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ABSTRACT

Traditional video commercials often fail to capture consumer attention, leading to
limited engagement and disinterest. In contrast, product placement has emerged as a
more effective strategy for reaching both users and non-users, particularly with the
rise of new media platforms. Product placement integrates advertising within
entertainment content, creating a more natural promotional experience. This thesis
draws upon the Information Adoption Model and Social Influence Theory to
examine the impact of product placement in short-form videos on brand image. It
specifically investigates the mediating role of advertising adoption, the moderating
effects of social media influence and brand familiarity, as well as the three-way
interaction among these factors.

A mixed-methods research design was employed in this study to integrate the
strengths of both qualitative and quantitative approaches. In the qualitative phase,
in-depth interviews and content analysis were conducted to confirm constructs,
refine measurement items, and develop a contextually appropriate questionnaire.
During the quantitative phase, a two-wave time-lagged survey was administered to
Vietnamese social media users to minimize typical technique bias and enhance the
accuracy of causal inferences. A total of 1,217 responses were gathered from
individuals participating. NVivo software supported thematic analysis in the
qualitative stage, while SmartPLS-4 was employed in the quantitative stage for
measurement validation, structural model testing, and moderation-mediation
analysis.

The findings confirm direct relationships between product relevance, emotional
appeal, influencer-product fit, trustworthiness, and influencer popularity with
perceived usefulness. Perceived usefulness was positively associated with
advertising adoption, which in turn significantly enhanced brand image. Advertising
adoption mediated the relationship between perceived usefulness and brand image.
Besides that, social media influence moderated the link between perceived
usefulness and advertising adoption, while brand familiarity moderated the
relationship between advertising adoption and brand image. Furthermore, a three-
way interaction showed that high social media influence and high brand familiarity
amplified the positive impact of advertising adoption on brand image.



This study advances the literature on digital marketing by developing a sophisticated
conceptual model that integrates the Information Adoption Model (IAM) and Social
Influence Theory to examine the effects of product placement on brand image.
Specifically, it highlights how argument quality and source credibility key IAM
constructs influence consumers’ perceptions of brand value and reliability. By
incorporating both informational and normative social influences, the study reveals
the powerful role of social media influencers in shaping brand image through short-
form video platforms. Furthermore, it identifies brand familiarity as a critical
moderating factor in the relationship between ad adoption and brand image, offering
new insights into personalized advertising strategies. These findings offer valuable
insights into how mechanisms of social influence and the integration of digital
content shape the perceived effectiveness and acceptance of product placements
within the dynamic context of social media marketing.

ABSTRAKT

Tradi¢ni video reklamy Casto selhdvaji v upoutani pozornosti spotiebiteli, coz vede
k omezen¢ angaZzovanosti a nezdjmu. Naproti tomu se product placement ukazal jako
ucinngjsi strategie pro osloveni jak uzivateld, tak 1 ne-uZivatell, zejména s ndstupem
novych medialnich platforem. Product placement integruje reklamu do zdbavniho
obsahu, ¢imz vytvari ptirozengjsi propagacni zazitek. Tato diplomova prace vychazi
z modelu adopce informaci (IAM) a teorie socialniho vlivu (SIT) a zkoumé dopad
product placementu v kratkych videich na image znacky. Konkrétné se zamétuje na
mediujici roli piijeti reklamy, moderujici €inky socialniho vlivu na sociélnich sitich
a znamosti znacky, a také na tfistrannou interakci mezi t€émito faktory.

V této studii byl pouzit smiSeny vyzkumny design, ktery kombinuje silné stranky
kvalitativniho 1 kvantitativniho pfistupu. V kvalitativni fazi byly provedeny
hloubkové rozhovory a analyza obsahu za u¢elem potvrzeni konstrukei, zpfesnéni
méficich polozek a vytvoreni kontextové vhodného dotazniku. V kvantitativni fazi
byl proveden dvoufazovy priizkum s ¢asovym odstupem mezi méfenimi, zaméteny
na vietnamské uZivatele socidlnich siti, aby se minimalizovalo zkresleni béZnymi
metodami a zvySila se presnost kauzalnich zavérh. Celkem bylo shromazdéno 1 217
odpovédi od jednotlivel za€astnénych na vyzkumu. K analyze témat v kvalitativni
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casti byl pouzit software NVivo, zatimco v kvantitativni ¢asti byl vyuzit program
SmartPLS-4 k ovéfeni méteni, testovani strukturalniho modelu a analyze moderace
a mediace.

Zjisténi potvrzuji piimé vztahy mezi relevanci produktu, emociondlni pfitazlivosti,
souladem mezi influencerem a produktem, diivéryhodnosti a popularitou influencera
a vnimanou uzitenosti. Vnimana uziteCnost byla pozitivné spojena s pfijetim
reklamy, coZ nésledné vyznamné posililo image =znacky. Pfijeti reklamy
zprostiedkovalo vztah mezi vnimanou uziteCnosti a image znacky. Kromé¢ toho
socidlni vliv na socidlnich sitich moderoval vztah mezi vnimanou uziteCnosti a
piijjetim reklamy, zatimco znamost zna¢ky moderovala vztah mezi pfijetim reklamy
a image znacky. Dale byla zjiSténa tfistranna interakce, kterd ukazala, Ze vysoky
socialni vliv a vysokd znamost znacky zesiluji pozitivni dopad piijeti reklamy na
image znacky.

Tato studie pfispiva k rozSifeni literatury o digitdlnim marketingu vytvofenim
sofistikovan¢ho konceptudlniho modelu, ktery integruje model adopce informaci
(IAM) a teorii socialniho vlivu za Gc¢elem zkoumani efektti product placementu na
image znaCky. Konkrétné¢ zdiraziuje, jak klicové konstrukty IAM-kvalita
argumentace a divéryhodnost zdroje-ovliviiuji vnimani hodnoty a spolehlivosti
znacky ze strany spottebitelli. Zapojenim jak informac¢niho, tak normativniho
socidlniho vlivu studie odhaluje silnou roli influencerd na socialnich sitich pti
formovani image znacky prostifednictvim platforem s kratkymi videi. Studie zaroven
identifikuje znamost znacky jako klicovy moderujici faktor ve vztahu mezi ptijetim
reklamy a image znacky, ¢imz ptinasi nové poznatky pro personalizované reklamni
strategie. Tato zjiSténi poskytuji cenny vhled do toho, jak mechanismy socialniho
vlivu a integrace digitdlniho obsahu ovliviiuji vnimanou efektivitu a pftijatelnost
product placementu v dynamickém prostfedi marketingu na socialnich sitich.
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1. INTRODUCTION

1.1. Research background

Global digital advertising expenditure reached US$521.2 billion in 2021 and is
projected to attain US$876 billion by 2026 (Statista, 2022b). Although many
organizations planned to reduce marketing budgets in 2022, over half of marketers
indicated they would continue investing in digital channels (Hootsuite, 2022, as cited
in Celik et al., 2022). At the same time, consumer preferences are shifting, audiences
are losing interest in traditional media such as television, radio, and magazines, and
are increasingly turning to social media platforms for information (Mangold &
Faulds, 2009). Faced with advertising saturation, the marketing industry has been
searching for strategies that reach audiences in ways that feel less intrusive than
traditional advertising (Grzyb et al., 2018).

Product placement has gained prominence as both a supplement and an alternative
to conventional advertising. It is now widely recognized as a creative and strategic
marketing tool (Yao & Huang, 2017). To increase recognition of brands and
customer engagement, marketers have been using creative promotional techniques
more and more recently. Expenditure on product placement has increased
significantly, particularly within digital platforms; for example, placements on
mobile and social media channels grew by 20.9% in the year 2019 (Gistri &
Corciolani, 2020). Beyond its traditional presence in film, television, and video
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games, product placement has expanded into native advertising, influencer-
generated content, and social media in-feed formats (Fan, Lu & Gupta, 2017;
Wojdynski, 2016; De Veirman, Cauberghe, & Hudders, 2017; as cited in Guo et al.,
2019). Globally, the industry reached a market value of US$8.25 billion in 2012,
with the United States accounting for nearly two-thirds of that figure (Kowalczyk &
Royne, 2012). By 2023, global revenues were estimated at US$29 billion and are
projected to surpass US$40 billion by 2026 (Navarro, 2023).

Product placement has a history of more than a century. As early as 1896, Lever
Brothers’ Sunlight Soap appeared in the short film Washing Day in Switzerland,
produced in collaboration with the Lumiere brothers (Newell et al., 2006). While its
use declined during the 1920s, it was revived in subsequent decades, particularly
from the 1960s onward. The modern era of product placement was marked by
notable successes, such as the 1982 film E.T., where Hershey’s Reese’s Pieces were
prominently featured, leading to a 65% increase in sales (Hudson & Hudson, 2006).
By the late 1990s, the industry had matured to the point where blockbuster films
such as Tomorrow Never Dies generated over US$100 million in pre-release
placement deals (Balasubramanian et al., 2006; McDonnell & Drennan, 2010, as
cited in Eagle & Dahl, 2018).

In contemporary markets, maintaining a positive brand image requires more than
visibility; it demands meaningful consumer engagement. However, frequent or
poorly executed advertising can generate irritation and brand fatigue. Research
shows that two-thirds of television viewers avoid or switch channels during
commercial breaks due to perceiving ads as intrusive or irrelevant (Kiley, 2006, as
cited in Soba & Aydin, 2013). Product placement offers a distinctive solution.
Defined as the inclusion of branded products, packaging, signage, or trademarks
within films, television shows, or music videos (Steortz, 1987), it represents a form
of integrated marketing that enhances visibility while minimizing disruption
(Hackley, Tiwasakul, & Preuss, 2008; Lehu, 2007). Because placements are
embedded within narratives rather than inserted as separate advertising blocks, they
are often perceived by audiences as natural, authentic, and less obtrusive
(Balasubramanian, 1994; DeLorme & Reid, 1999). This subtlety not only reduces
resistance but can also foster stronger connections between brands and audiences.
Furthermore, product placements are relatively cost-effective and, through their
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integration into entertainment content, may generate a greater impact than traditional
advertising messages (Russell & Stern, 2006).

1.2. Motivation and need for the study

From the early days of broadcasting to the rise of the Internet, entertainment and
commercial persuasion have become increasingly intertwined, elevating the
significance and influence of product placement. Once considered a supplementary
practice, it is now a mainstream strategy, with more than 80% of national marketers
integrating branded placements into their campaigns. Historically, product
placement has appeared in films, television programs, and video games, with its
earliest documented use dating back to 1890 (Jusufovic, 2014). In traditional media,
placement could be passive, where products appeared in the background, or active,
where actors used or referenced products within the storyline. Prior research has
examined product placement in diverse contexts: its effect on brand image in movies
(Van Reijmersdal et al., 2007), its presence in digital games (Terlutter & Capella,
2013), or its influence on adolescent smoking behavior through film portrayals
(Charlesworth & Glantz, 2005). Collectively, these studies focus on the varied
effects of placement strategies across media formats and underscore their potential
as a substitute for traditional advertising (Al-Kadi, 2013).

Despite these insights, existing literature remains limited in two important respects.
First, most studies focus on conventional media, while comparatively little attention
has been paid to product placement in social media and mobile applications (Eagle
& Dahl, 2018). Second, many marketers rely on securing brand exposure within
entertainment content without establishing clear objectives, a practice that can result
in poorly executed placements and negative consumer reactions (Balasubramanian,
Karrh, & Patwardhan, 2006). This issue is particularly relevant in digital spaces,
where research demonstrates that engaging, humorous, or visually appealing content
can shape consumer responses (Dolan et al., 2019; Shahbaznezhad et al., 2021).
Consumers are also more likely to form positive attitudes toward brands when they
derive enjoyment from entertaining content (Chandrasekaran et al., 2019).

The motivation for this study stems from the rapid transformation of marketing
strategies in the digital era, where product placement has emerged as a creative and
increasingly influential alternative to traditional advertising. Despite the well-
documented applications of product placement in movies, television, and video
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games, its evolution within short-video platforms and influencer-generated content
remains underexplored. These platforms are highly interactive, personalized, and
central to everyday media consumption, particularly among younger audiences. To
understand how product placement affects how people see brands and how they
think about products, it's crucial to look at how it works in fast-paced environment.
Vietnam's quickly emerging short-video ecosystem is a good area to look into how
product placement affects brand outcomes and customer engagement. The need for
this study arises from the growing reliance of brands on short-video platforms such
as TikTok and YouTube to reach large and highly engaged audiences. Despite its
widespread adoption, product placement often lacks clear guidelines or strategic
direction, which can lead to ineffective or even counterproductive outcomes. As
Thomas and Kohli (2011) note, this lack of direction explains why many placements
fail to deliver the intended results. With video-sharing sites expanding globally and
short-form content becoming the dominant mode of digital communication,
marketers, content creators, and platform providers urgently require insights into
how product placement actually influences consumer engagement and brand
outcomes. In the context of Vietnam, where social media use is rapidly increasing,
this study is especially timely. It not only contributes to academic understanding of
digital marketing but also offers practical recommendations to help brands design
more effective campaigns, raise authentic connections with audiences, and
strengthen long-term brand value.

1.3. Research Problem

Brand image significantly influences consumer purchasing decisions by shaping
preferences and guiding choices (Lee et al., 2014). Brand image refers to consumers'
perceptions and the set of associations they hold about a brand. Brand identity and
brand image are related but distinct concepts (Nandan, 2005). Although related to
brand identity, brand image reflects how consumers interpret and evaluate the brand
(Nandan, 2005). Consumers who view a brand favorably are more likely to associate
it with qualities like quality, honesty, and alignment with their personal values. A
favorable brand image strengthens perceptions of quality, credibility, and value
alignment, thereby increasing brand preference and loyalty (Nandan, 2005;
Kabangunan & Hidayat, 2023). Thus, the narrative of marketing shaped by a
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company's image plays a vital role in the consumer's purchasing journey, influencing
not only the first choice but also fostering long-term consumer—brand relationships.

Advertising endeavors to showcase products to people; however, traditional
advertising films often have challenges in capturing their interest and engagement,
resulting in consumer apathy towards these ads. Traditional advertising methods
increasingly struggle to capture consumer attention, leading to reduced engagement
and advertising fatigue (Biermans, 2023). Marketers are facing increasing
difficulties in properly engaging clients through their online interactions (Biermans,
2023). Moreover, technological improvements have greatly altered the manner in
which individuals consume television content. Product placement is increasingly
effective in reaching both users and non-users due to media fragmentation,
proliferation, and declining advertising effectiveness (Mackay et al., 2009). Brand
placement serves as an alternative to conventional advertising. Product placement
allows companies to promote their products in a natural way, which is more
economical than traditional TV advertising. It offers a more subtle and cost-effective

promotional approach compared to traditional advertising (Davtyan & Cunningham,
2016).

The transition of real-life social interactions to the digital realm has led to the
emergence of online communities that enable worldwide connections. It is essential
to analyze the influence of social media platforms on the return on investment of
marketing expenses related to promotional activities and target customers (Alalwan
et al., 2017). Progress in information technology has expanded the availability of
online shopping sites, prompting organizations to shift their marketing tactics from
conventional approaches to digital platforms (Durmaz & Efendioglu, 2016).
Recently, the growing popularity and improvements in Internet and mobile
technology have resulted in the emergence of social short videos as a new kind of
social media, which has gained considerable attention from consumers. Short video
platforms have emerged as influential marketing channels that reshape how
consumers engage with branded content. Marketers are increasingly using brand
placement because of its hidden and persuasive character (Srivastava, 2016).

Studying the effectiveness of product placement in influencing brand image,
customer behavior, and advertising is a key focus of academic research. Van
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Reijmersdal et al. (2007) emphasized the importance of understanding the effects of
television brand placement on brand image. Nevertheless, research on the
effectiveness of product placement within short video platforms remains limited.
Businesses, enterprises, and marketers face the issue of increasing engagement with
short video product placements to encourage viewers to accept the advertisement,
seek out the goods, and make a purchase (Liu, 2021).

If the business decides to use product placement marketing, the key question is
whether customers will accept the information in the ads, potentially enhancing the
brand's image. Research on the relationship between effectively integrating brand
components and customer engagement in short video product placement is not
comprehensive. Can product placement in short videos impact brand image?

Therefore, a significant research gap exists regarding how product placement in
short videos influences brand image and consumer perceptions. Specifically, it
remains unclear whether the integration of brand elements within short video content
enhances brand image and encourages consumer engagement and purchase
intention.

The research aims to investigate the impact of short video clips on product placement
and branding in the contemporary digital marketing landscape. This dissertation
seeks to examine how product placement in short videos affects brand image within
the contemporary digital marketing context.

