHEE ¢
AEAS A3 A¥l= <Table 2>, <Table 3>°]|

Table 2. Manipulation check of short-form video appeal.

u!
[

Short-form video

Items

M SD

t

appeal (@)
Being rational-Being emotional Rational 165 247 .663
Being objective-Being subjective 40715
Being realistic-Being non realistic Emotional 168 526 586 ’
Being specific-Being abstract
" p<.001.
Table 3. Manipulation check of musical fit.
t
Items Musical fit N M SD
@
This background music is suitable for Fit 165 3.92 879 12,170
video. Non fit 168 2.43 1311 '
"p<.001.
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Foll whehr] FAIH o= frof gt 2t
ol7F vk %‘ %= 9lth. BGM A4
B Agke] o] 3.920]1L, HA TS 2
Al Hato]l o A debwth AFEAZ
A EW, 1(dh=12.170, p<0010]|2E AT}
weld EAFOZ S8t 2|7} Qi &
Tk ofell & el ARgE ASEe 4
Z2g)¢le8 glolg = Qgt)

AE FHO e SHAE 1] A-EAIE
o g 218k flate] wAt
B4 AN 1 H9E A7 345, 2679,
18.1517} 1527601tk A=% §30] w2 Aok
b folek Aol LR ok} BE 2R

AR SEAE QTEASA A4S gl

2. 712AT

1) BGM ZHgA, == S3Q4} Fa1 o

2 7ol ﬂlil‘: IF

2 T B a7 %b’é% 7—1“3011 mAE 9
&= AW ?13H 01%5‘—{%*—1—"* AR A}

(F=4.793, p<.05)3} BGM &g (F=16.096, p<.001)
AN BFolA fogt F marh vEkst
whebA] 7R 112 S A Eglem, 7 125
i AEESITE BGM A9 5% 598 3
I AT o A AE AT EF=462, p>.05) L}
EfLbA] QRhth(Figure 2). weEbA 7R 132 712F
=3t ZolE fA oA 9 #a AT 73
7 BGM 3ol B sdaA Fesiion
7 N oF AnjkEe] 2Pl 9EE T %
Q4%E & 7 Stk

S TR B A FrEel tigk FAIERL A}
olF dolry] fleto] F45t A7KTable 5), 01’34
2T M=6.735)2] SeEo] A AT (M=6.163) 15
tF 244 €] ol ¥ 7 YeRtth BGM A3
of thek FA1A Q1 x}o|(Table 6), 4 3H(M=6.973)2]
BGM©| 49} BGMM=5.925) 5.t} 71 2] <0]
O A vERsth ofell o)A AThe] el 7t
de] ol E%er BGMe] At 73
ZPgo] felstA A vEbTh o= %
frdo] At A&l 0%%‘ ZeH]of] Fosh=

[z

o
o~

-{o

=

o
o) A)of mA= PEFE A3 Zhang et al.(2020)°]
AATE A AT el U w8 A ol
e 5 Stk A Rhje] dvs HolFqt)
A A ¢k AmAkEelAlE AR dds

Table 4. Effects of music fit and short-form video appeal on arousal: Two-way ANOVA.

Variables Sum of squares df Mean squares F
Short-form video appeal 12.577 1 12.577 4.793"
Main effect -
Music fit 42.237 1 42.237 16.096
Covariance Age 6.776 1 6.776 2.582
Interaction Short-form v{deo. appeal 1212 1 1212 a6
effect * Music fit
'<.05, X001,
Table 5. Differences in arousal according to short-form video appeal: Two-way ANOVA.
95%
Short-form video appeal M SE
LLCI ULCI
Rational 6.735a 187 6.366 7.104
Emotional 6.163a .183 5.802 6.524
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FHOE AN oA AT BAINRL & FYE-012 p09E FAF F Haph hehiA
M) gAel Bashe A AT B9l @gkth el BGM ARAF-26.129, p<o0l)e
AHAERRE 9SO Fuse 49 B% Rl F mabh dekdeh meb] b 11e
Aeba BB 53] BoMel AREFE 2 AlgEgon], /4 12t Z14E9le BoM A
2ol o] o Aolk Y £F BT Ba AT 499 EAEE

27012 ) SAC) Of% BOM M, % SHE=1268, p>05) Leh b ShtthEigure 3). o}
FEGY B3 2T KPS A RS 9% b b 132 J|4E g Selnld gae) oe
& AZ] Sla olRARAS NG A AN 3ol BT Kazakova ot al.2016)]
(Table 7), 3] A0 %% B4 H3 & AT £F BGY AT fol Aol fole

Table 6. Differences in arousal according to musical fit: Two-way ANOVA.

