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Abstract. Research on social media to evaluate whether and how videos affect 

users' consumption choices. This paper distributed three questionnaires on five 

different social media without difference, and collected 216 valid questionnaires. 

The result show that the higher the quality of evaluation videos,  the higher 

people's trust in evaluation bloggers; Advertisements in evaluation vid-

eos will weaken users' trust in  evaluation bloggers; Cheap product prices 

will make price-sensitive social media users have a strong influence on  

their consumption behavior; And the consumption behaviors of social 

media users can be guided by the targeted objective  data of the evalua-

tion videos, so as to generate consumption behaviors. The final conclu-

sion is that evaluation videos can become a more trusted means of pro-

motion among users on social media. 
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1 Introduction 

With the development of the Internet in China, the number of netizens in China reached 

854 million in 2019, and the Internet penetration rate exceeded 60% for the first time 

[1]. And in 2021, the online retail sales of physical goods in China exceeded 10 trillion 

yuan for the first time [2]. Internet sales in China have become a huge market and are 

likely to keep growing in the future. At present, the academia generally believes that 

eWOM is an important factor affecting Internet users' consumption, and a large number 

of literature has been produced to prove it. For example, eMarketer revealed that 61% 

of consumers check online reviews, blogs, and other types of online customer feedback 

before purchasing a new product or service [3]. The identity of social media users to-

wards the platform and the virtual groups cultivated by the platform drives users to use 

and purchase behaviors[4]. In the last quarter of 2021, the average time spent on the 

Internet per person per day was approximately 413 minutes (just under 7 hours), and 

the 2021 figure is a slight increase from 2020, when the average global Internet user 

spent 412 minutes online per day [5]. These studies show that social media has become 

an integral part of many people's lives, including adults and children [6]. The data 

shows that as of 2021, about 2.14 billion people used the Internet to shop[7]. Studies  
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show that 59% of the world's population uses social media, with an average daily use 

of 2 hours and 29 minutes [8]. In 2020, the scale of China's live streaming e-commerce 

market exceeded 1.2 trillion yuan, with an annual growth rate of 197.0%. It is expected 

that the scale of live streaming e-commerce will exceed 4.9 trillion yuan in 2023. By 

the end of 2020, there were 8,862 registered enterprises related to live streaming in 

China, and the number of anchors in the industry had reached 1.234 million. The num-

ber of users of live streaming in China had reached 617 million, accounting for 62.4% 

of the total Internet users. Among them, the rapid development of live streaming e-

commerce has become the largest category of live streaming with 388 million users, an 

increase of 123 million compared with March 2020, accounting for nearly 40% of the 

total Internet users. Users who place orders for live streaming account for 66.2% of the 

users who watch live streaming, which means nearly two-thirds of users have made 

purchases after watching live streaming[9]. And social media is where many users 

check these online reviews. Nowadays, there are many different forms of social media 

in China, such as TikTok, Baidu Post Bar, Weibo, Little Red Book, wechat and so on. 

With the abundance of creators on these platforms and the increase in user demand, a 

lot of new content has appeared on these platforms. Such as: Vlog, product evaluation, 

live broadcast, etc. New things often bring more opportunities. And these new oppor-

tunities may mean that brands have more tools for marketing and publicity. 

Previous academic studies on Internet sales mostly focus on the conceptual content 

eWOM [10]. although some have generally pointed out the motivation of users' con-

sumption behavior and what makes users willing to consume on the Internet. However, 

there is little further research on the impact of individual items in social media on the 

consumption choices of Internet users. So far, we still have no ability to determine 

whether a particular segment of the Internet can have a significant impact on users' 

consumption behavior. We also don't know if consumers would have made different 

decisions before they made the purchase in a completely different consumption envi-

ronment. And whether new things on the Internet (social media, live streaming, video 

reviews, vlogs, etc.) will have an impact on consumer behavior, and what kind of im-

pact. We think there is a need for further research on Internet consumption. This paper 

mainly collects and analyzes data through questionnaire survey, so as to study whether 

Internet evaluation videos and their surrounding forms will have an impact on consum-

ers' consumption behavior. We will find out if and how video reviews on social media 

have an impact on platform users' consumption behavior. This paper will make a de-

tailed discussion from the following aspects: (1) consumers' trust system for evaluation 

videos, (2) content and form characteristics of evaluation videos, and (3) marketing 

methods and means of evaluation videos. 