1.4. Research gap

Product placement is a distinct form of brand communication that involves the
incorporation of products or brand identifiers into entertainment content, such as
movies, television shows, and digital media, with the intention of influencing the
perceptions and behaviors of consumers (Balasubramanian, 1994). Gupta and Lord
(1998), Russell (2002), and Homer (2009) are just a few examples of studies that
have focused on the impact of product placement on brand recall, recognition, and
attitude formation. This is despite the fact that there has been a significant amount
of research conducted on the effectiveness of product placement. The relationship
between product placement and brand image has been investigated in several
previous studies, either in a roundabout way or in isolation from other factors that
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have an impact. There have been several studies that have concentrated on placement
characteristics, such as prominence, modality, and plot connection, and their effects
on memory and persuasion (for example, Law & Braun, 2000; D'Astous & Chartier,
2000). Other studies have investigated the effects of placement on attitudes and
behaviors in traditional media contexts (for example, Matthes et al., 2007; Cowley
& Barron, 2008). Despite the growing body of research, previous studies have yet to
address several important gaps in literature.

First, while product placement has traditionally been examined in contexts such as
movies, television shows, and video games (Russell, 2002; Homer, 2009; Ferguson
& Burkhalter, 2015; Burkhalter & Thornton, 2012), its presence has now expanded
into a wide range of digital media platforms, including news websites, social
networks, and short-video applications (Guo et al., 2019). Despite this shift,
scholarly attention to product placement in online platforms remains limited,
particularly in short-video formats such as TikTok, Instagram Reels, and YouTube
Shorts, which have become dominant in contemporary media consumption.
Emerging studies suggest a deeper exploration of product placement disclosure in
online environments, as consumer information processing in these settings differs
significantly from traditional media (Guo et al., 2019; Fossen & Schweidel, 2019).
Furthermore, research suggests the importance of investigating how different
formats, such as images versus short-form videos, affect engagement and advertising
effectiveness on social platforms (Rutter et al., 2021). However, with the exception
of Liu’s (2021) work, there is a lack of empirical research on the impact of short-
video product placement, especially in relation to brand-related outcomes such as
image and positioning. Although understanding of audience reactions to brand
placement is expanding, empirical studies examining its effects are still relatively
limited (Van Reijmersdal et al., 2009). Although traditional media has extensively
researched product placement, its effectiveness on short-video platforms remains
underexplored. In particular, little is known about how brand placement in these
emerging media influences consumer perceptions and brand image.

Second, the Information Adoption Model explains how individuals accept and use
information based on its perceived usefulness and argument quality, which in turn
shape their attitudes and behaviors (Sussman & Siegal, 2003). Previous studies have
applied IAM to various contexts, such as electronic word-of-mouth, demonstrating
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that argument quality and source credibility enhance the perceived usefulness of
information and ultimately drive adoption (Arumugam & Omar, 2016; Cheung, Lee,
& Rabjohn, 2008). More recent studies have extended IAM to mobile messaging
applications, with scholars calling for further research on other digital channels such
as social media advertising (Elwalda, Erkan, Rahman, & Zeren, 2022). Research has
also confirmed that information adoption directly shapes purchase intention and
strengthens brand recognition, emphasizing the importance of useful brand
information in consumer decision-making (Gokerik et al., 2018; Erkan & Evans,
2018; Khoa, 2021; Xin & Lim, 2025). While prior studies grounded in IAM have
consistently shown that perceived usefulness strongly influences information
adoption and purchase-related outcomes (Gokerik et al., 2018; Erkan & Evans, 2018;
Khoa, 2021), most of this research has conceptualized adoption primarily as an
outcome variable. Little attention has been given to the role of advertising adoption
as a mediating role in the relationship between perceived usefulness and brand
image.

Third, social media influence moderation has been identified as a key factor in
previous studies, including its function in the relationship between social media use
and job burnout (Han et al., 2020) and the dynamic between influencers and their
followers (Khan et al., 2022). Studies on product placement in TV shows indicate
that viewers' engagement with the material can impact and be impacted by the
reactions of other viewers, as outlined in McCracken's (1989) meaning transfer
model and Ritson and Elliott's (1999) model of the social uses of advertising. Both
viewers and others tend to overestimate the impact of socially acceptable messages,
including public service announcements (Gunther and Thorson 1992). Previous
research has shown a connection between social media impact and customers'
buying intentions (Erkan & Evans, 2016; Hutter et al., 2013). Backaler and
Shankman (2019) state that the impact of social media is determined by the capacity
of social media influencers to gather a significant number of followers, thereby
maximizing the audience for their messages. Additional empirical research is
required to comprehend the decision-making process among young people
influenced by social media, as suggested by Ngai et al. (2015). Prior research has
focused on the efficacy of product placement but has considered short video snippets
and the impact of social media influence (Erkan & Evans, 2016; Hutter et al., 2013).
Previous research has examined perceived usefulness and advertisement adoption
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(Liu, 2021) as well as the influence of social media on the adoption and sharing of
advertisement information (Akehurst, 2009). However, there is a lack of
comprehensive research examining these factors both individually and in
combination There is a significant gap in the literature about how social media
influence moderates the relationship between perceived usefulness and
advertisement adoption.

Four, brand familiarity has been widely recognized as a key factor influencing
various aspects of consumer behavior and advertising effectiveness. Prior research
has established its significant role in shaping the relationship between advertising
attitude and brand attitude, cross-media effects, consumer expertise, product
evaluation, and the impact of ad placement characteristics such as plot connection
and prominence on brand attitude (Rhee & Jung, 2018; Huang & Zhou, 2016;
Herédia-Colago et al., 2017). Additionally, brand familiarity has been shown to
mitigate the influence of placement visibility on brand attitude (Verhellen et al.,
2015) and to act as a moderating variable in the relationship between consumer
knowledge adoption and online purchasing behavior (Rahman & Mannan, 2018).
Scholars have further noted that consumers are more likely to engage with
advertising from familiar brands, often to update their existing brand knowledge
(Campbell & Keller, 2003). While these findings emphasize the strategic importance
of brand familiarity, most prior studies have concentrated on traditional advertising
environments, offering limited insight into their role within emerging digital media
contexts. For instance, although brand familiarity has been found to moderate the
relationship between brand credibility and purchase intention (Marti-Parrefio, 2022)
and influence decision-making processes under varying conditions of brand recall
and perceived risk (Gefen, 2000; Morgan et al., 2021), its function in more
immersive and interactive advertising settings remains underexplored. Zhu and
Chang (2015) demonstrated the moderating effect of product familiarity in social
gaming environments; however, research is still lacking on how brand familiarity
interacts with contemporary advertising formats such as influencer marketing,
celebrity endorsements, and realistic versus fictitious advertising stimuli.
Understanding how brand image is influenced by advertising content and consumer
familiarity with the brand is necessary to improve short-form advertising's strategic
efficacy. Especially, the role of brand familiarity in moderating the relationship
between advertising adoption and brand image within short video placements has
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not been sufficiently investigated. of short-form advertising. Therefore, this study
seeks to address this gap by examining the moderating role of brand familiarity in
the relationship between adoption of advertising and brand image in short video
contexts.

Finally, prior research has demonstrated that social media plays a crucial role in
promoting the acceptance of new products, highlighting the influence of social
dynamics on advertising uptake (Cao et al., 2021). Several studies have pointed to
the need to better understand how emotional responses shape consumer reactions to
short video ads and their influence on ad acceptance (Gomez et al., 2020). Moreover,
consumer receptiveness to advertising has been shown to depend on various factors,
including technological advancements, cultural influences, advertising content,
brand recognition, and the interactive features of digital platforms (Chan, 2004; Cao
et al.,, 2021). Brand familiarity is another important determinant of consumer
response. Prior research has shown that familiarity fosters more positive brand
evaluations (Janiszewski, 1993; Holden & Vanhuele, 1999) and enables consumers
to process brand-related stimuli more efficiently through heuristic processing (Fiske,
1982). Familiarity also enhances advertising effectiveness by improving attention
and memory (Pieters et al., 2017) and by reducing competition interference (Kent &
Allen, 1994). Consequently, familiar brands are more likely to generate favorable
attitudes and purchasing behavior (Rose et al., 2016). Evidence further suggests that
online and social media advertising are particularly effective in strengthening brand
familiarity and shaping customer attitudes (Ladeira et al., 2022; Morgan et al.,
2021).In addition, research has consistently shown that social media exerts a strong
influence on brand outcomes, including brand image, brand awareness, brand
familiarity, and brand loyalty (Bilgin, 2018; Sanny et al., 2020; Barreda et al., 2020;
Hidayat & Khoirunnisaa, 2022). Digital platforms not only facilitate relationship-
building but also leverage user data to foster engagement and strengthen brand image
(Binder & Hanssens, 2015; Hollandebeek, 2011). Social media has also been shown
to shape consumer decision-making and behavioral intentions by influencing
attitudes toward advertising (Gaurav & Ray, 2020; Zhang & Mao, 2016). More
recently, scholars have called for research that investigates video-specific content on
social media and its influence on branding and marketing, particularly in the context
of luxury brands (Lee, Hur, & Watkins, 2018). Despite this progress, significant gaps
remain. Much of the existing work has focused on social media’s individual effects
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on advertising adoption, brand familiarity, or brand image, while few studies have
examined their combined influence. In particular, little research has investigated the
complex interrelationships between social media influence, brand familiarity, and
advertising adoption in shaping brand image. Further research is necessary to
explore the interaction between familiarity with a brand and social influence, given
their potential interdependence. Addressing this gap will deepen understanding of
how the interplay between social media influence, brand familiarity, and advertising
adoption shapes brand image, offering a more comprehensive perspective on
consumer responses to short video advertising.

1.5. Research Question and Research Objectives

The main research question is: What factors influence product placement of
short videos on brand image? Establishing sub-research questions is imperative
for providing a precise answer to the research problem.

Previous studies have demonstrated that product placement can influence consumer
attitudes, brand recall, and brand perceptions across traditional media contexts such
as films, television programs, and video games (Russell, 2002; Cowley & Barron,
2008; Homer, 2009). With the rapid growth of social media and short-video
platforms, product placement has evolved into a more interactive and integrated
marketing approach. At the same time, the Information Adoption Model (IAM)
explains how individuals evaluate and adopt information based on argument quality,
source credibility, and perceived usefulness (Sussman & Siegal, 2003). Although
IAM has been widely applied in online communication and electronic word-of-
mouth contexts (Cheung et al., 2008; Erkan & Evans, 2018), limited research has
explored its application in explaining how short-video product placement influences
brand-related outcomes. Therefore, the following research question is proposed:

e Research Question 1: How does product placement of short videos affect
brand image via the Information Adoption Model?

The Information Adoption Model suggests that individuals are more likely to accept
and utilize information when they perceive it as useful and credible (Sussman &
Siegal, 2003). Prior studies have confirmed that perceived usefulness significantly
influences information adoption and consumer decision-making in online
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environments (Erkan & Evans, 2018; Gokerik et al., 2018). However, most research
has treated information adoption primarily as a direct outcome rather than examining
its potential role as a mediating mechanism between informational perceptions and
brand-related outcomes. In the context of short-video advertising, understanding
whether advertising adoption mediates the relationship between perceived
usefulness and brand image remains underexplored. Therefore, this study proposes
the following research question:

e Research Question 2: Does advertising adoption mediate the relationship
between perceived usefulness and brand image among consumers?

Social media platforms have become an influential environment where consumers
interact with brands, influencers, and peer-generated content. Prior research
indicates that social media influence can significantly shape consumer attitudes,
behavioral intentions, and advertising acceptance (Erkan & Evans, 2016; Hutter et
al., 2013). In digital environments, consumers often rely on social cues such as peer
opinions, likes, shares, and influencer endorsements to interpret advertising
messages. Despite this growing importance, limited research has examined how
social media influence moderates the relationship between perceived usefulness and
advertising adoption in short-video advertising contexts. Therefore, the following
research question is proposed:

Research Question 3: Does social media influence moderate the relationship
between perceived usefulness and advertising adoption?

Brand familiarity has long been recognized as an important factor influencing
consumer responses to marketing communications. Prior studies suggest that
consumers are more likely to trust, evaluate positively, and engage with brands they
are familiar with (Campbell & Keller, 2003; Gefen, 2000). Familiar brands also tend
to benefit from stronger memory associations and lower perceived risk during
decision-making processes. While previous research has examined the effects of
brand familiarity on advertising attitudes and consumer behavior, its role in
moderating the relationship between advertising adoption and brand image in
emerging digital advertising environments remains insufficiently explored.
Therefore, the following research question is proposed:
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Research Question 4: Does brand familiarity moderate the relationship between
advertising adoption and brand image?

Recent research highlights that consumer responses to digital advertising are
influenced by multiple interacting factors, including social influence, brand
familiarity, and information adoption processes (Bilgin, 2018; Barreda et al., 2020).
Social media environments amplify these dynamics by enabling rapid information
sharing and social validation through influencers and peer interactions. Although
previous studies have investigated the individual effects of social media influence
and brand familiarity, relatively little research has examined their combined
interactive effects on advertising adoption and brand image. Understanding these
complex relationships is particularly important in short-video advertising contexts
where social influence and brand familiarity may jointly shape consumer
perceptions. Therefore, the following research question is proposed:

Research Question 5: Does social media influence moderate the moderation of
brand familiarity in the relationship between advertising adoption and brand
image?

The specific objectives in the thesis are as follows: The main objective of this
study is to investigate the effects of product placement in a short video on
brand image.

e Research objectives 1: To examine the effect of short video product
placement via the information adoption model on brand image.

e Research objective 2: To examine the mediating role of advertising adoption
in the relationship between perceived usefulness and brand image among
consumers

e Research objective 3: To investigate the role of social media influence in
moderating the relationship between perceived usefulness and advertising
adoption.

e Research objective 4: To investigate the role of brand familiarity in
moderating the relationship between advertising adoption and brand image.
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e Research objective 5: To investigate the moderate influence of social
influence on the moderation of brand familiarity in the relationship between
advertising adoption and brand image.

2. LITERATURE REVIEW

2.1. Overview of product placement

Product placement has a long history as a marketing practice, beginning as early as
the 1890s with Lumiere and Edison, becoming systematic by the 1920s, and
spreading widely through tie-ups in the 1930s-1940s. It gradually gained traction in
films and television during the 1950s-1970s, though with mixed acceptance, before
achieving global recognition in 1982 through the iconic placement of Reese’s Pieces
in E.T. (Newell, Salmon, & Chang, 2006). Conceptually, product or brand placement
refers to the paid integration of branded products into media content with the aim of
influencing audiences in a subtle and unobtrusive manner, with the term “brand
placement” often considered more precise since most practices involve specific
brands rather than generic products (Balasubramanian, 1994; Karrh, 1998). The rise
of product placement has been attributed to several factors. Advertisers increasingly
seek to leverage the immersive qualities of films, television, and other media to
deliver persuasive messages. As Morton and Friedman (2002) suggest, its appeal
lies in the ability to cut through traditional advertising clutter, offering audiences
brand exposure within narrative contexts that are more engaging and less disruptive.

Over time, product placement has expanded across multiple formats, including video
games, videotapes, cinema, and music videos. In video games, product placement
first appeared through brand-centered titles and mascots, later evolving into more
seamless integrations where characters naturally use branded products, such as
athletes wearing Adidas uniforms or racing teams relying on Castrol motor oil
(Glass, 2013). Similarly, in music videos, product placement has become a powerful
form of ‘“advertainment,” blending promotional messages with entertainment
(Kretchmer, 2004). Research highlights that such integrations, including
controversial examples like electronic cigarette placements, can shape consumer
behavior by increasing the likelihood of product use, particularly among younger
audiences. Even when disclosures are provided, studies suggest that viewers still
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tend to form favorable attitudes toward the placed brands (Matthes & Naderer,
2016). As social media platforms continue to grow, their effectiveness hinges on
factors like product prominence and presentation. Subtle product placements within
short-form video content have been found to positively influence viewers’ attitudes

toward advertising and enhance their intention to engage with the promoted products
(Liu, Chou, & Liao, 2015).

2.2. Product Placement in Short Video Platform

During the current era of short-video popularity, platforms will widely distribute
advertisements for engaging short videos, considering them high-quality content
(Liu, 2021). Short videos frequently have succinct narratives, enabling viewers to
grasp essential ideas effectively (Yan et al., 2023). Vertical videos are displayed in
a unique format different from the widescreen formats commonly seen in movies,
television, and standard video platforms (Yan et al., 2023). Short videos have low
technical requirements, making it easier for viewers to publish and explore their
chosen video material (Yan et al., 2023). Due to the advanced data analytics
capabilities of short video platforms, content can be accurately tailored to users'
preferences. The most significant difference between product placement in short
videos and film and television works is that short videos can be created with the
advertised product as the main body, allowing the video's content to revolve around
the advertised product and achieve a high degree of integration between the product
and the video (Deng & Xie, 2022).

