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Abstract

Short video social media (e.g., DouYin) develops very quickly. Many firms choose opinion leaders
to promote products. The article explores the influence of personal characteristics of opinion
leaders on consumer trust and consumer participation behavior in short videos. Referring to lite-
rature in social media ads, word-of-mouth, and consumer behavior. Our study proposes a com-
prehensive framework with which to examine the relationship between the characteristics of opi-
nion leaders, consumer’s trust and engagement. We find opinion leaders’ expertise, interactivity,
credibility, and attractiveness have positive effect on consumer trust and engagement, and these
characters can build consumer engagement with trust as mediator. Practical implications are fur-
ther discussed.
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Figure 1. Research model
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Table 1. Demographic information
# 1. ZRER

i H el AR thR WiH 2551 AR thR
Lok 158 48.8% KF 9 & 4 1.2%
51
Eitis 166 51.2% 9~12 4F 21 6.5%
{&F 25 94 29.0% HEREE 12~16 4£ 289 89.2%
26~35 136 42.0%
R Above 16 4 10 3.1%
36~45 69 21.3%
#8345 25 7.7% b 98 30.3%
& 3000 20 6.2% s 89 27.5%
3000~5000 130 40.1% 15 FH Al 2 EZ 98 30.3%
'ON
5000~8000 123 38.0%
7 39 12.0%
it 8000 51 15.8%

4. BIEDTIER
4.1. 5E. FELE

FAVER IBM SPSS Statistics BT /00T TEIERB B Z /0, BAUGE 7A AT, B
MWK T BRI T, 284 AT 5EME(CR), Cronbach’s a, FEEIFEI T Z(AVE)RIH R R 3. Wn#k 2
Fior, BATATLMRZE 5 1E BT A N R Al m T 0.8, X EMER — IS i fEMIE T . SN
fEAZ & ¥ Cronbach’s a REFI KT 0.8, RIZER A GRS AT ELE A )G, AT E THEWTEMECR)
P87 Z 1R IN(AVE), 250K AT A X L i R AR TF G AR A — S ER

SR 7 FERE R B T 0 S W I 5 A 2 0 2 () () — SRR R . FEIX IO e, 7 PRAG R
RGN, HE T 280, Bl a8t &, W3k 3 mTLEH, AXEIEEL:
CMIN/DF = 1.108 < (2.00), RMSEA = 0.018 (<0.05), #HX LA #5%L: CFI = 0.997 (>0.9), TLI = 0.997 (>0.9),
PNFI = 0.859 (>0.5). PAitt, ST, SLi0% ol DURGF A& B . [Fi, ARAE I UEPE R 120 #r
HOULI AR B XS AR B B R A, AR R R (B R T 0.80, RIABY YRR AIE M R 4F, AR
S8R 2 R SR E 2 0] DR E), IF H B AR s i 4500 2k
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Table 2. Results of reliability analysis and convergent validity

2. FESMERELSR

EFA CFA
i B I
K73 fir Cronbach’s a CR AVE
CR1 0.849
FE%k CR2 0.893 a=0912 0.914 0.779
CR3 0.905
EX1 0.843
EX2 0.872
Ll a=0.914 0.916 0.731
EX3 0.874
EX4 0.829
IN1 0.860
HE IN2 0.817 a=0.882 0.883 0.716
IN3 0.860
ATI1 0.907
AT2 0.876
514 a=0.929 0.928 0.764
AT3 0.851
AT4 0.862
TO1 0.877
TO2 0.904
i WA R E AT a=0.932 0.932 0.774
TO3 0.865
TO4 0.872
EN1 0.865
EN2 0.806
S5 EN3 0.831 a=0.922 0.923 0.706
EN4 0.804
ENS 0.892
Table 3. Model fit index
3. GEMESER
el CMIN/DF RMSEA CFI TLI PNIF
(AP 1.108 0.018 0.997 0.997 0.859

4.2. RigKRE

L1 MAA RAEA S . BA TG K6 AT PR A JRATFER 4 R 1 Ilatas R

M 4w, BATR UL A BIFRA T RS AR R L . SEith B E],  FE A S A &
DL R DY S S B R AE XV 2 BB AR BRI . AR, S LA AR R 0 25 5 RE P AR . B4t
FATAIL T IR 5 6 BB AR Mok, T A E T B S Smim k. ok, 45
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IR, R AT S AT 2 S 5 A KR .