2 Literature review 

The identity of social media users towards the platform and the virtual groups cultivated 

by the platform drives users to use and purchase behaviors [4]. In the last quarter of 

2021, the average time spent on the Internet per person per day was approximately 413 

minutes (just under 7 hours), and the 2021 figure is a slight increase from 2020, when 
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the average global Internet user spent 412 minutes online per day [5]. These studies 

show that social media has become an integral part of many people's lives, including 

adults and children [6]. The data shows that as of 2021, about 2.14 billion people used 

the Internet to shop [7]. Studies show that 59% of the world's population uses social 

media, with an average daily use of 2 hours and 29 minutes [8]. The average time Chi-

nese adults spend using their phones per day soared from 3.5 hours in 2017 to 6.0 hours 

in 2019, according to the study. The average adult spends a quarter of their day on their 

phones [11]. In China, the average person spends 139 minutes a day on social media, 

an increase of 19 minutes from 2018 [12]. As of June 2021, the number of online shop-

ping users in China reached 812 million, an increase of 29.65 million from December 

2020, accounting for 80.3% of the overall Internet users. China's online retail sales 

reached 6,113.3 billion yuan in the first half of 2021, up 23.2 percent year-on-year, data 

showed. Specifically, the online retail sales of physical goods reached 5,026.3 billion 

yuan, up 18.7 percent[13]. In 2020, the scale of China's live streaming e-commerce 

market exceeded 1.2 trillion yuan, with an annual growth rate of 197.0%. It is expected 

that the scale of live streaming e-commerce will exceed 4.9 trillion yuan in 2023. By 

the end of 2020, there were 8,862 registered enterprises related to live streaming in 

China, and the number of anchors in the industry had reached 1.234 million. The num-

ber of users of live streaming in China had reached 617 million, accounting for 62.4% 

of the total Internet users. Among them, the rapid development of live streaming e-

commerce has become the largest category of live streaming with 388 million users, an 

increase of 123 million compared with March 2020, accounting for nearly 40% of the 

total Internet users. Users who place orders for live streaming account for 66.2% of the 

users who watch live streaming, which means nearly two-thirds of users have made 

purchases after watching live streaming[13]. The explosion of social media has had a 

dramatic impact on business processes and models that managers and marketing aca-

demics are only beginning to understand. One way to simulate the radical changes 

brought about by social media is the pinball metaphor [14], which suggests that mar-

keting in the social media environment resembles chaotic pinball and has replaced the 

linear and one-way bowling marketing approach. In addition to contributing to a new 

way of thinking, the pinball metaphor illuminates how value creation processes and 

structures must adapt to the new marketing environment if businesses are to be per-

ceived as beneficial by active, highly networked consumers. Because of the dramatic 

changes brought about by social media, the marketing world needs to move from bowl-

ing to pinball. The paradigm shift from bowling to pinball has profound implications 

not only for marketing managers and companies, but also for the discipline of marketing 

itself. In order to stay relevant to the market, scholars in all areas of the marketing 

discipline need to understand the implications and outcomes of the new paradigm [15]. 

The information provided by consumer opinion websites is now more influential to 

consumers. Industry statistics also provide evidence supporting the significant impact 

of eWOM communications[16]. 61% of consumers check online reviews, blogs, and 

other types of online customer feedback before purchasing a new product or service 

[17]. With the advent of the Internet, word of mouth has undergone a paradigm shift. 