Forbes reports that short-form material is becoming increasingly popular, especially
among younger demographics. Research suggests that short videos have become the
favored way for consumers to learn about a brand's products or services (Cao et al.,
2021). Based on Ma et al. (2020), they emphasized the substantial increase in short
videos for content marketing, emphasizing the rising significance of short video
marketing in effectively engaging customers. Prior research indicated that short
video clips can improve consumers' perceptions of quality in comparison to long
videos (Ma et al., 2020; Lin et al., 2022). According to Ma et al. (2020), short video
product placements are more effective than longer ones because they provide vivid,
emotionally attractive, and realistic descriptions. Shorter video placements have a
more significant impact on product attitude and purchasing intention compared to
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longer videos (Yao & Huang, 2017). When product placement occurs in a video can
greatly impact how acceptable it is to the viewer, as placements in the second half
of videos are more likely to be accepted (Chen et al., 2024). According to Lin et al.
(2022), a recent study emphasized the increasing popularity of companies utilizing
short video platforms as a novel method for product distribution.

Product placement has evolved from being viewed only as an innovative marketing
strategy to achieving what several scholars refer to as a “celebrity status” in modern
media environments (Homer, 2009). Nowadays, where people are exposed to too
many ads and have different interests, this strategy gives marketers a more gentle
and effective way to shape how consumers feel about products. Following this
evolution into short-form video, platforms such as TikTok have turned product
placement into a highly interactive, fast-paced format in which influencers and Key
Opinion Leaders can incorporate branded products directly into bite-sized
entertainment. A beauty influencer, for example, could demonstrate a skincare
routine using a sponsored moisturizer, blending the placement into a relatable "get
ready with me" video that feels genuine rather than overtly commercial. Similarly,
for instance, a fitness KOL could promote a specific brand of protein shake during
a workout challenge, making the brand appear as a natural part of the content rather
than a disruptive advertisement. These integrations follow the same logic as product
placement in films, embedding brand messages within a narrative, but TikTok's
algorithm-driven discoverability and viral potential accelerate their impact. In this
environment, brand deals not only fund influencer content in the same way that
product placement does for film production, but they also provide targeted,
community-specific exposure that can reach millions of viewers in hours, increasing
both brand awareness and cultural relevance.

2.3. Theoretical Framework of Research

This study draws on two complementary theoretical perspectives, the Information
Adoption Model and Social Influence Theory, to explain how product placement in
digital environments can strengthen brand image. The study also explores how social
media influence and brand familiarity moderate this relationship. Taken together,
these theories provide a comprehensive framework for understanding the dynamic

26



interplay between product placement, perceived usefulness, adoption of advertising,
and the enhancement of brand image.

2.3.1. Information Adoption Model

The Information Adoption Model (IAM), introduced by Sussman and Siegal (2003),
synthesizes two foundational theories, such as Davis’s (1989) Technology
Acceptance Model and Petty and Cacioppo’s (1981) Elaboration Likelihood Model
(Figure 1). The model integrates the emphasis on perceived usefulness from the
Technology Acceptance Model with the dual-route processing framework of central
and peripheral routes from the Elaboration Likelthood Model (Bhattacherjee &
Sanford, 2006).

[IAM explains a comprehensive lens to examine how individuals adopt information
in computer-mediated communication settings, including email, social media, online
forums, and content-sharing platforms (Sussman and Siegal, 2003). The model
comprises four key constructs: argument quality, source credibility, information
usefulness, and information adoption. It suggests that individuals are more likely to
accept and integrate information when it is perceived as useful, credible, and
persuasive. Sussman and Siegal (2003) conceptualized IAM to explain how people
absorb, evaluate, and internalize information shared through digital communication.
The model posits that argument quality, processed via the central route, and source
credibility, processed via the peripheral route, jointly influence perceptions of
information usefulness, ultimately affecting the likelihood of information adoption
(Song et al., 2021). Argument quality refers to the strength and logical soundness of
the message content, which includes dimensions such as accuracy, relevance,
comprehensiveness, and timeliness (Bhattacherjee & Sanford, 2006; Sussman &
Siegal, 2003). When arguments are perceived as high in quality, individuals are more
likely to engage in critical evaluation and cognitive elaboration, leading to more
enduring attitude change.

In contrast, source credibility relates to the audience’s assessment of the
trustworthiness, expertise, and authority of the information source, regardless of the
actual content (Chaiken, 1980; Petty & Cacioppo, 1986). In digital environments
saturated with information, such as social media, users often rely on heuristic cues,
including the popularity of the source, the influencer’s reputation, or platform
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familiarity, to make quick judgments about credibility (Hussain et al., 2017). The
perceived reliability of the source thus significantly impacts whether individuals
choose to engage with and adopt the information. Information adoption occurs when
individuals not only cognitively process the content but also integrate it into their
beliefs or behaviors, often leading to actions such as feedback, sharing, or purchase
decisions (Cheung, 2008). Empirical studies, such as those by Rahaman et al. (2022),
Chu and Kamal (2008), and Tam and Ho (2005), have demonstrated the model’s
applicability in online contexts, particularly in assessing the persuasive effectiveness
of messages on websites and social media.

In the context of product placement in short videos, IAM presents a valuable
perspective for understanding how brand messages subtly integrated into natural
view, shape consumers in the way they adopt the information, and it helps to enhance
brand image. Argument quality can be seen in how seamlessly a product is integrated
into a storyline or how well it demonstrates value through the content. At the same
time, source credibility plays a crucial role when trusted influencers or public figures
endorse a product, as they leverage parasocial relationships to enhance persuasive
impact (Chung & Cho, 2017). Finally, information usefulness, whether functional
or symbolic, determines the degree to which consumers internalize the message in
the short video placement.

Argument Quality

Information A Information
Usefulness . Adoption

Source Credibility

Figure 1: Information Adoption Model. Source: (Sussman and Siegal,2003)
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2.3.2. Social Influence Theory

Social Influence Theory (SIT) (Deutsch & Gerard, 1955) provides a foundational
framework for understanding how individuals' attitudes, beliefs, and behaviors can
be shaped by the presence or actions of others (Figure 2). According to this theory,
social influence operates through two primary mechanisms: normative social
influence and informational social influence. Normative social influence refers to
the tendency of individuals to conform to the expectations of others to be liked,
accepted, or avoid social rejection (Deutsch & Gerard, 1955). This often leads to
public compliance, where individuals outwardly agree with a group without
necessarily adopting the belief internally. On the other hand, informational social
influence occurs when individuals accept information from others as evidence of
reality, especially in ambiguous situations (Deutsch & Gerard, 1955). This form of
influence typically results in private acceptance, where individuals internalize the
attitudes or behaviors they observe in others, believing them to be correct or valid.

Normative social influence, when applied to product placement in short videos,
shapes consumer engagement by signaling social approval and prompting viewers
to conform to perceived trends through public cues such as likes, shares, and
comments on platforms such as TikTok, Instagram Reels, and YouTube Shorts.
Individuals may perceive widely shared content as valuable, humorous, or credible,
leading them to engage in it. These metrics function as social validation signals,
indicating what is currently popular, trendy, or socially approved. Users often
conform to these perceived social norms by interacting with or mimicking widely
liked content. Products subtly featured in viral videos, whether through influencer
content, branded challenges, or everyday user-generated posts, gain social approval
by association. As viewers encounter a product featured in a video with high levels
of engagement, they may experience social influence to also like, share, or even act
on the content, such as considering or purchasing the product in order to align with
the perceived social norm. Denisova (2021) defines "viral" as material with the
potential to spread rapidly. Social media platforms like Facebook and Twitter
disseminate this information through textual content and links (Samanta &
Papageorgiou, 2021). Additionally, visual content such as photographs on
Instagram, as well as audio-visual content like videos and music tracks on platforms
like YouTube and TikTok, serve as additional channels for the transmission of this
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information (Samanta & Papageorgiou, 2021). All of this social media intertwined
music, stories, and marketing to produce a short video product placement that
provided information about the brand to the audience. This may lead consumers to
adopt the information presented in short video advertisements or develop a
preference for the brand's image. On the other hand, individuals accept information
provided by others as a form of proof regarding the nature of reality (Deutsch &
Gerard, 1955).

Informational social influence is a phenomenon that results in conformity, as
individuals see the judgments and behaviors of others as valuable sources of
information (Peng et al., 2017). Consumers interpret the frequent appearance of
well-known brands in product placements, influencer content, or online reviews as
a form of collective validation, presuming that others have tested, used, or approved
of the brand. This is indicative of the fundamental principle of informational
influence, the inclination to depend on the perceived knowledge and actions of
others to make accurate decisions. In environments such as social media, where users
are exposed to a continuous stream of consumer choices and endorsements, brand
familiarity reduces perceived risk and functions as a shortcut to decision-making.
Moreover, when these product placements occur in content created by popular
influencers or widely followed peers, the persuasive effect is intensified. Users not
only become familiar with the brand but also associate it with social validation and
peer approval. According to the mere exposure effect (Janiszewski & van Osselaer,
2000), repeated exposure to a brand increases the likelithood of preference, even
without conscious persuasion. When consumers see well-known brands frequently
featured in product placements, influencer content, or online reviews, they interpret
this visibility as a form of collective validation, assuming that others have tested,
used, or approved of the brand.
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Social influence theory

Normative social influence

Informational social influence

Figure 2: Social Influence Theory. Source: (Deutsch & Gerard, 1955)

2.3.3. Product relevance

Relevance plays a central role in product placement, as it influences both memory
and persuasion outcomes. Russell (2002) demonstrated that the degree of fit between
modality and brand plot connection significantly affects recall and persuasive
impact. Similarly, both industry practices and academic research emphasize the
importance of presenting the product in ways that feel authentic, such as through
visual prominence, conversational references, and integration into the storyline
(Panda, 2004; Russell, 1998; Russell, 2002). Relevance ensures that endorsements
appear genuine and credible rather than forced or artificial. Placement integration
refers to the extent to which the brand has a role in relation to the story and
contributes to the construction of the characters or the plot (Russell, 1998). More
integrated placements will be remembered and evaluated more favorably than those
that appear in the story without having a significant impact on its development.
Placement integration into the plot may also help to disguise the commercial's intent
and reduce the viewer's perception of the persuasive attempt, lowering the risk of
persuasive knowledge activation and, as a result, reactance defensiveness
(Bhatnagar et al., 2003).

Influencer marketing expresses relevance by aligning the influencer's personal brand
with the values of the promoted product. Influencer brand fit is therefore a key
determinant of effective communication, as influencers whose image and expertise
are congruent with brand values are more likely to foster positive attitudes and
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enhance message persuasiveness (Akhtar et al., 2024). When image congruence is
present, influencers convey the brand through their appearance, personality,
behavior, expressions, and preferences, enabling consumers to develop a deeper
appreciation of the brand’s appeal (Reinikainen et al., 2020).

2.3.4. Emotional Appeal

Emotions have a major effect on how consumers engage with advertising,
influencing attention, perceptions, information adoption, and purchase intentions.
Rather than functioning as passive reactions, emotions act as psychological drivers
that determine how individuals process and respond to marketing messages.
Advertisers often use emotional triggers to tie brand messages to people’s feelings,
making it easier for consumers to form genuine and lasting connections with the
brand (Vrtana & Krizanova, 2023). When a product fulfills an emotional function in
consumers’ lives, this connection can extend beyond individual purchases to
influence entire product categories.

Emotional appeals operate by arousing specific feelings to make advertisements
more persuasive and memorable (Chen et al., 2022). Research demonstrates that an
emotional tone effectively captures attention, enhances recall, and highlights product
benefits in relatable ways (Jin & Villegas, 2007). Such advertisements are especially
common in service marketing, where they help individuals with limited experience
of the offering develop positive feelings toward it (Mattila, 1999). As a persuasion
strategy, emotional appeals often frame product attributes as consumer benefits,
making messages more influential and encouraging favorable attitudes and purchase
intentions (Lee et al., 2013; Dahlen et al., 2010).

Beyond this, emotional appeals satisfy psychological and social needs by building
connections linked to the brand (McKay-Nesbitt et al., 2011). Advertisers establish
powerful and often subconscious associations between companies and consumers by
eliciting emotions such as happiness, love, pride, fear, grief, and nostalgia (Panda et
al., 2013). These associations enhance brand recall, strengthen customer loyalty, and
increase purchase likelihood. They also simplify the processing of complex product
information by connecting it to emotional memories. Unlike earlier models that
viewed emotions as antecedent states, contemporary research recognizes that
emotions can be intentionally elicited through nonverbal cues, such as visuals,

32



music, and tone (Jin & Villegas, 2007). Effective emotional appeals therefore have
a positive impact on consumer attitudes toward both advertising content and brands
as a whole (Aslam et al., 2016; Lee & Hong, 2016).

2.3.5. Product influencer fit

Product influencer fit refers to the degree of alignment between an influencer’s
characteristics and the values, image, or attributes of a brand or product. This
congruence is critical because it determines how authentic and credible the
endorsement appears to consumers. Marketers are therefore tasked with selecting
influencers whose personal brand identity and expertise are consistent with their
marketing objectives (Kamins & Gupta, 1994). Influencers frequently position
themselves as advocates for a particular field of interest, such as beauty, fitness, or
gaming (Janssen, Schouten & Verspaget, 2020). They create a distinct identity by
combining their personal image, personality, expertise, and consistent posting
history, strengthening the link between who they are and the type of content they
share. In this context, influencer product congruence refers to the degree of similarity
between an influencer's organic content products and topics that appear naturally in
their feed and the product or brand featured in a sponsored post.

Scholars emphasize that the type of endorser plays a decisive role in shaping product
brand associations. Influencers frequently position themselves as experts within
niche domains, such as fitness, gaming, or beauty, which strengthens the perceived
authenticity of their endorsements in those areas (Janssen, Schouten & Verspaget,
2020). When influencers possess relevant experience or expertise, the perceived fit
between the product and the endorser increases, thereby enhancing message
credibility and persuasiveness (Till & Busler, 1998; Erdogan, 1999). For example,
when people were in brand focus mode, they were concerned about whether the
celebrity "fit" the product. If the celebrity matched well (for example, an athlete
endorsing sports shoes), the response was much more positive than if the celebrity
matched poorly. In general, product influencer fit reflects the degree of congruence
between the influencer’s traits and the product’s attributes, which has been shown
to significantly influence the effectiveness of influencer marketing campaigns
(Kamins, 1990; Until & Busler, 2000).
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Prior research consistently demonstrates that endorsements are more persuasive
when the influencer’s knowledge, expertise, and image align closely with the
promoted product. This alignment increases the perceived trustworthiness of the
information, improves product evaluations, and enhances purchase intentions
(Kamins, 1990; Until & Busler, 2000). Because influencers build their reputation
and credibility within specific niches, they are often regarded as more authentic and
knowledgeable sources than traditional celebrities (Erz & Christensen, 2018).
Consequently, product influencer fit is particularly crucial, as mismatched
endorsements can weaken credibility and diminish consumer confidence (Djafarova
& Rushworth, 2017). Importantly, a strong fit benefits both parties: it strengthens
consumer purchase intentions while also enhancing the influencer’s credibility. High
congruence between the influencer, the consumer, and the product increases
perceptions of relevance and trust, which in turn facilitates information adoption,
fosters favorable brand attitudes, and leads to stronger recommendations and
purchase intentions (Belanche et al., 2021a, 2021b).

2.3.6. Trustworthiness

Trustworthiness is a central dimension of source credibility and refers to the
perception of an endorser’s honesty, integrity, and reliability. Early research
conceptualized it as the level of confidence and acceptance that message recipients
hold toward a communicator and their content (Ohanian, 1990; Erdogan, 1999). In
marketing contexts, trustworthiness reflects the degree to which consumers regard a
source as credible and dependable, making it a critical factor in shaping brand
placement outcomes (Sussman & Siegal, 2003; Wiedmann & Mettenheim, 2020).

Social media influencers are often perceived as more trustworthy than traditional
celebrities because they typically share personal experiences and product
recommendations in authentic, real-life contexts. This authenticity enhances the
sense of honesty and credibility attributed to their endorsements, which in turn
fosters stronger consumer engagement (Evans et al., 2017; Uzunoglu & Kip, 2014).
Moreover, influencers frequently build reputations within specific niches such as
beauty, fitness, or gaming, and this domain-specific expertise reinforces perceptions
of competence and knowledgeability, further strengthening the persuasive impact of
their endorsements (Erz & Christensen, 2018).
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The alignment between an influencer and the promoted product also has an
important effect on its perceived trustworthiness. High product endorser fit, where
the influencer’s image and expertise match the brand’s values and attributes, boosts
credibility, increases purchase intentions, and facilitates consumer acceptance of
advertising messages (Kamins, 1990; Djafarova & Rushworth, 2017). On the
contrary, poorly matched endorsements may undermine trust and damage both the
influencer’s and the brand’s reputation. As a result, trustworthiness not only
provides marketers with an effective channel to reach audiences but also directly
influences consumer decision-making, shaping attitudes toward the brand and
guiding purchasing behavior.