95%
Music fit M SE
LLCI ULCI
Fit 6.973a .187 6.604 7.343
Non fit 5.925a 183 5.564 6.286

Table 7. Effects of music fit and short-form video appeal on arousal: Two-way ANOVA

Variables Sum of squares daf Mean squares F
Short-form video appeal .031 1 .031 012

Main effect -
Music fit 68.655 1 68.655 26.129

Covariance Age 26.549 1 26.549 10.104™

Short-form video appeal

Interaction effect . 3.330 1 3.330 1.268
* Music fit
“K.01. 7K .001
Table 8. Differences in arousal according to musical fit: Two-way ANOVA.
95%
Music fit M SE
LLCI ULCI
Fit 6.935a 173 6.593 7.276
Non fit 5.683a 173 5.341 6.025
7.50 BGMXEHY 7.50 BGMEEHY
735 — g — =g
P — ey — g
e 706

681

28 894 2788 28 594 2788

Figure 2. Light user interaction effect. Figure 3. Heavy user interaction effect.
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9J5to] 215t Aal(Table 8), 23HM=6.935)2] BGM
o] H-25} BGMM=5.683) 2.t} 74 9] <=
Al Ve olefl #lR] 287
o] Aget 7 7ol fFreeA =A et
©]%= Hong and Yun(2021), Zhou and Yamanaka(2018)
o] Arele Akt ¥z, BGMo| AgErE
T Stk

PN R
7] ol ¥ e

2) BGM X-h;s:}-k] ﬁ_-‘TL_

J
e =715 W% I

AR BolE i

SE )
E B9 A0 27 #9
a|

%

o M

p>.05) A FFoA -
WA ekekt wEbA] 71 2

s Aser] S8l oldEAEAS AA
KTable 9), 2tolE ANl S0 597 ¥
T F¥(F=2735, p>05)7 BGM &

gt 5 a3t et

2-1 ¥ 7Md 22+ 7]

Soh]

ol v i
#4917 BGM

o
o
EE) *Pimlﬁura: 5907, p<. 05)% Agoll A
FrolsHAl vebstth whebA 7d 238 AfEE g
th o] Fal EolE fACAl £F T Fa
9] ghlsh o ARTH= A4l %ﬂ F7F 4]
A=e] EAF S T T8 eaS o
T AUtk

TAARL Aol 5 Hofr 7] fleto] EAE A}
(Table 10), (Figure 4), A 479 =52 23]8
BGM©] -3t 4-9-M= 5976)01]"1 ZAg°] 4
=7 AZESITE o] AThe] =¥E-2 BGMO]
AT M=5.754) 73§} 235 BGMO] (M=6.817)
ZAEC Uist o =A 7=k o] g A
3 (Demoulin, 2011; Herget et al., 2022)°l14] %
J—_ygl_ EeXe)¥e) xhsM-lo] 3—7&7(4?1 71—2—]2 %\;}z&q—
© Zg EAsgitk 2ev 99E 2 A7 A
= o9} W= A8AWAE A o] 85HA] ¢

AR AE B ATl Solo] 74

Table 9. Effects of music fit and short-form video appeal on pleasure: Two-way ANOVA.