Traditional word of mouth, originally defined as a form of interpersonal non-commer-

cial oral communication among acquaintances, has now evolved into a new form of 
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communication, namely eWOM[18]. The sense of belonging has the greatest impact on 

consumers' eWOM intention. The pleasure of helping others is a key factor influencing 

consumers' willingness to eWOM. Reputation is a slightly significant factor affecting 

consumers' willingness to eWOM. The spread of eWOM by consumers on online con-

sumer opinion platforms is related to the desire to change their reputation. These con-

sumer opinion platforms have enormous scale and potential for impact [19]. In short 

video marketing, companies need to ensure their entertainment experience. Since short 

videos are played in a relatively casual and easy environment, companies should take 

into account that consumers generally want a more enjoyable viewing experience. It's 

worth noting that most people watch short videos just for entertainment, not shopping. 

Therefore, if the content of short videos is not entertaining, the marketing effect will be 

greatly reduced. Enterprises should strengthen the entertainment function of the short 

video platform, such as using some unique stickers, interesting games, etc., to improve 

the interactive effect. Based on the content of the short video, it is necessary to design 

the story or use some camera angles or fancy footwork to better present the business. 

Keeping up with new trends in pop music, dance steps, movies and TV shows can also 

make short videos more interesting in many ways.When promoting a product in a short 

video, enterprises should pay attention to the full introduction of product functions. 

Many short video platforms have introduced the shopping cart function, that is, as long 

as customers are interested in the short video, as long as they click a button, they can 

enter the purchase page and buy immediately, which can definitely improve the effi-

ciency of shopping [20]. 

3 Discussion 

For our research, we proposed the following four hypotheses: (1) The higher the quality 

of evaluation videos, the higher people's trust in evaluation bloggers. (2) Advertise-

ments in evaluation videos will weaken users' trust in evaluation bloggers. (3) Cheap 

product prices will make price-sensitive social media users have a strong influence on 

their consumption behavior. (4) The consumption behaviors of social media users can 

be guided by the targeted objective data of the evaluation videos, so as to generate 

consumption behaviors. 

The study surveyed social media users of different ages through a questionnaire, we 

found the following points: first, product evaluation videos will become the reference 

basis for most consumers to decide whether to buy a product, and positive evaluation 

videos will arouse the consumption desire of social media users; Second, compared 

with evaluation videos, live streaming is more difficult to arouse users' purchase desire; 

Third, 68.54% of respondents believed that knowledge-based live streaming could not 

stimulate their consumption behavior on social media, and 56.18% of respondents be-

lieved that any type of live streaming could not stimulate their consumption behavior 

on social media In another questionnaire, respondents indicated that low product prices 

and a consumption-oriented atmosphere were the main reasons for the consumption 

behaviors caused by live streaming. In other words, most consumers don't see any es-
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sential difference between live shopping and offline stores. Therefore, it can be con-

cluded that live streaming has a very limited impact on users' consumption on social 

media. Fourthly, 96.63% of respondents believed that they would refer to the sugges-

tions of evaluation bloggers before consumption, and 87.21% of respondents believed 

that they would refer to the suggestions of evaluation bloggers before purchasing digital 

products. This shows that users trust the review bloggers on social media to give them 

better advice on their purchase choices. 

In a separate questionnaire we went further to find out more about users' perceptions 

of product review videos/bloggers. The questionnaire shows that 69.05% of the re-

spondents are willing to trust the evaluation blogger, and most of the respondents who 

choose to trust the evaluation blogger think that their evaluation video is objective 

(58.62%) and professional (51.72%). Sufficient data comparison (65.52%) and detailed 

sharing of usage feelings (68.97%) are the main reasons for them to trust evaluation 

bloggers. In addition, the unique evaluation content/differentiated evaluation content 

(67.86%) and the sharing of product usage experience by evaluation bloggers (64.29%) 

became the two key factors that attracted them in the eyes of all respondents. The com-

parison of past products (42.86%), the presentation of objective data (41.67%) and the 

comprehensive use of the products themselves (44.05%) will become the secondary 

factors that attract respondents. A small number of respondents believed that have 

comparing with complementary good (28.57%) and product recommendation (35.71%) 

would be another attractive point. 