2.3.7. Influencer popularity

Influencer popularity refers to the extent to which an influencer is able to attract,
engage, and maintain the attention of their audience. It is often measured through
indicators such as follower count, audience engagement levels, and reputation within
a specific target group (Fitriasari et al., 2025). Well-known influencers can
effectively capture consumer interest, boost brand visibility, and drive higher
engagement with promoted products (Ladhari et al., 2020). Their ability to command
attention and shape consumer perceptions has positioned influencers as a distinct
and highly impactful tool in modern marketing strategies (Rutter et al., 2021).

Scholarly work suggests that popularity is not only a reflection of follower numbers
but also of social influence indices such as dominance, network centrality, and
prestige (Parkhurst & Hopmeyer, 1998). Popular influencers are often perceived as
more credible when they showcase products in authentic, everyday contexts, which
contributes to favorable brand evaluations and enhances the effectiveness of product
placements (Russell & Rasolofoarison, 2017). Importantly, popularity also
facilitates the symbolic transfer of meanings from the influencer to the brand, with
perceived congruence between the influencer’s popularity and the endorsed brand
strengthening purchase intentions (Ceylan & Hayran, 2025). Non-celebrity
influencers, for example, are often considered more relatable and trustworthy than
traditional celebrities, which makes consumers more receptive to their
recommendations and increases purchase intentions (Ren et al., 2023). As a result,
an influencer’s popularity not only increases a brand’s visibility and awareness but
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also enhances the perceived authenticity of their endorsements, making them more
persuasive in shaping consumer decisions.

2.3.8. Social media influence

Social media platforms have become central to communication and marketing,
enabling users to connect, share content, and actively engage in interactions that
build and maintain social relationships. The visibility and popularity of content often
influence individuals in these environments. Research shows that consumers place
higher trust in content shared by popular reviewers (Liu & Park, 2015), while posts
with large numbers of likes are more likely to attract attention (Xu & Liu, 2019).
Moreover, follower size has been directly associated with increased sales in
industries such as apparel and music (Saboo et al., 2016). These findings illustrate
how social media platforms serve not only as spaces for interaction but also as
powerful tools for consumer engagement with brands, where activities such as
sharing, commenting, and liking directly affect visibility and influence (Dulek &
Saydan, 2019).

Social media influence is generally defined as the ability of an individual to shape
the opinions, behaviors, and purchasing decisions of others within these digital
networks (Lim et al., 2017). Influencers in particular have been shown to affect a
wide range of outcomes, including self-perceptions, brand image, purchase
intentions, and even political beliefs (Hermanda et al., 2019). Social networking sites
enable consumers to access product-related information from peers who have prior
experience, thereby extending traditional word-of-mouth into the online
environment (Hennig-Thurau et al., 2010; Stephen & Toubia, 2010). Importantly,
peer influence online operates much like offline interactions, where friends and
social ties exert a significant impact on product adoption and consumption choices
(Mesch & Talmud, 2006; Reich et al., 2012).

The processes of social media influence are established in informational and social
learning processes. Consumers interpret peer-generated content, such as online
reviews or video comments, as valuable cues for evaluating products (Cheung et al.,
2014). Observing others’ behaviors allows individuals to draw inferences and
internalize information they perceive as useful for decision-making (Park & Lessig,
1977; Bearden et al., 1989). For example, positive audience comments on short-
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video platforms can encourage similar attitudes among other viewers, reinforcing
shared perceptions. Informational influence, in particular, strengthens consumer
confidence by reducing uncertainty and creating a sense of consensus around a
product’s credibility (Pham, 2009; Flanagin & Metzger, 2013). In this way, social
media influence functions as a powerful driver of consumer trust, product adoption,
and purchasing behavior.

2.3.9. Perceived usefulness

Perceived usefulness is defined as an individual’s belief in the extent to which a
system or source of information enhances task performance or decision-making.
Within the context of information adoption, it is considered a crucial determinant,
as people are more likely to engage with and adopt information, they consider
valuable and relevant (Li, Wang & Chang, 2023). When information is presented in
a persuasive and credible manner, it is more likely to be perceived as useful, thereby
influencing the likelihood of adoption (Filieri, 2015). In advertising, perceived
usefulness reflects the degree to which consumers believe that the promotional
content provides meaningful and actionable product knowledge. For instance, in
short-video product placement, viewers’ judgments of usefulness depend on their
assessment of whether the embedded product information benefits them or aligns
with their needs (Liu, 2021). If consumers perceive that the information improves
their understanding of a product or helps them make better purchasing decisions,
they are more likely to adopt the message.

From this perspective, short-video product placements can be understood as a
“delivery tool” for transforming product or service information into a format that
audiences consider engaging, relevant, and beneficial. By presenting content in a
credible and relatable manner, product placements enhance the perceived usefulness
of the information, which in turn increases consumer receptivity, positive attitudes,
and purchase intentions (Zhu & Chang, 2015). Therefore, in this study, perceived
usefulness 1s defined as the extent to which consumers believe that short-video
product placement advertising provides valuable, relevant, and credible information
that supports their decision-making and purchasing behavior.
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2.3.10. Advertising Adoption (Ad Adoption)

Information adoption refers to the process by which individuals engage with external
opinions, recommendations, or comments to guide their decision-making (Sussman
& Siegal, 2003). It involves evaluating the validity of information and determining
whether it should be accepted as meaningful and relevant (Chang & Wu, 2014). This
phenomenon is often observed in persuasive contexts such as product placements,
where the perceived credibility of the source becomes a critical factor in shaping
acceptance (Watts & Zhang, 2008).

Cheung et al. (2008) describes information adoption as the deliberate engagement
of consumers with task-related information that supports their decisions, often
leading to changes in attitudes or behaviors. The likelihood of adoption is influenced
by several factors, including the quality, usefulness, and credibility of the
information, as well as the reliability of its source or delivery medium (Shen et al.,
2016). Prior studies indicate that information credibility has a significant impact on
both perceived usefulness and adoption, as consumers are more likely to adopt
messages they perceive as valuable and useful to them (Ngo et al., 2024).

In the context of short-video advertising, information adoption is particularly
relevant because product placements act as a channel for delivering persuasive yet
subtle brand messages. Viewers assess whether the advertising information
embedded in short videos is useful, credible, and aligned with their needs (Liu,
2021). When consumers perceive the message as beneficial, they are more likely to
adopt the information, form favorable attitudes toward the brand, and translate these
perceptions into purchase intentions. Therefore, in this study, information adoption
is defined as the process by which consumers evaluate and accept short-video
product placement content as useful, credible, and relevant, leading to informed
decision-making and behavioral intentions.

2.3.11. Brand familiarity

Brand familiarity is a fundamental concept in consumer behavior, referring to the
extent of knowledge or recognition a consumer has of a brand through repeated
exposure and accumulated experiences. Alba and Hutchinson (1987) conceptualize
it as a one-dimensional construct determined by the amount of time a consumer
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spends processing brand-related information, regardless of the depth or nature of that
processing. Similarly, Baker et al. (1986) argue that familiarity grows with exposure,
meaning consumers can develop a sense of recognition even without detailed
knowledge of a brand. This familiarity facilitates cognitive fluency, making brand-
related information easier to process and evaluate.

Familiarity plays a particularly important role in product placement, as consumers
tend to respond more positively to brands, they recognize. Repeated exposure to
familiar brands within media content, such as short videos, generates a sense of
comfort and ease that improves recall and enhances persuasion (Balasubramanian,
Karrh, & Patwardhan, 2006). Research further suggests that familiar brands form
stronger associations with their respective product categories, making them more
easily accessible in memory and more likely to be retrieved during purchase
decisions (Lee & Sternthal, 1999; Negunadi, 1990; Brennan & Babin, 2004). In this
sense, brand familiarity not only strengthens brand recognition but also increases
consumer confidence in evaluating and adopting brand-related information.

In the context of short-video advertising, brand familiarity enhances the
effectiveness of product placements by reinforcing recognition and reducing
consumer skepticism. Familiar brands are more likely to be trusted and remembered,
while repeated exposure helps embed them in consumers’ autobiographical memory,
increasing their salience at the point of purchase (Ma, Wang & Da, 2021).
Familiarity also strengthens consumers’ emotional connections with brands, which
can translate into positive attitudes, brand preference, and loyalty (Barijan et al.,
2021). Consequently, this study defines brand familiarity as the degree to which
consumers recognize and remember a brand through repeated exposure and
developed experiences, enhancing memory accessibility, promoting favorable
evaluations, and strengthening the persuasive impact of product placement in short-
video advertising.

2.3.12. Brand image

Brand images are widely recognized as a crucial factor in shaping consumer
perceptions and guiding purchasing behavior (Zhang, 2015). It is generally defined
as the collective set of associations that consumers hold in memory about a brand,
encompassing both functional and emotional values (Keller, 1993). These
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associations allow consumers to distinguish a brand from its competitors by
recognizing its unique points of difference (Martinez & de Chernatony, 2004). The
strength, favorability, and distinctiveness of these associations determine the overall
quality of the brand image and the extent to which consumers evaluate the brand
positively (Keller, 1993). Brand image reflects the combination of consumers’
thoughts and feelings toward a brand (Campbell, 1998). A favorable brand image
helps customers identify their needs, differentiates the company from competitors,
and increases purchase likelihood (Setiono & Hsieh, 2004). It also serves as a
strategic asset for marketers, enabling effective communication, reinforcing
differentiation, and securing sustainable competitive advantages (Malik et al., 2012).
Moreover, consumers may feel inspired when brands align with their moral or
personal values (Jun & Hatta, 2025) and may use brands to express these values to
others (Coleman & Williams, 2015).

A positive brand image enhances consumers’ receptiveness to advertising and
promotional activities, leading to more favorable attitudes, stronger loyalty, and
greater purchase intentions (Hsieh & Li, 2008). Within this context, product
placement has emerged as a powerful strategy, defined as the use of a brand’s name,
packaging, signage, or other trademarks embedded in media content to subtly
promote products (Steortz, 1987). In short-form video platforms, brand images are
often seamlessly integrated into the storyline, such as a logo placed in the
background, a product displayed on a table, or an influencer casually and seemingly
unintentionally using the item. These subtle integrations increase exposure and
reinforce brand associations by linking them to engaging narratives and relatable
contexts. Building on prior literature, this study conceptualizes brand image as a set
of strong, favorable, and distinctive associations, both functional and emotional, that
consumers hold in memory, which in turn shape their perceptions, attitudes, and
behavioral intentions toward the brand.
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3. METHODOLOGY
3.1. Hypothesis development

3.1.1. Argument of quality of product placement toward perceived
usefulness

In digital marketing and information systems research, argument quality is a critical
construct used to assess how persuasively a message conveys its intended value (Shu
& Scott, 2014). Argument quality is based on the message's logical soundness,
relevance, emotional resonance, and contextual fit for the target audience. Within
the context of short video platforms, where content is brief and rapidly consumed,
argument quality must be carefully constructed to capture viewers’ attention and
deliver meaningful product-related information. According to the Information
Adoption Model (Cheung, 2014), the quality of arguments presented in a message
directly impacts how useful the information is perceived to be. This concept is
particularly important in product placements, where users’ perception of
informational value determines whether they engage with, trust, or act upon the
promoted content. This study focuses on three specific dimensions of argument
quality product relevance, emotional appeal, and product influencer fit and
investigates their individual contributions to the perceived usefulness of short video
product placements.

Product relevance is how well a promoted product matches the video's content and
the platform it's shared on. A high level of relevance enhances the natural integration
of the product into the narrative, reducing the perception of overt persuasion
(Freeman, 2000). When consumers perceive that a product logically fits within the
context of the video, they are less likely to experience psychological resistance or
message avoidance. Moreover, relevant product placements are more likely to
activate consumers’ cognitive processing and encourage message elaboration, which
are key drivers of perceived informational value (Cheung, 2014). When consumers
perceive product placement as meaningful and useful, they are more likely to accept
it as a credible source of information and even adopt it in their purchase decisions.
However, a perceived forced or irrelevant placement can harm the brand's image
instead of enhancing it. With the growing prevalence of this marketing strategy,
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audiences have become increasingly aware of such tactics and have begun to resist
persuasive attempts (Wei, Fischer, & Main, 2008). In the context of short video
platforms, where users are highly selective and time-constrained, relevance becomes
a vital determinant of whether the promotional content is viewed as useful or
ignored. Thus, this study proposes that the perceived alignment between the product
and the content positively shapes users’ assessment of message usefulness.

Emotional appeal represents another core dimension of argument quality, referring
to the extent to which an advertisement evokes affective responses that shape viewer
attitudes and recall. Emotional cues such as humor, empathy, inspiration, or
nostalgia are known to enhance attention, engagement, and persuasion in advertising
contexts (Until & Busler, 2000). Goldberg and Gorn (1987) argued that emotionally
charged content helps consumers form favorable brand attitudes by creating a
meaningful emotional connection between the viewer and the product. Additionally,
the success of short video advertising depends a lot on how well the content matches
what viewers expect and how they feel. The importance of interesting stories that
spark curiosity, saying that the format can be a powerful way to capture people's
attention (Gao et al., 2021). Dong et al., (2023) support this claim by saying that
well-made short videos can create emotional resonance and positive experiences that
greatly increase consumer engagement. In the short video format, emotional
resonance can significantly amplify message impact by making content more
memorable and personally relevant. When viewers experience positive emotions
while watching a product placement, they are more likely to internalize the message,
evaluate the product positively, and perceive the content as useful. Therefore,
integrating emotional appeal within short video product placements is expected to
increase the audience’s perception of information value.

Lastly, product influencer fit, also referred to as source-product congruence, pertains
to the perceived alignment between the personality, values, or expertise of the
content creator (e.g., an influencer or video creator) and the product being promoted.
Advertisements in which the representative's image matched that of the promoted
product resulted in increased perceived credibility for the spokesperson (Kamins and
Gupta 1994). Influencers are known to share user-oriented product reviews,
recommendations, and personal experiences on their social media channels. For
example, beauty influencers demonstrate makeup articles in their vlogs. When
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audiences perceive a strong fit between the promoter and the product, the credibility
and authenticity of the message are enhanced (Kamins & Gupta, 1994; Schouten et
al., 2019). This consistency leads viewers to believe that endorsement is genuine and
appropriate, which fosters positive brand attitudes and higher levels of trust in the
content (Xu & Pratt, 2018). Conversely, a weak product-influencer fit can disrupt
the viewer’s processing of the message, trigger skepticism, and reduce perceived
usefulness (Walker et al., 1992). In the context of short video platforms where
content creators often build intimate and sustained relationships with their
audiences, the perceived match between the creator and the brand plays a significant
role in shaping information credibility. When the influencer’s image and the product
category are congruent, viewers are more likely to perceive the product information
as relevant, reliable, and worth considering. When a product doesn’t seem like a
natural match with the person promoting it, traditional celebrity ads often don’t work
very well because celebrities don’t usually interact much with their audience. In
contrast, social media influencers engage closely with their followers and have a
strong presence on platforms like Instagram, TikTok, or YouTube. This interaction
makes their endorsements feel more authentic and relatable, which helps people
develop more positive attitudes toward the brand even if the product endorser fit
isn’t strong.

H1: Product relevance has a positive effect on the perceived usefulness of short
video product placement.

H2: Emotional appeal has a positive effect on the perceived usefulness of short
video product placement.

H3: Product influencer fit has a positive effect on the perceived usefulness of short
video product placement.

3.1.2. The impact of source credibility on perceived usefulness in product
placement

The source credibility model states that the effectiveness of a statement or
advertisement depends on the communicator's credibility, which is determined by
the expertise and trustworthiness of the spokesperson. Several studies have reported
a promising combination of the source credibility model and the match-up

49



hypothesis, confirming that a match between an advertising spokesperson and the
advertised product can influence consumer behavior (Mishra et al., 2015) and lead
to increased perceived credibility for the spokesperson (Kamins, 1990; Kamins and
Gupta, 1994; Koernig and Boyd, 2009; Breves et al., 2019). Source credibility has
emerged as a central determinant of how users process and evaluate embedded
promotional content. Source credibility broadly refers to the perceived
trustworthiness and expertise of the message sender, independent of the actual
message content (Chaiken, 1980). When more subtle forms of promotion, like
influencer-endorsed product placements, replace traditional advertising, this concept
becomes especially crucial. According to the Information Adoption Model,
individuals are more likely to internalize and act upon information when they believe
it originates from a credible source (Cheung, 2014). In the context of short video
content where users are exposed to rapid, highly visual messages, this credibility
plays a decisive role in determining whether the promotional content is seen as
useful, relevant, and trustworthy. Thus, the trustworthiness and popularity of a
source influence the perceived usefulness of product placements in short video
formats.

Trustworthiness, a core element of source credibility, refers to the extent to which a
content creator or source is perceived as honest, sincere, and unbiased (Applbaum
& Anatol, 1972). In advertising contexts, trustworthiness is critical because it
mitigates consumer skepticism and increases message believability. Research has
shown that audiences are more likely to accept messages from sources they consider
morally upright or aligned with their interests (Miller, 2015). Online spaces often
conceal persuasive intent within entertaining or informative content, making this
especially important. According to Cheung (2014), the perceived trustworthiness of
a content source directly influences users’ willingness to adopt the information
presented. When viewers believe that a product recommendation stems from
genuine experience or ethical motivation, they are more inclined to perceive the
content as helpful and applicable to their needs. Thus, trustworthiness functions as a
cognitive shortcut that reduces the need for intensive message scrutiny, allowing
users to form judgments about product value quickly and efficiently.