Variables Sum of squares daf Mean squares F
R Short-form video appeal 8.602 1 8.602 2.735
Main effect —
Music fit 5.174 1 5.174 1.645
Covariance Age 15.795 1 15.795 5.021
Interaction Short-form video appeal *
18.582 1 18.582 R
effect * Music fit 8.58 8.58 3907
"X.05.
Table 10. Differences in pleasure according to musical fit and short-form video appeal: Two-way ANOVA.
Music fit
F
Fit Non fit
Rational 6.817a 5.754a .
Short-form video appeal 5.907
Emotional 5.647a 5.976a
"X 05,
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£ o Az

2019). ol 2AAMA AlEC] T s
I

A o) 3] ol e nheE A A
512 so] B e Aol D= £F B
Y1E Aok FE AR

FaL At 799 FEABEINE=651, p>.05)

UERA] 39k CHFigure 5). w71 232 7]
ZFE| Itk o5 Fall En] fAlA T Fa
2T FPETHEE BGM A 3ol An|abEe] £
%oﬂ Oﬂtﬂ:___ _Z,_b Q0 1E ?jl— Oh;].

BGM x—lé—l—/l—] oﬂ r,Hz:s_} :rLzﬂ Z o o] x}o]E ol—o].iﬂ
skl 2% AaKTable 12), 2 T(M=6.454)2]
BGMC] 73 BGM(M=5.785) K.t} 729 4%
o] ¥ A Uepgtth ool sn] A8AMA F4
Al BGM A5 S50 #A A2k
X131 (Demoulin, 2011; Loureiro et al., 2021)2]
ool At Seto] mA EA% Yol §
2 Ath= A3E WEsked,

5o ¥ QT Aue} dvkd W

2
o
o2
Q
2 S

Table 11. Effects of music fit and short-form video appeal on pleasure: Two-way ANOVA.

Variables Sum of squares daf Mean squares F
Short-form video appeal 2.231 1 2.231 769
Main effect "
Music fit 19.637 1 19.637 6.773
Covariance Age 17.829 1 17.829 6.149"
Interaction effect Short-form video appeal 504 1 594 651
* Music fit
"X.05.
Table 12. Differences in arousal according to musical fit: Two-way ANOVA.
95%
Music fit M SE
LLCI LLCI
Fit 6.454a 182 6.095 6.813
Non fit 5.785a 182 5.426 6.144
oo BGMEZY - BGMZ{2Y
— g — g
6.82 — —
675 650 665
650 640
6.28
6.00 S8 6.00
24 o)y zy SJOE\@I
28 594 2798 28 5YY4 2798

Figure 4. Light user interaction effect.

Figure 5. Heavy user interaction effect.
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Table 13. The effects of consumer sentiment on purchase intention: Multiple regression.

Dependent variable Independent variable B t F R
Arousal 264 2.635"
Purchase intention 15.543 412
Pleasure 185 1.848
“.001.
Table 14. The effects of consumer sentiment on purchase intention: Multiple regression.
Dependent variable Independent variable B t F R
Arousal 264 3.257"
Purchase intention oy 33.807 528
Pleasure 324 3.996
.01, 001,
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Abstract

With the rapid development of short-form video platforms, short-form video advertisements are gradually being
used as a new marketing tool for companies by replacing traditional advertisements, and it is considered very important
to produce short-form video advertisements that meet the target customers’ preference for specialization. The purpose
of this study is to empirically examine the effect of the short form video advertisement appeal type and BGM suitability
on consumers’ emotional and behavioral responses through experimental design. In particular, we would like to look
at how such a difference in short form leads to reactions between consumers who have a lot of experience in purchasing
from social commerce and those who do not. Data were collected through a survey of Chinese consumers in their
20s with experience in purchasing from social commerce, and the research hypothesis was verified using SPSS 25.0.
The results are as follows:1)Overall, it was possible to confirm the importance of BGM suitability when shopping
for fashion products through short form video platforms.2)Video appeal was found to make a difference in the response
of social commerce light users, and the interaction between video appeal and BGM suitability was also found in
light users. This study proposes the following marketing implications: When social commerce shopping companies
produce short form videos, they should specify sub-points and select BGM in consideration of the target customers’
preference for specialization. It suggests the need for a marketing strategy for the main customer base using the short-form
video platform, and it is judged that the appropriate BGM according to the appeal type is more effective in order

for consumers to form purchase intentions by mediating positive emotions when using the platform.

Key words : music fit, short-form video appeal types, emotional responses, user type, purchase intention
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