In the third questionnaire, the respondents' preference for the length of the evaluation 

video is: less than 1 minute (22.62%), 1 to 3 minutes (42.86%), 3 to 5 minutes (20.24%) 

and more than 5 minutes (14.29%). From this point of view alone, the interviewees 

were not very demanding about the length of the video. 78.57% of the respondents 

believe that after watching the evaluation video, they will have trust in the evaluation 

blogger. However, 52.94 percent of the respondents said that this kind of trust would 

decrease after evaluating blogger do the commercial advertisements. 61.18% of the re-

spondents indicated that they would show loyalty (long-term attention and trust to a 

review blogger). This shows that the assessment bloggers have the potential to cultivate 

loyal followers. 

Through the data, we find that the contents of evaluation bloggers is positively re-

lated to consumers' trust, which means that if the quality of content produced by 

evaluation bloggers decreases, it may cause a decrease in consumers' trust. in addition, 

Advertisements in evaluation bloggers will weaken this relationship between the con-

tents of evaluation bloggers and consumers' trust. Therefore, if the video content of the 

blogger does not appear in the traditional form of advertising, users are likely to trust 

the blogger more and more. Finally, we found that regardless of the form of Internet 

sales, the cheaper price is positively correlated with the user's purchase choice, which 

means that the lower the price, the stronger the user's purchase intention. We speculate 

that no matter what sales mode, as long as the price of the product is too high, consum-

ers will ignore the sales mode and have difficulty in consumption. Finally, the con-

sumption behaviors of social media users can indeed be guided by the targeted objective 

data in the evaluation videos. The special guidance means of the evaluation bloggers 

can promote the consumption behaviors of users. 
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(1) We found that high-quality evaluation videos are often accompanied by more 

objective data and more professional product evaluation. Since the average user does 

not have the ability to conduct such professional analysis and statistics, they will as-

sume that the creators of these videos, the bloggers, are professionals, and thus the users 

will feel a sense of trust in these bloggers. 

(2) We also found that if evaluation bloggers receive publicity expenses from brand 

parties and add advertisements to evaluation videos, users will lower their trust in them. 

Because the purpose of advertising is publicity, in order to achieve the purpose of pub-

licity, the evaluation video may become no longer objective.  

(3) In addition, low price (high cost performance) will also make it easier for users 

(especially price-sensitive users) to make consumption decisions. Because in the case 

of cheap price and guaranteed quality, consumers can buy goods at a price lower than 

their budget, which is unexpected and positive for users.  

(4) The use of objective promotion will make consumers willing to pay for the pro-

moted products. Objective promotion requires bloggers to screen the products that need 

to be promoted, and after professional screening, objectively analyze and evaluate the 

products through evaluation videos. This way, users will not think that the product is 

blindly recommended, instead, they will make a purchase choice because of the high 

quality of the product. 

Different from traditional marketing methods, evaluation videos can make users 

trust, and in the eyes of social media users, evaluation methods and personal opinions 

of evaluation bloggers are objective and professional. As a result, evaluation videos 

gain more trust from users than most other forms of marketing. However, it is worth 

noting that if companies want to use review videos as a marketing tool, they should 

ensure that the content in the review videos remains objective and professional. Other-

wise, it will be hard for users to trust the brand again, and the review bloggers who 

promote it. 

4 Limitation and future research direction 

The number of questionnaire samples in this study is relatively limited. Although we 

have distributed questionnaires in different occasions, the population differentiation in 

the questionnaire is not clear. As a result, the results of the questionnaire may not be 

applicable to a small number of specific groups. In future research, I will continue to 

refine the questionnaire questions. To divide different people from different points of 

view. At the same time, we also need to expand the sample size to avoid the bias of the 

research data. 