In short video environments such as TikTok, Instagram Reels, and YouTube Shorts,
this mechanism is particularly powerful. The deliberation of content in these formats
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leaves little time for rational deliberation, meaning that viewers often rely on cues
such as trustworthiness to assess message quality. Studies by Jin and Mugaddam
(2019) support this view, demonstrating that users exposed to brand content via
trustworthy sources were more likely to perceive that content as informative and
authentic. Similarly, Lopez and Sicilia (2014) found that consumers are more
receptive to brand messages delivered by perceived experts or ethically sound
sources. In short video product placements, trust in the creator, be it an influencer or
a brand’s social media representative, serves as a proxy for message reliability.
Viewers who trust the source are more likely to view the product placement as
credible, thereby enhancing their evaluation of its usefulness in informing purchase
decisions or product understanding. Based on this theoretical and empirical
foundation, the following hypothesis is proposed:

In addition to trustworthiness, another influential component of source credibility in
the social media context is popularity, often operationalized through follower counts,
video views, likes, comments, and social sharing metrics. These indicators function
as heuristic cues that signal message relevance and social approval. In digital spaces,
especially on short video platforms, consumers often use such popularity metrics to
evaluate not only the content but also the credibility of the source. This idea is
closely tied to the concept of social proof, where individuals assume that if a large
number of people engage with or approve of content, it must be valuable or accurate
(Russell & Rasolofoarison, 2017). This phenomenon is developed in fast-paced
media ecosystems, where users lack the cognitive resources to evaluate every
message deeply and instead depend on social consensus as a shortcut. As a result,
influencer popularity becomes a potent factor that enhances perceived message
utility, especially in the case of product placements subtly integrated into short
videos.

Schouten et al. (2019) emphasize that influencers, unlike traditional celebrities, build
credibility not just through fame but through relatability and audience engagement.
Their popularity stems from continuous interaction with followers, content
consistency, and perceived authenticity. When influencers promote products within
their everyday content, this integration feels more natural and less intrusive,
increasing both the credibility and perceived usefulness of the promotional message.
Empirical evidence supports the assertion that endorsers play a crucial role in
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shaping brand outcomes. Hussain et al. (2011) found that an endorser’s reputation
positively influences brand credibility, highlighting the importance of trustworthy
and respected figures in brand communications. Similarly, Hermanda et al. (2019)
observed that popular influencers significantly enhance brand perception and
increase consumers’ purchase intention, demonstrating the persuasive power of
widely recognized and admired personalities in marketing contexts. Moreover, Lis
and Post (2013) showed that influencer involvement in product placement results in
more favorable consumer evaluations, particularly when the influencer has high
visibility and status. When viewers see that a well-known or widely followed
individual is recommending a product, they are more likely to assume the product is
relevant, trustworthy, and useful, even in the absence of detailed product
information.

Furthermore, influencer popularity not only enhances brand credibility but also
promotes more profound consumer engagement with the content. Highly followed
influencers tend to trigger greater emotional and cognitive responses among their
audiences. As their content circulates widely, it accumulates social validation, which
strengthens the message's persuasive power and its perceived informativeness. In
this way, popularity serves as both a cognitive shortcut and a motivational enhancer,
prompting users to assign more weight to the content, thereby increasing its
perceived usefulness. Especially within the time constraints of short video formats,
where attention spans are limited, these popularity cues provide critical signals that
guide viewers’ assessments of the value of product information. Hence, it is
proposed that:

H4: Trustworthiness has a positive effect on the perceived usefulness of short video
product placement.

HS: Influencer popularity has a positive effect on the perceived usefulness of short
video product placement.

3.1.3. Perceived usefulness toward advertising adoption

Perceived usefulness refers to the degree to which consumers believe that a product
will improve their lives, offer practical benefits, or meet their needs effectively
(Davis, 1989). In the context of product placement in short videos, perceived
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usefulness refers to the degree to which consumers believe that the information
provided in an advertisement will help them make informed decisions or fulfill a
specific need. This concept is foundational in understanding how individuals
respond to marketing content, particularly within the framework of the Information
Adoption Model. According to IAM, individuals are more likely to adopt and
internalize information when they perceive it as valuable, relevant, and personally
beneficial (Bhattacharya et al., 2012; Cheung, 2014). In this context, usefulness
functions not only as a cognitive evaluation but also as a motivational trigger that
influences behavioral intentions. In other words, when consumers recognize that
advertising content provides meaningful or actionable information, whether about
product features, pricing, benefits, or usage, they become more inclined to embrace
the message and act upon it.

Empirical evidence supports this theoretical position. Ducoffe (1996) demonstrated
a strong positive relationship between the informativeness of an advertisement and
its perceived value. Consumers who regard advertising as informative tend to see it
as more valuable and worthwhile, which leads to higher levels of engagement and
receptivity. Similarly, Van Reijmersdal et al. (2005) found that brand placements
offering informational satisfaction, such as factual content or practical advice,
garnered more attention and were evaluated more positively by audiences. This
insight becomes especially relevant in short-form video advertising, where time
constraints make it essential for messages to be both engaging and information-rich.
In these types of formats, viewers frequently evaluate if the advertisement assists
them in acquiring knowledge about a product, finding a solution to a problem, or
making a decision, which are all important factors for judging the usefulness of the
advertisement.

Moreover, several studies within the IAM tradition emphasize that consumers’
perceived usefulness of advertising content significantly influences their intention to
adopt or accept the ad’s message (Xue et al., 2018; Bhattacharya et al., 2012; Horrich
et al., 2024). This is particularly true for native or embedded advertising formats,
such as product placements in short videos, where the line between entertainment
and information is intentionally blurred. In these scenarios, the viewer's evaluation
of how beneficial the message is will determine whether they mentally adopt the
information and use it to guide their attitudes or behaviors. For instance, if a short
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video presents a skincare product with clear usage benefits, authentic testimonials,
or expert recommendations, viewers are more likely to perceive the content as useful
and adopt the message. This behavioral intention may manifest as interest in the
product, further online research, or even a purchase decision. Thus, based on the
literature and IAM theory, the following hypothesis is proposed:

H6: Perceived usefulness positively affects the intention to adopt short video product
placement advertising.

3.1.4. Ad adoption and brand image

Brand image can be defined as the set of perceptions and associations that consumers
hold about a brand, shaped by their interpretations, whether rational or emotional,
and stored in memory in an organized and meaningful way (Dobni & Zinkhan, 1990;
Aaker, 1991; Keller, 1993). A positive brand image is considered an invaluable
strategic asset and a key factor in long-term business performance. It shapes
consumer perceptions of a company's products, affects purchasing behavior, and
plays a crucial role in the establishment of brand equity and enduring customer
loyalty.In competitive markets, a strong brand image serves as a significant
differentiator, allowing companies to build trust, command premium prices, and
generate lasting emotional connections with their target audience. Product placement
can enhance a brand's image in various ways (Corniani, 2003). It can impart a
distinctive image to a new product, generate a unique image for an existing product,
or alter public perception of a well-established product in the market (Corniani,
2003). Moreover, consistent fulfillment of brand promises and alignment with
consumer values strengthen the brand's credibility and authenticity, thus solidifying
its market position and ensuring both short-term commercial gains and long-term
competitive advantage. According to Keller (2003), effective marketing efforts can
shape and reinforce brand image by creating strong, favorable, and unique brand
associations in consumers’ memory. Repeated exposure to meaningful and well-
integrated brand messages reinforces these associations, forming the cognitive
foundation of brand image. In this regard, advertising, especially when it is subtle,
engaging, and value-driven, plays a crucial role in reinforcing these associations.
One such form of modern advertising is product placement, particularly within short-
form video content, where the brand is embedded within an entertainment or
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narrative context. Such integration can enhance not only viewers’ engagement but
also their perception of the brand’s authenticity, relevance, and value.

Scholars have underscored the role of product and brand placements in altering how
consumers process, store, and recall information related to the brand. For instance,
Gorska-Warszewicz and Kulykovets (2017) assert that interactive brand placement
significantly enhances cognitive awareness, shapes brand perception, and can
influence behavioral intent. When viewers experience branded content as
organically embedded in narratives or social contexts, it can reshape their cognitive
framework surrounding the brand. Similarly, Nelson and McLeod (2005)
emphasized that brand placements are most effective when they portray the brand in
authentic and contextually relevant situations, often reinforced by celebrity
involvement or user-centric storytelling. Such placements generate positive
emotional and cognitive responses, which translate into stronger brand evaluations.
These cognitive connections play a crucial role in building a brand image that is both
vivid and trustworthy in the minds of consumers.

Ad adoption can be defined as the extent to which audiences accept, process, and
internalize the message conveyed by the advertisement, leading them to respond
positively toward it (MacKenzie, Lutz, & Belch, 1986). When consumers accept and
internalize an advertisement’s message, it can have a strong and lasting effect on the
brand’s image. Gillespie and Joireman (2016) emphasize the importance of narrative
engagement and persuasion knowledge in shaping attitudes toward product
placements, showing that when consumers are immersed in a storyline and perceive
the message as relevant and beneficial, they are more likely to respond positively to
the brand. Raj and Roy (2015) further highlight that a positive brand image directly
influences purchasing behavior, suggesting that fostering a strong brand image is
essential for converting interest into action. When an advertisement is perceived as
valuable, informative, and well-integrated, especially in digital formats like short
videos, consumers are more likely to adopt the message and, by extension, the brand
identity it conveys. Adopting the message indicates a form of psychological
alignment or endorsement of the brand's attributes, which contributes to building a
favorable and enduring brand image. Therefore, it is reasonable to hypothesize the
following:
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H7: Ad adoption has a positive effect on brand image.
3.1.5. The Mediating Effect of Advertising Adoption

Companies often pay media program creators or provide a licensing fee to have their
brand featured and promoted in films. When celebrities endorse a specific product,
they usually transfer a positive image to the brand, influencing how viewers perceive
it (Chea, 2024). Perceived usefulness is a key factor in how people react to both the
brand and the product that is included in it through marketing in the product
placement context. If the product information endorsed by the celebrity or influencer
is viewed as highly useful, functional, or relevant to them, it typically results
positively in first impressions of brand image. The objective of product placement
is to improve viewers' product awareness (Chea, 2024).

The relationship between perceived usefulness and brand image is not always direct;
rather, it frequently functions through the mediating influence of advertisement
adoption. Mediation effects arise when an independent variable affects the
dependent variable through its impact on a mediator variable (Baron and Kenny,
1986). When consumers recognize the usefulness of a product within a placement,
they are more inclined to accept the associated promotional message as legitimate
and valuable rather than intrusive or purely persuasive (Cowley & Barron, 2008).
This acceptance fosters a higher level of cognitive and emotional engagement,
enabling the message to become part of the consumer’s evaluative framework. In
this way, ad adoption serves as a psychological bridge that connects the functional
perception of the product to more affective and evaluative brand responses (Kim &
Han, 2014).

Once audiences adopt an advertisement, their positive engagement with its message
leads to more favorable perceptions of the brand. By internalizing the ad’s content,
consumers begin to associate the brand with qualities such as credibility, modernity,
and trustworthiness (Keller, 1993). This process transforms functional evaluations
into enduring brand equity by embedding positive associations into long-term
memory and brand schema (Keller & Lehmann, 2006). Prior research supports this
mediation mechanism, showing that attitudes toward an ad can serve as a key
pathway linking product perceptions to brand evaluations (MacKenzie et al., 1986;
Kim & Han, 2014). In the context of product placement, ad adoption mediates the
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relationship between perceived usefulness and brand image by converting practical
product appraisals into stronger, more favorable brand perceptions. When
consumers perceive an advertisement as beneficial by providing relevant
information, meeting needs, or offering value, they are more inclined to accept and
integrate its message into their personal frame of reference. This incorporation
shapes their attitudes and beliefs toward the brand, crediting it with the positive
impressions generated by the advertisement. Ultimately, the extent to which
consumers accept and internalize the ad’s message determines how effectively
perceived usefulness enhances brand image.

HS8: Advertising adoption mediates the relationship between perceived usefulness
and brand image.

3.1.6. The moderating effect of social media influence

Social media influence refers to the persuasive impact exerted by online opinion
leaders, influencers, peer-generated recommendations, and user-created content on
consumers’ decision-making processes (Djafarova & Trofimenko, 2019). Unlike
traditional marketing channels, social media does not simply disseminate brand
messages; it creates interactive environments where consumers actively engage with
content, exchange opinions, and co-create brand meaning. As such, social media
influence functions as a potent contextual factor shaping how consumers interpret
and respond to marketing communications, frequently enhancing message
credibility, perceived trustworthiness, and emotional resonance.

Consumers participate in social media influence primarily through two mechanisms:
interactive engagement, involving active behaviors such as commenting on brand-
related posts and participating in online discussions, and passive involvement,
involving low-effort actions such as liking or reacting to posts (Muntinga et al.,
2011). Both forms of participation foster a sense of community and strengthen the
emotional bond between consumers and the brand. Social media influencers are
often perceived as visually appealing, sincere, and skilled at fostering online
engagement, which enhances their effectiveness as intermediaries in brand
communication (De Veirman et al., 2017). The perceived authenticity of these
influencers can substantially increase trust and heighten the persuasive power of
their promotional content. Evaluating user engagement metrics such as the volume
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of likes, shares, comments, and sentiment expressed in user-generated content
provides valuable insights into how audiences perceive advertisements and the
extent to which campaign messages resonate (Lee & Hong, 2016). High engagement
levels may also facilitate organic message diffusion, as satisfied followers share
content within their own networks, thereby amplifying reach and strengthening
campaign impact.

In line with Tsai and Bagozzi’s (2014) framework, consumers may accept influence
as passive members, who absorb and accept information without active participation,
or as active members, who contribute to group-based interactions by sharing
opinions, experiences, and ideas. Both forms of participation can amplify the scope
and persuasiveness of marketing messages. For example, positive user responses to
a product placement video through likes, shares, or comments can generate a ripple
effect, expand exposure, and increase brand awareness. Viral content, in particular,
can serve as a visible signal of collective approval, thereby increasing consumers’
willingness to adopt the advertisement. Whether through active engagement or
passive exposure, social media communities play a pivotal role in facilitating the
circulation of brand messages and reinforcing their perceived relevance.

Perceived usefulness, defined as the extent to which a consumer believes that a
product will enhance their life or fulfill their needs (Davis, 1989), is a well-
established antecedent of ad adoption, the willingness to accept, internalize, and
respond positively to an advertisement (MacKenzie, Lutz, & Belch, 1986). When
consumers perceive a product as offering tangible benefits in the advertisement, they
are more likely to engage with its promotional messages. However, the strength of
the perceived usefulness—adoption relationship is contingent upon the degree of
social media influence surrounding the product. In high social media influence
contexts characterized by active community participation or widespread passive
exposure, social proof (Cialdini, 2009) reinforces personal evaluations, thereby
enhancing message credibility, emotional engagement, and adoption likelihood
(Chetioui, Lebdaoui, & Chetioui, 2020).

On the other hand, when social media influence is low, marked by minimal online
discussion, limited influencer engagement, and weak peer validation, the perceived
usefulness and advertising adoption link may weaken. In the absence of reinforcing
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social cues, consumers rely primarily on their individual assessments, which may be
insufficient in competitive or information-saturated markets. Previous studies
demonstrate that social cues from peers and influencers can intensify persuasiveness
by fostering a sense of belonging, trust, and shared identity (Jin & Phua, 2014; Lou
& Yuan, 2019). Therefore, it is hypothesized that social media influence moderates
the relationship between perceived usefulness and advertising adoption, such that
the association is stronger under conditions of high social media influence and
weaker under conditions of low social media influence.

H9: Social media influence moderates the relationship between perceived usefulness
and advertising adoption.

3.1.7. The moderating effects of brand familiarity

Brand familiarity refers to the degree of consumer knowledge, recognition, and
accumulated experience with a brand, developed over time through direct product
use, marketing exposure, and interpersonal communication (Alba & Hutchinson,
1987; Keller, 1993). It represents both a cognitive dimension (brand recall,
recognition, and stored associations) and an affective dimension, which includes
trust, emotional attachment, and loyalty. Familiarity acts as an important filter in the
information processing of marketing communications, influencing how advertising
messages are attended to, interpreted, and stored in memory. Ad adoption, defined
as the willingness to accept, internalize, and respond favorably to an advertisement
(MacKenzie, Lutz, & Belch, 1986), plays a central role in transferring the persuasive
content of an ad into long-term brand perceptions. When consumers adopt an ad,
they are not simply exposed to it; they actively integrate its message into their brand
schema, shaping beliefs about the brand’s quality, image, and credibility. Yet, the
degree to which ad adoption leads to a stronger brand image is not consistent for all
consumers, as this relationship is often conditioned by prior familiarity with the
brand.

