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Introduction The short-form video sharing mobile apps such as TikTok have recently
skyrocketed in popularity, which become the important communication channels for fashion and
beauty trends (WWD, 2020). Fashion influencers like Bella Hadid have started posting short
videos on TikTok and brands such as Saint Laurent and Louis Vuitton live-stream the fashion
shows on this video-sharing platform (Vogue, 2020). Notably, user-generated content where
many users took part in have received the most attention (e.g., #GucciModelChallenge with
214.3 million views; WWD, 2020). User-generated short videos, different from other content
populated and circulated in social media, refers to the videos created by users with the length of
the content only lasting for 10 to 15 seconds and published on the short-form video sharing
platforms (Ge et al., 2021). Despite its rapid growth, research on how user-generated short
videos facilitate consumers’ emotional, cognitive, and behavioral responses remains scant. Thus,
this study proposes a research model that describes the psychological mechanisms of how
consumers process user-generated short videos. Two objectives are specified: (1) to investigate
the impacts of the characteristics of short videos (i.e., perceived fit and perceived novelty) on
consumer emotions and cognitions (i.e., surprise and immersion); and (2) to examine the
influences of emotions and cognitions on the subsequential responses (i.e., product attitude and
purchase intent).
Literature Review and Hypothesis Development The match-up hypothesis on celebrity
endorsement research has suggested that perceived fit between the celebrity’s image and the
product message leads to more positive consumer evaluations (Koernig & Boyd, 2009). In the
context of influencer marketing, match between influencer and product and match between
online content and product tend to evoke persuasion of the messages (Park & Lin, 2020). The
concept of immersion is found to explain persuasion of user-generated short videos by portraying
consumers’ subjective experience (Pine & Gilmore, 1999). Immersion refers to “a form of
spatial-temporal belonging in the world that is characterized by deep involvement in the present
moment” (Hansen & Mossberg, 2013, p. 212). However, consumer surprise, as a short-lived
emotion, could be elicited by expectancy disconfirmation such as incongruency between
stimulus (e.g., video content) and schema (product’s image) (Alden et al., 2000). Therefore,
perceived fit may reduce consumer surprise, while it tends to increase immersion. The current
research identifies another characteristic embedded in short videos as perceived novelty, which
refers to the extent to which the user-generated short videos differ from consumers’ expectations
(Sheinin et al., 2011). Perceived novelty is found to promote a mental state of full cognitive
immersion (Magni et al., 2010). Meanwhile, consumer perceptions of novelty in short videos
capture an unexpected difference in the videos from other user-generated content, which could
elicit consumer surprise. Furthermore, previous studies suggested that immersion has a positive
impact on positive attitude and behavioral intentions (Hudson et al., 2019; Jung & tom Dieck,
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2017). Similarly, consumer surprise is found to impact attitudinal and behavioral responses
(Darley & Lim, 1992). Therefore, hypotheses are proposed as below:

H1. Perceived fit (a) increases immersion and (b) decreases consumer surprise.

H2. Perceived novelty increases (a) immersion and (b) consumer surprise.

H3. Immersion increases (a) product attitude and (b) purchase intent.

H4. Consumer surprise increases (a) product attitude and (b) purchase intent.
Method and Results An online survey was developed at Qualtrics.com and measurement items
of the research variables were adapted from previous studies. A total of 408 usable responses
were collected from Amazon Mechanical Turk (Mage = 34.9, 59.3% female, 78.2% White).
68.6% of them reported to frequently or always watch the short videos in the short-form video
sharing platform. First, CFA with the maximum likelihood estimation was performed in AMOS
and suggested a good measurement model fit: y?(215) = 547.792, p < .001, y?/df = 2.548,
RMSEA =.062, IFI =.947, TLI =.937 and CFIl = .947. Both convergent and discriminant
validity were confirmed. Then, SEM was employed to gauge the proposed structural model and
showed a good model fit: ¥(221) = 702.124, p < .001, y?/df = 3.177, RMSEA = .073, IFI = .924,
TLI=.912, CFl =.923. Furthermore, results indicated that both perceived fit and perceived
novelty increase immersion, while perceived novelty increases consumer surprise. Immersion, in
turn, has a positive impact on product attitude and purchase intent. Consumer surprise only
increases purchase intent. Thus, Hla, H2, H3, and H4b were supported (Figure 1).
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Discussion The current research proposed and empirically tested a research framework of the
user-generated short videos in video-sharing social media. This study identified two important
characteristics related to the short videos as perceived fit and perceived novelty and examined
their roles in consumers’ emotions, cognitions and subsequential responses. Immersion plays an
important role in the effectiveness of the user-generated short videos, which is driven by
perceived fit and perceived novelty and further enhances product attitude and increases purchase
intent. Consumer surprise, meanwhile, serves as a critical underlying mechanism of processing
the short videos, which is evoked by perceived novelty and in turn leads to purchase intent. This
research enriches the literature on social media marketing by revealing how consumers respond
to the video-based content in the context of short-form video sharing platforms. Practically,
fashion marketers should utilize such video sharing social media to encourage consumer
engagement and enhance relationship management. For instance, to better facilitate consumers’
mental experiences, brand managers could either produce and upload the short videos that are
congruent with the brand’s image or employ influencer marketing strategies that are consistent
with the brand identity. Besides, posting the novel, original, or unexpectedly unique short videos
could not only evoke consumers’ subjective experiences but also elicit their feelings of surprise.
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