As far as analysis is concerned, this study lacks model analysis, and the research 

results are mainly obtained through the scriptwriting of the questionnaire and the col-

lection of subjective intentions of the respondents. This may lead to subjective analysis 

and conclusions. In the future, we should enrich the research methods and conduct more 

comprehensive research through industry data analysis, model analysis and other meth-

ods, so as to ensure the diversity and accuracy of opinions and conclusions. 
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5 Conclusion 

Social media users have a high degree of trust in professional evaluation videos, and 

the more objective the product evaluation is, the more likely consumers are to make 

purchase choices. Users trust bloggers more than live streaming and other social media 

shopping methods. That is to say, consumers think evaluation bloggers are professional 

and objective, and their opinions can be highly adopted. Therefore, when social media 

users are hesitant to buy a certain product, the positive product feedback from evalua-

tion bloggers is very likely to make social media users confirm the purchase behavior, 

or even directly place an order on the shopping interface of the social platform. All in 

all, consumers believe that review videos/bloggers are more trusted by them. 

(1) Consumers can get more professional advice quickly through the evaluation 

video, because the professional evaluation video will contain a variety of detailed data 

of the product, which may be difficult for ordinary consumers to notice or understand. 

But through the review video, consumers can understand more data and objective in-

formation to help them make purchase choices. In addition, in some evaluation videos, 

evaluation bloggers will compare similar products horizontally, which is difficult for 

consumers to use in daily life. With the help of this comparison method, the probability 

of consumers choosing the most suitable products will be improved. 

(2) If advertisements appear in the evaluation videos, users' trust in the evaluation 

bloggers will be greatly reduced. And the loss of this trust can make it difficult to create 

a second trust. Therefore, no matter the brand or the evaluation blogger, if they want to 

promote some products through evaluation videos, it is necessary to ensure the profes-

sionalism of the evaluation videos and the objectivity of the data. Otherwise, users' trust 

in bloggers and brands will be greatly reduced. 

(3) Interestingly, we found that the reason why most users are willing to buy prod-

ucts through livestreaming is not because livestreaming itself can arouse users' strong 

consumption desire, but because the products advertised in livestreaming are generally 

cheaper. The product publicity and marketing through price war is not a new way of 

publicity, it can be applied to any kind of publicity means. 

References 

1. National Development and Reform Commission (NDRC) People’s Republic of China. 

(n.d.). https://en.ndrc.gov.cn/. 

2. Lin, Y. (n.d.). Oberlo | Where Self Made is Made. https://www.oberlo.com/statistics/how-

much-time-does-the-average-person-spend-on-the-internet. 

3. China Internet Network Information Center. (n.d.). https: // www. cnnic. com. cn/ IDR/ Re-

portDownloads/. 

4. Laroche, M. (2010b). Advances in internet consumer behavior and marketing strategy: In-

troduction to the special issue. Journal of Business Research, 63(9–10), 1015–1017. 

https://doi.org/10.1016/j.jbusres.2009.06.010. 

5. Wang, T. (2017). Social identity dimensions and consumer behavior in social media. Asia 

Pacific Management Review, 22(1), 45–51. https://doi.org/10.1016/j.apmrv.2016.10.003. 

The impact of evaluation video on social media             219

https://en.ndrc.gov.cn/


6. Godey, B., Manthiou, A., Pederzoli, D., Rokka, J., Aiello, G., Donvito, R., & Singh, R. 

(2016). Social media marketing efforts of luxury brands: Influence on brand equity and con-

sumer behavior. Journal of Business Research, 69(12), 5833–5841. https: //doi. org/ 

10.1016/j.jbusres.2016.04.181. 

7. Goh, K. Y., Heng, C. S., & Lin, Z. (2013). Social Media Brand Community and Consumer 

Behavior: Quantifying the Relative Impact of User- and Marketer-Generated Content. In-

formation Systems Research, 24(1), 88–107. https://doi.org/10.1287/isre.1120.0469. 

8. Tan, D., Su, W., Mahoney, J. T., & Kor, Y. (2020). A review of research on the growth of 

multinational enterprises: A Penrosean lens. Journal of International Business Studies, 

51(4), 498–537. https://doi.org/10.1057/s41267-020-00328-8. 