When brand familiarity is high, consumers have an established network of cognitive
associations and affective connections with the brand, formed through previous
experiences and exposures (Kent & Allen, 1994). In such cases, the adoption of an
advertisement can act as a reinforcing mechanism, strengthening existing positive
perceptions by refreshing and reaffirming known brand values. For example, an

59



advertisement for a well-known brand may trigger recognition, activate stored
favorable associations, and create a sense of continuity, which enhances brand trust
and loyalty. High familiarity also increases processing fluency, meaning consumers
require less cognitive effort to interpret the ad, which can make the ad message more
persuasive (Lee & Labroo, 2004). However, there is also the possibility of a “ceiling
effect” or “saturation effect” for highly familiar brands (Campbell & Keller, 2003),
where brand perceptions are already so positive or well-established that additional
ad exposure and adoption yield only marginal improvements in brand image.

For low-familiarity brands, ad adoption often plays a more pivotal role in brand
image formation because the advertisement serves as a primary or even sole source
of brand-related knowledge (Maclnnis, Moorman, & Jaworski, 1991). In these
situations, a well-received ad can significantly influence the construction of initial
brand perceptions, shaping beliefs about quality, trustworthiness, and relevance.
Since consumers lack a pre-existing brand schema, they rely heavily on the ad’s
message to form their mental representation of the brand. Consequently, the
adoption of the ad has a direct and substantial impact on brand image development,
often determining whether the brand is viewed favorably enough to be considered
for purchase. Prior research consistently shows that familiarity moderates the effect
of advertising on brand attitudes and memory by influencing the depth of message
elaboration, the perceived credibility of the source, and the integration of new
information into brand knowledge structures (Keller, 1993; Maclnnis et al., 1991).

Therefore, brand familiarity is expected to moderate the relationship between ad
adoption and brand image in such a way that the influence of ad adoption on brand
image will be stronger for low-familiarity brands, where the advertisement acts as a
key information source, and may be either reinforced or attenuated for high-
familiarity brands depending on the pre-existing strength of brand associations. This
moderating effect underscores the importance of considering brand familiarity as a
contextual factor when evaluating advertising effectiveness, as it shapes not only
how consumers process the ad but also how they translate positive ad engagement
into enduring brand perceptions.

H10: Brand familiarity moderates the relationship between advertising adoption and
brand image.
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3.1.8. Three-way interaction (moderated moderation relationship)

The link between ad adoption, the willingness to accept, internalize, and respond
favorably to an advertisement (MacKenzie, Lutz, & Belch, 1986), and brand image
1s a core pathway in advertising effectiveness research. Ad adoption enables
consumers to integrate the persuasive content of an advertisement into their broader
evaluation of the brand, shaping perceptions of quality, credibility, and relevance.
However, the strength of this link is not fixed; it can be influenced by individual-
level characteristics such as brand familiarity. Brand familiarity, defined as the
degree of a consumer’s prior experience and accumulated knowledge about a brand
(Keller, 1993; Alba & Hutchinson, 1987), affects how advertising messages are
processed and interpreted. High familiarity often provides a foundation of
established associations and trust, allowing ad adoption to act as a reinforcing
mechanism that refreshes and strengthens existing brand perceptions. In contrast, for
low-familiarity brands, ad adoption can have a more formative role, serving as one
of the primary sources of brand-related knowledge and associations. In such cases,
the ad becomes a critical channel for shaping initial impressions and brand
positioning.

While brand familiarity can moderate the advertising adoption of brand image
relationship, this effect is not isolated from the broader communication context in
which consumers encounter the brand. In particular, social media influences the
persuasive power of online opinion leaders, influencers, peer recommendations, and
user-generated content (Djafarova & Trofimenko, 2019), and it has emerged as a
key environmental factor that can reshape how brand familiarity operates in this
relationship. Social media influence functions through both informational cues (e.g.,
product reviews, demonstrations, usage tutorials) and normative cues (e.g.,
influencer endorsements, peer approval, viral sharing), creating social proof
(Cialdini, 2009) that can validate or challenge consumers’ brand perceptions. When
social media influence is high, even low-familiarity brands can benefit from the
credibility and visibility generated by active discussions, influencer advocacy, and
positive peer interactions. These signals can partially substitute for the knowledge
gap between low- and high-familiarity brands, thereby weakening the difference in
how ad adoption translates into brand image across familiarity levels.
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Conversely, in low social media influence environments characterized by limited
online engagement, sparse influencer activity, and weak peer-to-peer discussion, the
moderating role of brand familiarity may become more pronounced. Without the
compensatory effect of social proof, consumers rely more heavily on their prior
brand knowledge when interpreting and integrating ad messages. This means that
for low-familiarity brands, ad adoption may be less effective in enhancing brand
image due to the absence of external validation and endorsement. High-familiarity
brands, in contrast, retain the advantage of pre-existing associations and credibility,
enabling them to convert ad adoption into brand image gains more effectively. Prior
research supports this layered interaction, showing that familiarity shapes the depth
of message elaboration and recall (Kent & Allen, 1994), while social media
endorsement increases perceived trustworthiness and message acceptance (Lou &
Yuan, 2019).

Taken together, these arguments suggest a three-way interaction: social media
influence moderates the moderating effect of brand familiarity on the relationship
between advertising adoption and brand image. Specifically, under high social media
influence, the disparity between high- and low-familiarity brands in the relationship
between ad adoption and brand image is likely to narrow, as strong online
endorsement compensates for limited brand knowledge. Under low social media
influence, the disparity is expected to widen, as the absence of social proof leaves
low-familiarity brands at a greater disadvantage in translating ad adoption into
favorable brand image outcomes. This perspective emphasizes the value of
examining consumer-level and environmental-level moderators jointly to fully
understand the conditions under which advertising drives brand image in today’s
socially networked marketplace.

H11: Social media influence moderates the moderating effect of brand familiarity
on the relationship between ad adoption and brand image (three-way interaction).
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3.2. Qualitative Research

3.2.1. Research design
Qualitative Exploratory Research Design

The research design adopted in this qualitative strand is an exploratory qualitative
inquiry, selected on the epistemological grounds that the central phenomenon under
investigation, namely the subjective process by which consumers interpret product
placement in short-form video content and subsequently reconstruct their perception
of brand image, remains insufficiently examined through interpretive, experience-
centered methods in the existing digital marketing literature. As Creswell and Poth
(2018) observe, a qualitative approach is most appropriate when the researcher seeks
to understand "contexts or settings in which participants address a problem or issue"
(p. 45) and when the aim is to develop a holistic, nuanced account of a phenomenon
rather than to quantify predetermined relationships among variables. The
exploratory orientation of this study reflects precisely such an intent, given that the
emotional, motivational, and socially situated dimensions of consumer experience
with short-form video advertising cannot be adequately captured through the
structural measurement instruments employed in the quantitative strand of this thesis
alone.

In determining the most appropriate qualitative design, this study considered the five
established traditions of qualitative inquiry as categorized by Creswell and Poth
(2018), namely narrative research, phenomenology, ethnography, case study, and the
approach adopted in this study, which is the Gioia Methodology (Gioia et al., 2013).
Each alternative tradition was evaluated against the specific objectives and
epistemological requirements of this research before being systematically excluded
in favor of the Gioia Methodology.

Narrative research, which centers on the chronological reconstruction of individual
life experiences and biographical trajectories, was deemed unsuitable because the
present inquiry is concerned not with the personal life narratives of individual
consumers but with the shared cognitive and affective processes that characterize a
broader category of consumer behavior across multiple informants (Merriam &
Tisdell, 2016). Phenomenology, as developed in the Husserlian tradition and applied
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in qualitative social inquiry, seeks to describe and distill the universal essence of a
lived experience through the bracketing of prior theoretical assumptions (Moustakas,
1994). While phenomenology offers an avenue for capturing the texture of consumer
encounter with short-form video advertising, its exclusive orientation toward
experiential description renders it insufficient for a study that aspires to generate a
systematic conceptual framework explaining the processes through which brand
image is constructed. The present study seeks not merely to describe what consumers
experience but to develop an explanatory account of how and why those experiences
give rise to particular patterns of brand perception, a purpose that phenomenology,
by design, does not serve. Ethnography requires sustained participatory observation
within a bounded cultural community, an approach that is methodologically
impractical for a study focused on the decentralized, algorithmically mediated
consumption of short-form video content across digital platforms (Denzin &
Lincoln, 2011). Case study research, as formalized by Yin (2018), is oriented toward
the intensive examination of a single or small number of bounded units within their
real-life context, which is incongruent with the present study's aim of developing a
conceptual framework applicable across a wider population of Vietnamese short-
form video consumers rather than within a specific organizational or situational
boundary.

Having evaluated and excluded each of these four alternative traditions on the
grounds of theoretical and methodological fit, this study adopts the Gioia
Methodology as its analytical framework. The Gioia Methodology represents a
systematic, rigorous, and inductively oriented approach to qualitative concept
development that is specifically designed to meet the standards of scholarly
transparency demanded by high-quality academic research (Gioia et al., 2013). Its
particular suitability for this study is elaborated in detail in the following subsection.

Justification of the Gioia Methodology as the Analytical Framework

The Gioia Methodology, formally introduced in Gioia and Chittipeddi (1991) and
comprehensively articulated in Gioia, Corley, and Hamilton (2013), constitutes
a systematic inductive approach to new concept development that is designed to
bring "qualitative rigor" to the conduct and presentation of qualitative research
(Gioia et al., 2013, p. 15). Originally developed to address the recurrent skepticism
of quantitatively oriented journal reviewers who questioned the evidentiary basis of
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qualitative conclusions, the methodology provides a structured, transparent, and
auditable analytical process that visibly demonstrates the progression from raw
empirical data to theoretically abstracted findings. Since its formal articulation, the
Gioia Methodology has achieved growing recognition across management,
organizational, and social science research, with its citation rate in high-impact
journals increasing substantially since 2016 (Magnani & Gioia, 2023). Its
application has expanded well beyond its origins in organizational identity research
to encompass international business, entrepreneurship, consumer behavior, and
digital marketing contexts (Magnani & Gioia, 2023; Gehman et al., 2018).

The adoption of the Gioia Methodology in this study is justified on five distinct
grounds, each of which is directly relevant to the research objectives and thematic
context of this thesis.

The first and most foundational justification concerns the methodology's core
epistemological assumption that research participants are "knowledgeable agents",
individuals who not only understand their own experiences, intentions, and actions
but are capable of articulating them in ways that carry genuine theoretical
significance (Gioia et al., 2013, p. 16). This assumption holds direct relevance for
the present study, in which Vietnamese consumers who regularly encounter product
placement in short-form video content are treated not as passive subjects of external
stimuli but as reflexively aware individuals whose first-person accounts of their
cognitive, emotional, and social responses to such content constitute the primary
source of theoretical insight. Treating consumers as knowledgeable agents ensures
that the analytical process begins from a position of genuine openness to the
meanings and interpretations that informants themselves assign to their experiences,
rather than presupposing the applicability of constructs such as perceived usefulness
or social media influence before the evidence warrants such assumptions.

The second justification concerns the methodology's two-stage analytical structure,
which proceeds from 1st-Order Concepts, captured in the informants' own language,
to 2nd-Order Themes, developed through the researcher's theoretical interpretation.
As Gioia et al. (2013) describe, this sequential movement from informant-centric to
researcher-centric analytical language enables a systematic and transparent
demonstration of the conceptual distance traveled from raw data to theoretical
abstraction, a demonstration that constitutes the methodological heart of the data
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structure diagram. In the context of this study, the 1st-Order stage ensures that the
analytical framework is genuinely emergent from consumer experience with short-
form video advertising in Vietnam, while the 2nd-Order stage enables the researcher
to engage productively with the existing bodies of literature on the Information
Adoption Model and Social Influence Theory in formulating theoretically resonant
labels for emerging themes. This dual analytical logic is not a methodological
inconsistency but a deliberate and principled integration of inductive and abductive
reasoning that distinguishes the Gioia Methodology from purely inductive
qualitative traditions (Magnani & Gioia, 2023).

The third justification pertains to the methodology's production of a transparent and
traceable data structure, a visual, hierarchically organized diagram mapping the full
analytical progression from Ist-Order Concepts through 2nd-Order Themes to
Aggregate Dimensions (Corley & Gioia, 2004). This data structure serves
simultaneously as a representation of analytical rigor, a graphic demonstration that
theoretical conclusions are derived systematically from empirical evidence, and as a
substantive conceptual contribution to the findings chapter of this thesis. As Gehman
et al. (2018) note in their comparative assessment of qualitative theory-building
approaches, the production of such an explicit, visually communicable data structure
is a distinguishing and highly valued feature of the Gioia Methodology that enhances
both the credibility and the communicability of qualitative findings to diverse
academic audiences.

The fourth justification relates to the methodology's established suitability for
research contexts involving new, emergent, or insufficiently theorized social
phenomena, precisely the conditions that characterize the present study. Product
placement in short-form video platforms such as TikTok, Instagram Reels, and
YouTube Shorts represents an advertising modality that has emerged too recently
and evolved too rapidly for existing quantitative frameworks to have produced
conceptually adequate theoretical accounts of how consumers experience and
respond to it. In such contexts, the Gioia Methodology's insistence on allowing
conceptual categories to emerge from the data, rather than forcing the data to
conform to pre-existing theoretical structures, enables the discovery of new insights
that extend or nuance the available theoretical vocabulary (Gioia et al., 2013;
Magnani & Gioia, 2023).
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The fifth justification is one of scholarly practicality. The Gioia Methodology was
explicitly designed to satisfy the rigorous publication standards of top-tier
management and social science journals by producing qualitative findings that are
defensible, systematic, and transparently evidenced (Gioia et al., 2013). The
methodology addresses the central epistemological challenge of qualitative research,
namely the question of how readers can be confident that the researcher's theoretical
interpretations are genuinely grounded in the empirical data rather than imposed
retrospectively, by making the analytical pathway from data to theory fully visible
and traceable. For a thesis that seeks to produce qualitative findings of publishable
quality and scholarly credibility, this methodological transparency is an
indispensable asset.

Integration of the Qualitative Strand within the Broader Mixed Methods Design

The qualitative strand described in this chapter is systematically integrated within
the broader mixed methods research design of this thesis, which follows
an exploratory sequential structure as conceptualized by Creswell and Plano Clark
(2018). In this design architecture, the qualitative phase is conducted first and in
service of the subsequent quantitative phase. The qualitative Gioia analysis
generates experiential and conceptually rich insights into the processes through
which Vietnamese consumers engage with product placement in short-form video
content and form their perceptions of brand image. These insights subsequently
enrich and contextually ground the interpretation of findings from the quantitative
structural model, which tests the directional and magnitude-based relationships
among the key variables identified in the conceptual framework of this thesis.

The rationale for integrating qualitative and quantitative methods in this manner
draws on the three foundational purposes for mixed methods research identified by
Greene et al. (1989), namely complementarity, triangulation, and expansion.
Complementarity refers to the use of one methodological strand to elaborate or
clarify the results generated by another; triangulation involves the convergent
validation of findings across different methodological traditions; and expansion
entails extending the breadth and depth of inquiry by employing different methods
for different dimensions of the research problem. In the present study, the two strands
operate principally through complementarity and expansion. The qualitative strand,
guided by the Gioia Methodology, examines the subjective, process-oriented
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dimensions of consumer brand image formation that the quantitative measurement
instruments of the second strand are epistemologically ill-equipped to address.
Conversely, the quantitative strand provides confirmatory, statistically generalizable
evidence regarding the directional relationships identified and conceptually
elaborated by the qualitative analysis. Together, the two strands generate a
methodologically comprehensive and theoretically robust account of the research
phenomenon that exceeds what either approach could produce independently.

It 1s important to clarify that the qualitative strand does not presuppose, nor does it
seek to confirm, the hypotheses articulated in Chapter Two. Operating with a fully
open and inductive orientation, guided by the broad qualitative research question
stated in Section 3.1, the Gioia analysis allows conceptual categories to emerge
freely from the data. Should emergent concepts correspond to constructs already
identified in the Information Adoption Model and Social Influence Theory
frameworks, such correspondence constitutes a meaningful form of methodological
triangulation. Should novel categories emerge that extend beyond the boundaries of
the existing theoretical framework, these findings represent an original conceptual
contribution that may inform future iterations of the quantitative model.