Table 4. Results of hypotheses testing
F 4. BRRRWER

ik Paths M {8 L
Hla b X B WATAE AT 0.190 3.812%%% Yes
HIb Tl -2 5 0.166 3.583%%x* Yes
H2a B —X & WA (5 A 0.258 4.835%%* Yes
H2b HEM—-S 5 0.283 5.692%* Yes
H3a T o] 7 LA S AT 0.221 3.840%** Yes
H3b FE-SHE 0.326 6.092%%% Yes
Hda W51 9 — %t B AT S AT 0.306 5.370%%* Yes
H4b W5l -2 55 0.207 3.903 %+ Yes
HS X RS EAE S 5 0912 39.942 %% Yes

kRN 25 PETE 0.001 /KF.

PR, FATHE DA AMOS SRR R RE M, UK 278 £ (14 1 AL £ 50 A0 S DO N4 A5t
HlRE NS EERETDREN . RAMEE 2 PR 74 R,

Ll 0. 128wk

0. 1443k
%5171

Figure 2. Research of structural model

B 2. REBRZE

M2 ep, FRATATCAR I, o B AT P05 AT X B 2 5 B A AR K 0 IR R
5. Vit
5.1. ARG RFMNELEREN

TRATHIBIE TS ARSI S BARTE B BT 2 — o AERATHIE T, FRAT22 3 A 240 2 &
TR G I, 5L AT RS AR T 3B (S AR AN S8 2 5 . ERATH BTRIB b A LRI, &
56, BT DA SRR 2% 3 B AR NS 5 AR, BUSMRAT#E p B 0.001 7K 1
B BAKTE, B IR LY 2 S AEANE 985 S 54T 0 ARG, BB Hla A1 H1b J
Lo AT IR BB PR R AR AR A B SRS 51708, ESC iR AR B H2a A1 H2b B, 38
LA 4, FRATRT LU By ) R DL LA £ 7 20 S (S AR A SO 28 5 5 A BRI AR T, B A
B H3a A1 H3b J&AL. I 7 4 AL AT AR 51 7001 9% 5 AR M i ok, T AN L i i &
MR B EL B RE J1, SCE TSR Haa F1 HAb [RJE BT « 6F 0 A AT REARREE I - A8 AL 6 1) F D
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AT AT 2 SE N R ARSI & B IR SR Dy Re o AT ) AR A5 5 TR AT A PR A P R L 0T A R AI FDAE A
SR DA St R I WA S N . e, BRATR I B AT T S 5 A A R EH
M. 25 RERW], BRAERERE, N 0912, fRik HS L.

R L ERBL, RATHT AL BT — S sEBRiE . B2, M ik R RiRE. & oaiBiEs
PATH H R A GG o Al SR A AATE = S HE T R IR, R AATCT &t 8 H 5 5 s LA DA i
HZRNE. R, FEIEREEE R R WA A A = S, A ROZiE R TR 5 e R
UF H A WA . 0 TR &, 2 ARG R A NN, AT DAEE 5 BRAS I B S AT
REHRENSE5E. &5, GENTHERESSEREEE, MHTES5EREHNECHEE R
Z—o Bk, TERAATAL RS B A7 S, R AT DA RS B HUE AT, X — R

5.2. RBRMEFAKMER

FEBATR T AL e [R). HT KR2HS S5FAR KL, EULBATHT T 4 52 21— € )R
e BT REAFEEERERINIE AR RE S Bk, SRR FEEE 2 BA AR EKF
M52, FEAERVER, FEE, WAVENFR AR AT RN B 0. IR, BUAE 2000 B R AT 547
W2, AR EAARRBIIRE, £UGRIBTFi, FA1H 8 B — TR 5 Rk .

e, BATREEE A E R . EAE, RIS B thE A AR AT« BT TBRAE (B 7T
PR AT REANE A HARE . BRI, FATES AR BT FUEA R B B SGEATIE 7T, PRI R A
Jiie
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