9. Hennig-Thurau, T., Hofacker, C. F., & Bloching, B. (2013). Marketing the Pinball Way: 

Understanding How Social Media Change the Generation of Value for Consumers and Com-

panies. Journal of Interactive Marketing, 27(4), 237–241. https: // doi. org/ 10. 1016/ j. 

intmar.2013.09.005. 

10. Cheung, C. M., & Lee, M. K. (2012). What drives consumers to spread electronic word of 

mouth in online consumer-opinion platforms. Decision Support Systems, 53(1), 218–225. 

https://doi.org/10.1016/j.dss.2012.01.015. 

11. Xu, P., Chen, L., & Santhanam, R. (2015). Will video be the next generation of e-commerce 

product reviews? Presentation format and the role of product type. Decision Support Sys-

tems, 73, 85–96. https://doi.org/10.1016/j.dss.2015.03.001. 

12. W.W. Chin, in: G. Marcoulides (Ed.), The Partial Least Squares Approach to Struc- tural 

Equation Modeling, Lawrence Erlbaum Associates, Mahwah, NJ, 1998, pp. 189–217. 

13. C.M. Chiu, M.H. Hsu, E.T.G. Wang, Understanding knowledge sharing in virtual commu-

nities: an integration of social capital and social cognitive theories, Deci- sion Support Sys-

tems 42 (3) (2006) 1872–1888. 

14. M.K.O. Lee, C.M.K. Cheung, K.H. Lim, C.L. Sia, Understanding customer knowledge shar-

ing in web-based discussion boards: an exploratory study, Internet Research 16 (3) (2006) 

289–303. 

15. F. Li, T.C. Du, Anontology-based opinion leader identification framework for word-of-

mouth marketing in online social blogs, Decision Support Systems 51 (1)(2011)190–197.  

16. D.W. McMillan, D.M. Chavis, Sense of community: a definition and theory, Journal of 

Community Psychology 14 (1) (1986) 6–23. 

17. Yang Anna. Research on the influence of influencers on the intention of college students in 

social media when online shopping[D]. Guangzhou: Guangzhou University, 2017. (In Chi-

nese). 

18. Meng Fei. Research on the influence of influencers on purchase intention in socialized busi-

ness environment[D]. Nanjing: Nanjing University, 2012. (In Chinese). 

19. Li Tingting. Analysis of factors affecting consumers' willingness to buy one E-commerce 

Platform of fast-moving consumer goods[D]. Dalian: Dalian University of Technology, 

2016. (In Chinese). 

20. Xiao, Y., Wang, L., & Wang, P. (2019). Research on the Influence of Content Features of 

Short Video Marketing on Consumer purchase intentions. Proceedings of the 2019 4th In-

ternational Conference on Modern Management, Education Technology and Social Science 

(MMETSS 2019). https://doi.org/10.2991/mmetss-19.2019.82. 

220             Y. Long

https://doi.org/10.1057/s41267-020-00328-8
https://doi.org/10.1016/j.dss.2012.01.015


Open Access This chapter is licensed under the terms of the Creative Commons Attribution-
NonCommercial 4.0 International License (http://creativecommons.org/licenses/by-nc/4.0/),
which permits any noncommercial use, sharing, adaptation, distribution and reproduction in any
medium or format, as long as you give appropriate credit to the original author(s) and the
source, provide a link to the Creative Commons license and indicate if changes were made.
        The images or other third party material in this chapter are included in the chapter's
Creative Commons license, unless indicated otherwise in a credit line to the material. If material
is not included in the chapter's Creative Commons license and your intended use is not
permitted by statutory regulation or exceeds the permitted use, you will need to obtain
permission directly from the copyright holder.

The impact of evaluation video on social media             221

http://creativecommons.org/licenses/by-nc/4.0/

	The impact of evaluation video on social media on consumer behavior in China