Researcher Positionality and Reflexivity

Qualitative inquiry conducted within an interpretivist paradigm requires the
researcher to explicitly acknowledge and account for their own positionality, prior
assumptions, disciplinary knowledge, and potential interpretive biases, each of
which shapes, to varying degrees, the processes of data collection, analytical coding,
and theoretical interpretation (Creswell & Poth, 2018; Lincoln & Guba, 1985). The
Gioia Methodology addresses this requirement through its structural insistence that
the 1st-Order Analysis be conducted using exclusively the informants' own words
and phrases, thereby preserving the primacy of participant voice and minimizing the
risk of premature theoretical imposition at the initial stage of analysis (Gioia et al.,
2013). The researcher's theoretical knowledge and interpretive frameworks are
deliberately held in abeyance during the 1st-Order stage and are introduced only in
the 2nd-Order Analysis, where their function is to provide theoretically resonant
labels for patterns already identified in the data rather than to predetermine the nature
of those patterns.
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In this study, the researcher maintains awareness that prior familiarity with the
marketing and digital advertising literature, as well as with the Vietnamese social
media environment, may introduce certain interpretive orientations that could
influence the analytical process. To mitigate this risk, a formal reflexivity journal is
maintained throughout the data collection and analysis phases, documenting
evolving interpretive assumptions, significant analytical decisions, and moments of
theoretical insight or uncertainty. This journaling practice fulfills a dual function: it
constitutes a methodological safeguard against confirmation bias, and it generates a
written record that contributes to the audit trail required by the Gioia Methodology's
standards of analytical transparency (Magnani & Gioia, 2023). In addition, a peer
debriefing process is conducted at key analytical stages, whereby an independent
colleague with qualitative research expertise reviews a representative sample of 1st-
Order coding decisions to assess whether the concepts derived are genuinely
reflective of the informants' language rather than the researcher's theoretical
predispositions.

3.2.2. Data Collection

Rationale for In-Depth Interviews as the Primary Data Collection Instrument

In alignment with the epistemological requirements of the Gioia Methodology and
the interpretivist orientation of this qualitative strand, semi-structured in-depth
interviews are adopted as the primary instrument of data collection. The selection of
in-depth interviews as the principal data source is not incidental but is directly
prescribed by the theoretical commitments of the Gioia Methodology itself. As Gioia
et al. (2013) explicitly state, the preferred data source in their approach consists of
"interviews or ethnographic studies to obtain both retrospective and real-time
accounts from people experiencing the phenomenon of theoretical interest" (p. 17).
In-depth interviews are uniquely positioned to fulfill this requirement because they
generate rich, first-person, narrative-quality accounts that allow informants to
articulate their experiences, motivations, and interpretations in their own words and
with their own conceptual vocabulary, thereby producing precisely the kind of
informant-centric data from which Ist-Order Concepts in the Gioia analytical
process are derived (Gioia et al., 2013; Magnani & Gioia, 2023).

The semi-structured format is specifically chosen over both fully structured and fully
unstructured interviewing on methodological grounds that are directly relevant to
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the Gioia Methodology. A fully structured interview, with its fixed sequence of
closed or narrowly defined questions, would impose the researcher's theoretical
frameworks prematurely, constraining informant expression and preventing the
emergence of unanticipated concepts that lie at the heart of inductive qualitative
inquiry. Conversely, a fully unstructured or narrative interview, while offering
maximum freedom to the informant, would generate data that are too dispersed and
contextually variable to permit the systematic cross-case comparison that is a
procedural requirement of the Gioia Methodology's 1st-Order Analysis (Gioia et al.,
2013). The semi-structured format strikes the productive methodological balance
between thematic consistency across interviews and the conversational flexibility
needed for informants to elaborate their experiences in their own terms (Kvale &
Brinkmann, 2009). As Merriam and Tisdell (2016) observe, semi-structured
interviews are most appropriate when the researcher "wants to know specific
information which can then be compared and contrasted with information gained in
other interviews" (p. 111), yet simultaneously wishes to remain genuinely open to
the unexpected dimensions of participant experience.

In the context of this study, semi-structured in-depth interviews serve the specific
purpose of generating dense, first-person accounts of Vietnamese consumers'
subjective experiences with product placement in short-form video platforms,
including TikTok, Instagram Reels, and YouTube Shorts. These accounts serve as
the empirical foundation from which the three-stage Gioia analytical process,
outlined in Section 3.6, proceeds. Each interview is designed to elicit the informant's
own interpretive framings of the phenomena of interest, including their evaluations
of content quality, assessments of influencer credibility, responses to social and peer
influence, the role of brand familiarity, and their subjective construction of brand
image, without at any stage introducing the theoretical constructs of the Information
Adoption Model or Social Influence Theory as explicit framing devices. This
commitment to theoretical restraint at the data collection stage is central to the Gioia
Methodology's capacity to generate genuinely new and empirically defensible
conceptual insights (Gioia et al., 2013).

Interview Guide Development

The development of the interview guide is a carefully deliberated process that
reflects both the substantive scope of this study and the analytical imperatives of the
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Gioia Methodology. In accordance with the methodology's foundational principle
that researchers must "make extraordinary efforts to give voice to the informants in
the early stages of data gathering" (Gioia et al., 2013, p. 17), the interview guide is
designed to open and maintain broad experiential spaces within which informants
can narrate their own meanings rather than respond to investigator-imposed
categories. Consistent with established best practice in qualitative data collection,
the guide contains no more than 12 to 15 main open-ended questions, supplemented
by a set of probing prompts to facilitate elaboration where informants' initial
responses require greater depth or clarity (Boyce & Neale, 2006; Kvale &
Brinkmann, 2009).

The guide is organized into three sequential phases. The opening phase is devoted to
rapport establishment and contextual orientation, during which the interviewer
introduces the study purpose, confirms informed consent, and invites the informant
to speak freely about their general digital media habits without any reference to
product placement or brand perception. The main exploration phase constitutes the
substantive core of the interview and encompasses six thematic domains, each of
which is approached through open-ended primary questions followed by non-
directive probing prompts. The reflective closing phase invites the informant to add
any additional thoughts, to reflect on the overall phenomenon in their own words,
and to raise any dimensions of experience that the preceding questions may not have
addressed. The three-phase structure ensures that informants move progressively
from surface-level descriptive accounts toward deeper, reflective interpretations of
their experience, thereby producing the layered narrative richness that is most
productive for 1st-Order concept identification in the Gioia analytical process (Gioia
et al., 2013; Kvale & Brinkmann, 2009).

The complete interview guide, as designed for this study, is presented in Table
2 below.
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Table 2: Semi-Structured In-Depth Interview Guide for Gioia Methodology Data

Collection

Phase

Opening
Phase

Main
Exploration
Phase

Thematic
Domain

Rapport and
Context
Building

1. General
Short Video
Engagement

2. Awareness
and
Experience
of  Product
Placement

Primary
Interview
Question

"To begin, could
you tell me a little
about yourself and

how you typically

spend time on
social media during
a typical day?"

"Can you describe
the kinds of short
videos that you find
yourself watching
most often and
what draws you to

them?"

"Have you ever
noticed a brand or
product being
featured or
promoted within a
short video? Could
you walk me
through what that
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Probing Prompts

"Which platforms
do you use most
often?" /
"Approximately

how much time
would you say you

spend on short
video platforms
each day?"

"What makes
certain videos more
engaging or
enjoyable than

others for you?" /
"Have your viewing
habits changed over
time? In what way?"

"How did you first
realize that a brand
was being placed in
the video?" / "What
was your immediate
reaction when you
noticed it?" / "Can



Phase Them‘fltic
Domain

3. Evaluation
of Content
Quality and
Influencer
Credibility

4. Social and
Peer
Influence

Primary
Interview
Question

experience was
like?"

"What is it about a
short video that
makes you feel a
product
recommendation is
genuine rather than
purely
commercial?"

"In what ways, if
any, do the
reactions of others,
such as friends,
followers, or
comment sections,
affect how you feel
about a brand you
encounter in a short

video?"
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Probing Prompts

you give me a
specific example?"

"What makes you
trust or distrust an
influencer when
they talk about a
product?" / "Does it
matter to you
whether the product
fits naturally with
what the influencer
usually shares?

Why?"

"Has seeing other
people
positively or

respond

negatively to a
brand in a video
ever changed your
own view of it?" /
"To what extent do
you think your
peers'
shape

opinions

your
impression of a
brand you see
online?"



Thematic

Ph
ase Domain

5. Role of
Brand
Familiarity

6. Brand
Image
Perception
and Change

Primary
Interview
Question

"How does your
prior knowledge or
previous

experience with a
brand affect the
way you respond
when you see it
featured in a short

video?"

"After watching a
short video that
features a brand,
how would you
describe any
change, or lack of
change, in the way
you think or feel
about that brand?"
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Probing Prompts

"Can you describe a
time when you saw

brand
versus an unfamiliar

a familiar

brand placed in a

video? How did
your reactions
differ?" / "Does

already knowing a
brand make you
more or less
receptive  to its
placement in a
video?"

"What specific
elements of a short
video tend to leave a
lasting impression
of a brand in your
mind?" / "Can you
recall a time when
short
genuinely

watching a
video
changed how you
perceived a brand?
What happened?"



Primary

Thematic
Phase ] Interview Probing Prompts
Domain .
Question
"Reflecting on "[s there anything
everything we have  about this
discussed, how  experience that we
would ou  have not yet talked
Reflective Summary : g Y
] summarize  what  about that you feel
Closing and matters most to you  1s important?" / "Is
Phase Addendum 4 P '

when you  there anything you
encounter a brand = would like to add or
in a short-form  clarify from what
video?" you shared earlier?"

Note. All questions are designed to elicit informant-language responses consistent
with the 1st-Order analytical requirements of the Gioia Methodology (Gioia et al.,
2013). Questions deliberately avoid introducing theoretical constructs from the
Information Adoption Model or Social Influence Theory.

Pilot Testing and Interview Guide Refinement

Prior to the commencement of formal data collection, the interview guide is
subjected to a pilot testing phase with two to three participants who share the
demographic and experiential profile of the intended study participants but are not
included in the final analytical sample. The purpose of pilot testing is to evaluate the
clarity, comprehensibility, and thematic flow of interview questions; to identify
questions that may inadvertently lead informants toward particular theoretical
framings; to assess the adequacy of the guide's coverage of the phenomenon of
interest; and to calibrate the expected duration of each interview (Tate et al., 2023;
Boyce & Neale, 2006). Pilot interviews are conducted under conditions identical to
those planned for the main data collection phase, including audio recording, verbal
informed consent, and the use of probing prompts. Feedback from pilot participants
is incorporated into a revised version of the interview guide through a process of
systematic reflection on the transcripts of the pilot sessions. Any questions found to
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be ambiguous, leading, or insufficiently open-ended are reworded or replaced before
formal data collection begins.

Interview Procedure and Conduct

Formal data collection interviews are conducted according to a standardized
procedural protocol that ensures consistency of implementation across all
participants while preserving the conversational flexibility characteristic of semi-
structured interviewing. Each interview is conducted individually, either face-to-
faceat a mutually agreed upon location within Vietham or via video
conferencing platforms, specifically Zoom or Microsoft Teams, in cases where
geographical or scheduling constraints make in-person meeting impractical. The
choice between in-person and online modalities is made in consultation with each
participant to ensure their comfort and to maximize the quality and naturalness of
their verbal expression (Lobe et al., 2020). Prior research has demonstrated that
video-mediated interviews produce data of comparable quality to face-to-face
interviews, provided that the interviewer employs active listening techniques and
attends carefully to non-verbal communicative cues (Lobe et al., 2020).

Each interview is conducted in Vietnamese, the participants' mother tongue, in order
to ensure the authenticity, fluency, and spontaneity of informant expression. This
linguistic choice is of particular methodological significance in the context of the
Gioia Methodology, where the analytical value of 1st-Order Concepts depends
directly on the researcher's capacity to capture the genuine conceptual vocabulary
that informants use to make sense of their experiences. Requiring participants to
express themselves in a second language would compromise the naturalness and
richness of that vocabulary and introduce an unnecessary layer of interpretive
distortion (Squires, 2009). The interview guide is therefore developed and
administered in Vietnamese, and transcripts are subsequently translated into English
for the purposes of NVivo coding and analysis, with the original Vietnamese
preserved alongside the English translation to maintain fidelity to the informants'
linguistic register.

Each interview session is expected to last between 45 and 75 minutes, a duration
sufficient to generate the depth of narrative required for productive 1st-Order
concept development while remaining within the bounds of participant attention and
comfort (Kvale & Brinkmann, 2009). The interviewer adopts a posture of active,
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non-directive listening, employing probing prompts to encourage elaboration
without guiding the direction of informant responses. Consistent with the Gioia
Methodology's commitment to informant voice, the interviewer refrains from
introducing theoretical terms, academic constructs, or leading interpretive framings
at any point during the interview. The role of the interviewer is, as Gioia et al. (2013)
characterize it, that of a "glorified reporter" during the data collection phase, whose
primary obligation is to create the conditions under which informants can articulate
their own understandings as fully and freely as possible.

Data Recording, Transcription, and Management

All interview sessions are audio-recorded with the explicit, written informed consent
of each participant. Audio recording is supplemented by the interviewer's concurrent
field notes, which capture non-verbal observations, significant pauses, emotional
tone, and any contextual details that may not be audible in the recording alone.
Immediately following each interview, the interviewer compiles a brief post-
interview summary memorandum documenting initial impressions, emergent
concepts, and preliminary reflections relevant to the developing analytical
framework. These post-interview memos serve an important function within the
Gioia analytical process, as they constitute an early stage of the iterative reflective
practice through which 1st-Order concepts begin to crystallize between data
collection sessions (Gioia et al., 2013; Magnani & Gioia, 2023).

Audio recordings are transcribed verbatim within 48 hours of each interview,
capturing the complete spoken content of both the interviewer's questions and the
informant's responses, including false starts, repetitions, and emphatic expressions
that may carry analytical significance. Transcription is initially completed in
Vietnamese, preserving the informants' original linguistic expression. Each
Vietnamese transcript is subsequently translated into English by a bilingual research
assistant with a background in social science research, and the quality of translation
is verified through a back-translation procedure in which a second bilingual reviewer
independently re-translates the English version into Vietnamese and compares it
with the original (Brislin, 1970). Discrepancies between the original and back-
translated Vietnamese are resolved through discussion between the two bilingual
reviewers. All transcripts are fully anonymized prior to analysis, with participants
assigned alphanumeric identifiers in the format P01, P02, P03, and so forth.
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Completed and anonymized transcripts are imported into NVivo (Version 14) for
systematic management and analysis as described in Section 3.6.

Iterative Data Collection and Theoretical Saturation

In alignment with the epistemological and procedural commitments of the Gioia
Methodology, data collection in this study is conducted as an iterative process rather
than a fixed, predetermined procedure in which all interviews are conducted before
analysis begins (Gioia et al., 2013). After each set of three to five interviews, a
preliminary round of 1st-Order coding is conducted in NVivo to assess the
conceptual yield of the data collected so far and to identify any thematic areas that
appear to be underrepresented or analytically underdeveloped. This iterative
alternation between data collection and preliminary analysis enables the researcher
to make informed decisions about the direction and emphasis of subsequent
interviews, a process analogous to what Gioia and colleagues describe as the
constant comparison of data across informants and time points (Gioia et al., 2013).

Data collection is concluded when the criterion of theoretical saturation is reached,
defined as the point at which additional interviews cease to yield new 1st-Order
Concepts and existing concepts are merely confirmed or refined rather than extended
by incoming data (Gioia et al., 2013). As the Sustainability Methods Institute (n.d.)
notes in its documentation of the Gioia Methodology, a corpus of approximately 10
interviews can typically generate between 50 and 100 distinct 1st-Order Concepts,
and theoretical saturation for a focused research phenomenon of the type examined
in this study 1s commonly achieved within a sample range of 20 to 30 interviews. A
target sample of this size is therefore planned for this study, as detailed in Section
3.5, though the precise endpoint of data collection is determined empirically by the
attainment of saturation rather than by the pre-specification of a fixed sample size.

3.2.3. Sampling Strategy

Overview of the Sampling Philosophy

The sampling strategy adopted in this study is premised on a fundamental
epistemological distinction between qualitative and quantitative approaches to
participant selection. Whereas quantitative research employs probability sampling
to achieve statistical representativeness of a defined population, qualitative research
demands a fundamentally different logic, one oriented toward the identification and
selection of information-rich cases capable of yielding the deepest possible insight
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into the phenomenon of interest (Patton, 2015). As Patton (2015) argues, the logic
and power of purposeful sampling lies in selecting cases that will "illuminate the
questions under study" (p. 264), rather than in producing a sample whose
characteristics mirror the proportional composition of a larger population. This
epistemological orientation is entirely consistent with the Gioia Methodology's
foundational assumption that participants are knowledgeable agents whose first-
person articulations of their experiences constitute the primary source of theoretical
insight, and whose selection should therefore be guided by the quality and relevance
of the experience they bring to the inquiry rather than by any principle of statistical
generalizability (Gioia et al., 2013; Lincoln & Guba, 1985).

Accordingly, this study adopts a purposive sampling approach as its primary
sampling strategy, complemented by maximum variation (heterogeneous) sampling
to ensure that the participant pool encompasses a sufficiently diverse range of
experiential perspectives, demographic characteristics, and platform usage
behaviors. This combination of sampling strategies reflects the recommendation of
Bouncken et al. (2025), who argue that purposeful sampling in management and
consumer research should simultaneously target information richness and
experiential diversity in order to generate both depth and breadth of conceptual
insight. The recruitment procedure is further supported by snowball
sampling techniques to facilitate access to participants who meet the eligibility
criteria but may not be readily accessible through conventional recruitment channels,
a strategy documented as particularly effective for reaching digitally embedded,
platform-specific populations such as active short-form video users (Dosek, 2021).

Purposive Sampling as the Primary Strategy

Purposive sampling, also referred to as purposeful sampling in the methodological
literature, is defined as the deliberate selection of participants based on predefined
characteristics that are specifically relevant to the research question and analytical
objectives of the study (Patton, 2015; Merriam & Tisdell, 2016). It is the most widely
employed sampling strategy in qualitative inquiry because it ensures that every
individual who participates in the study possesses the experiential depth and
contextual relevance necessary to contribute meaningfully to the analytical process
(Palinkas et al., 2015). In the context of the Gioia Methodology, purposive selection
is of critical importance because the quality and conceptual yield of the 1st-Order
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Analysis depends directly on whether informants have genuinely and substantively
experienced the phenomenon under investigation. An informant who has had only
superficial or infrequent exposure to product placement in short-form video content
would be unlikely to generate the layered, nuanced narrative accounts from which
conceptually productive 1st-Order Concepts are derived (Gioia et al., 2013).

The purposive selection in this study is operationalized through a set of
explicit participant eligibility criteria, detailed in Section 3.5.3 below, that together
define the profile of an information-rich informant for the purposes of this inquiry.
These criteria are developed with direct reference to the research context, namely
the Vietnamese short-form video advertising landscape, and to the specific variables
and constructs that constitute the theoretical framework of this thesis, including
product placement exposure, perceived usefulness, social media influence, brand
familiarity, and brand image formation.

Participant Eligibility Criteria

The eligibility criteria for participation in this study are established on the basis of
both conceptual and contextual considerations. Conceptually, the criteria are derived
from the Gioia Methodology's requirement that informants be demonstrably
"knowledgeable agents" in relation to the phenomenon of interest (Gioia et al., 2013,
p. 16), meaning that they must have accumulated sufficient experience with short-
form video product placement to be capable of articulating their cognitive,
emotional, and social responses with the degree of reflective specificity required for
productive qualitative analysis. Contextually, the criteria are anchored in the
documented demographics of short-form video consumption in Vietnam,
particularly with respect to the TikTok platform, which as of early 2025 had reached
40.9 million users aged 18 and above in Vietnam, representing 55.6 percent of the
entire adult population (DataReportal, 2025).

The full set of eligibility criteria, together with the empirical or theoretical
justification for each criterion, is presented in Table 3 below.
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Table 3: Participant Eligibility Criteria and Justification

Criterion

Platform
Usage
Frequency

Specification

18 to 35 years of age

Active user of at least
one short-form video
platform (TikTok,
Instagram Reels, or
YouTube Shorts) with a
self-reported usage
frequency of a
minimum of three times
per week in the three
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Justification

This age range encompasses
both Generation Z (18 to 24)
and younger Millennials (25 to
35), who together constitute the
primary demographic of short-
form video consumers in
Vietnam. Generation Z
represents approximately 62
percent of TikTok's user base in
Vietnam (House of Marketers,
2024), while the 25 to 34 age
cohort constitutes 14.4 percent
of Vietnam's total population
(DataReportal, 2025).
Restricting the sample to this
age range ensures that
informants possess extensive,
naturalistic experience with
short-form video platforms.

Regular  engagement  with
short-form video platforms is a
prerequisite for meaningful
exposure to product placement
content. Three sessions per
week represents a threshold of
engagement sufficient to have
generated recurrent, reflective
product
placement practices, consistent

awareness of



Criterion

Product
Placement
Exposure

Nationality
and
Residency

Specification

months preceding the
interview

Self-reported conscious
exposure to at least one
product placement
video on a short-form
video platform within
the  three = months
preceding the interview

Vietnamese nationality
and current residency in
Vietnam
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Justification

with the experiential depth
required by the Gioia
Methodology (Gioia et al.,
2013).

Direct and remembered

experience of product
placement is the
phenomenological

precondition for the kind of
first-person, interpretively rich
account that the Gioia Ist-
Order  Analysis  requires.
Without  this  experience,
informants would be
speculating rather than
narrating, compromising the
empirical grounding of the data
(Gioia et al., 2013; Merriam &
Tisdell, 2016).

The study is  explicitly
contextualized within
Vietnam's digital advertising
ecosystem. Cultural, linguistic,
and platform usage specificities
of the Vietnamese context are
integral to the phenomenon
being examined and require
participants who are embedded
in that context (Squires, 2009).



Criterion Specification Justification

Participants with professional
marketing backgrounds may
apply industry-specific
analytical frameworks to their
No current or prior  accounts of product placement

professional experience, introducing expert
Occupational employment in  rationalization that would
Background marketing, advertising, = compromise the naturalistic,

brand management, or = consumer-perspective focus of

public relations the inquiry. The study seeks to
capture the experience of
ordinary consumers rather than
industry-informed practitioners
(Merriam & Tisdell, 2016).

Maximum Variation Sampling for Analytical Diversity

While the eligibility criteria in Section 3.5.3 define the minimum qualifications for
participation, the Gioia Methodology requires that data collection generate
conceptually diverse accounts capable of revealing both commonalities and
divergences across informants, a requirement that necessitates deliberate attention
to variation within the purposively selected sample (Gioia et al., 2013; Patton, 2015).
Maximum variation sampling, defined as the intentional selection of participants
who vary widely across dimensions relevant to the research question, is therefore

employed as a complementary strategy within the purposive sampling framework
(Patton, 2015; Palinkas et al., 2015).

As Patton (2015) explains, the methodological logic of maximum variation sampling
is that any patterns identified across a heterogeneous sample are likely to reflect
genuine shared phenomena rather than artifacts of a homogeneous group, while the
diversity within the sample also generates a rich array of different perspectives that
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enriches the 1st-Order analytical process. In the present study, maximum variation
is pursued across the six dimensions detailed in Table 4 below.

Table 4: Maximum Variation Dimensions for Participant Selection

Variation Sub-Categories )
. . Rationale
Dimension Targeted

Gender may shape both the types
of product placement content
encountered and the nature of
Male and female  social influence processes in

Gender participants in  short-form video environments.
approximately equal = Ensuring  gender  diversity
proportions prevents the analytical

framework from reflecting a
gender-specific experiential
bias.
These two generational cohorts
exhibit meaningfully different
patterns of platform engagement,
Generation Z (18 to 24 brand o familiarity? an.d
susceptibility to social media

Age years) and younger @ .

Subgroup Millennials (25 to 35 influence (House of Marketers,
years) 2024; DataReportal, 2025).

Variation across age subgroups
ensures that emerging concepts
are not confined to a single
generational perspective.

Geographic Urban centers (Hanoi A.s ofeal'rly 2025’40'5 per.cent (.)f

Location and Ho Chi Minh City) Vietnam's population resided in

urban centers, while 59.5 percent
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Variation
Dimension

Primary
Short-Form
Video
Platform

Self-
Reported
Brand
Familiarity
Level

Self-
Reported

Sub-Categories
Targeted

and non-urban
provincial locations

TikTok, Instagram
Reels, and YouTube
Shorts users

Participants who
describe themselves as
highly familiar with the
brands they encounter
in short-form videos,
and those who report
low familiarity

Participants who have
and have not made a
purchase or sought
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Rationale

resided in rural areas
(DataReportal, 2025). Digital
platform access, content
consumption patterns, and brand
familiarity levels may differ
meaningfully between urban and

non-urban consumers.

Each platform features distinct
interface  designs, algorithm
logics, content formats, and
influencer ecosystems. Variation
in platform preference ensures
that emergent concepts are not
artifacts of a single platform's
design affordances.

Brand familiarity is one of the
central moderating variables in
the thesis's theoretical
framework. Ensuring variation
in this dimension across the

sample enables richer
exploration of how familiarity
shapes the brand image

formation process.

Variation in behavioral response
provides a basis for exploring the
full range of advertising



Variation Sub-Categories

Dimension Targeted Rationale
Behavioral further information  adoption experiences, from high
Response following exposure to  engagement to minimal
short-form video  response, generating a more
product placement complete  and  analytically
productive conceptual

landscape.

Participant Recruitment Procedure

Participant recruitment is conducted in two sequential phases. In the initial phase, a
purposive recruitment approach is employed, whereby potential participants who
meet the eligibility criteria in Table 4 are identified through three primary channels.
The first channel is university and college networks in Hanoi and Ho Chi Minh City,
which provide access to Generation Z and younger Millennial populations with
established patterns of short-form video consumption. The second channel is
targeted posting in Vietnamese social media communities and discussion groups on
Facebook and TikTok that are dedicated to consumer reviews, digital content, and
lifestyle topics, providing access to a broader and geographically diverse pool of
potential participants. The third channel is outreach through personal and
professional contacts of the research team, who are invited to refer individuals who
meet the eligibility criteria.

In the second phase, a snowball sampling strategy is employed to supplement the
initial purposive recruitment by inviting interviewed participants to refer other
individuals within their social networks who they believe would meet the eligibility
criteria and be willing to participate (Dosek, 2021; Sadler et al., 2010). Snowball
sampling is particularly appropriate in this research context because active short-
form video users with conscious experience of product placement are not organized
into formal registries or accessible institutional lists, making them a partially "hard-
to-reach" population for formal recruitment purposes (Sadler et al., 2010). The
integration of snowball sampling alongside purposive recruitment also naturally

87



reflects the social network dynamics that are themselves central to the phenomenon
under investigation, namely the role of peer networks and social influence in
mediating consumer responses to short-form video advertising.

All potential participants are pre-screened against the eligibility criteria in Table 4
through a brief written screening questionnaire administered prior to interview
scheduling. Only individuals who satisfy all five eligibility criteria are invited to
participate. Recruitment continues until the theoretical saturation criterion described
in Section 3.5.6 is reached.

Sample Size Determination and Theoretical Saturation

The question of appropriate sample size in qualitative research cannot be resolved
through the application of predetermined numerical thresholds, as is customary in
quantitative inquiry. Rather, the adequacy of a qualitative sample is determined by
the criterion of theoretical saturation, defined as the analytical state in which
additional interviews cease to generate new 1st-Order Concepts and instead produce
only confirmatory evidence of concepts already identified in the emerging data
structure (Gioia et al., 2013; Patton, 2015). This principle is directly articulated in
the Gioia Methodology, where data collection is understood as an iterative process
that continues until the researcher can confirm that no meaningful conceptual
novelty is being added by incoming data (Gioia et al., 2013).

With respect to quantitative guidance, Gioia et al. (2013) note that approximately 10
interviews can typically yield between 50 and 100 distinct 1st-Order Concepts, a
figure that provides a useful benchmark for understanding the conceptual
productivity of each interview within the Gioia analytical process. Complementary
evidence from the broader qualitative methods literature suggests that empirical code
saturation, defined as the point at which no new codes are generated by additional
data, is achievable within samples of 9 to 17 interviews for focused, well-defined
research phenomena (Hennink et al., 2022; Bouncken et al., 2025). However, the
present study addresses a phenomenon of considerable conceptual breadth and
multidimensionality, encompassing at minimum six distinct thematic domains as
reflected in the interview guide (Table 3.1), including platform engagement, product
placement experience, content and influencer evaluation, social influence, brand
familiarity, and brand image formation. For phenomena of this complexity, a larger
sample is warranted to ensure that all analytically significant dimensions of
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consumer experience are adequately represented in the Ist-Order conceptual
inventory before saturation can be confidently declared (Patton, 2015; Merriam &
Tisdell, 2016).

On the basis of these considerations, this study targets an initial sample of 20 to 25
participants, with a planned upper limit of 30 participants in the event that saturation
has not been achieved by the time the 25th interview has been completed and
analyzed. This range is consistent with the sampling norms observed in published
studies employing the Gioia Methodology across management, marketing, and
consumer research contexts. Table 5 below summarizes the sample size benchmarks
from relevant methodological sources that inform this determination.

Table 5: Sample Size Benchmarks and Saturation Criteria in Qualitative Research
Relevant to the Gioia Methodology

Recommended .
Research Saturation
Source or Observed L.
Context . Criterion
Sample Size
No new Ist-
. Approximatel Order
. Organizational PP Y
Gioia et al . . 20 to 25 Concepts
identity and . . :
(2013) : interviews  per  emerging from
strategic change .
study additional
Interviews
D .. 10 interviews  Theoretical
Sustainability Gioia , _
yield 50 to 100  saturation upon
Methods Methodology
. .. 1st-Order conceptual
Institute (n.d.) application
Concepts redundancy

Hennink et al.

(2022)

Broad qualitative
health and social
science research
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9 to 17
interviews for
code saturation

Empirical code
saturation



Recommended .
Research Saturation
Source or Observed L.
Context . Criterion
Sample Size

Management and

Bouncken et  entrepreneurship 9 to 17  Conceptual
al. (2025) qualitative interviews saturation
research
Theoretical
Consumer i
. 20 to 25 saturation per
behavior and | : .
Present Study : interviews Gioia
brand image,

(upper limit 30) methodology

Vietnam ..
criteria

Note. The target range of 20 to 25 participants in this study reflects both the breadth
of the thematic domains addressed and the multidimensional conceptual structure of
the phenomenon of interest, which exceeds the scope of studies for which saturation
has been documented at smaller sample sizes.

The final sample size is therefore not fixed in advance but is
determined empirically through the iterative data collection process described in
Section 3.4.6. After each set of three to five interviews, a preliminary round of 1st-
Order coding is conducted in NVivo to monitor the rate at which new concepts are
emerging. When three consecutive rounds of preliminary coding yield no new 1st-
Order Concepts across any of the six thematic domains, theoretical saturation is
declared and data collection is concluded. This empirically grounded approach to
sample closure is fully consistent with the Gioia Methodology's iterative, data-
responsive logic and ensures that the final sample is both analytically sufficient and
methodologically defensible (Gioia et al., 2013; Magnani & Gioia, 2023).

3.2.4. Data Analysis: The Gioia Methodology with NVivo 14

Overview of the Analytical Approach

Data analysis constitutes the intellectual core of any qualitative inquiry, and the
credibility of the findings depends, above all, on the transparency and systematicity
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with which raw data are transformed into theoretical insight. This study employs the
Gioia Methodology as the overarching framework for organizing and interpreting
the qualitative data generated through semi-structured in-depth interviews (Gioia et
al., 2013). The Gioia Methodology provides a systematic, three-phase inductive
process through which participants' own words are progressively abstracted into
theoretically meaningful constructs, thereby preserving the voices of informants
while simultaneously producing findings that transcend the immediate empirical
context. The analytical process is operationalized using NVivo 14 (QSR
International), a Computer-Assisted Qualitative Data Analysis Software (CAQDAS)
platform that facilitates the management, coding, retrieval, and visualization of large
volumes of qualitative data (Bazeley & Jackson, 2013; Zamawe, 2015).

The decision to pair the Gioia Methodology with NVivo 14 is deliberate and
methodologically coherent. As Bazeley and Jackson (2013) argued, CAQDAS
platforms do not replace the analytical judgment of the researcher; rather, they
augment the researcher's capacity to manage data systematically, maintain a
transparent audit trail, and visualize emergent patterns across cases. When used in
tandem with the Gioia Methodology, NVivo 14 provides the structural scaffolding
within which the three analytical phases, namely first-order analysis, second-order
analysis, and the construction of aggregate dimensions, can be executed with rigor
and documented with precision (Magnani & Gioia, 2023). This is especially
important in the present study, where the phenomena under investigation, namely
consumer interpretation of product placement in short-form videos and the
consequent formation of brand image, are inherently subjective and contextually
embedded, rendering them ill-suited to purely deductive analysis (Creswell & Poth,
2018).

The analysis proceeds iteratively and in three principal stages. During the first stage,
all transcripts are coded using informants' own language to generate first-order
concepts. During the second stage, these concepts are grouped into theoretically
labeled second-order themes through abductive reasoning and constant comparison.
During the third stage, the second-order themes are synthesized into three to five
aggregate dimensions that constitute the superordinate analytical framework. The
culmination of this process is a data structure diagram, a horizontal tree diagram that
provides a graphic account of the pathway from raw participant language to high-
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level theoretical categories, serving both as an analytical tool and as a credibility
device for readers (Corley & Gioia, 2004; Gioia et al., 2013).

Phase One: First-Order Analysis and In-Vivo Coding in NVivo 14

The first-order analysis begins immediately after the verbatim transcripts have been
imported into NVivo 14 as individual source files. Each transcript is assigned a
participant identifier (e.g., PO1, P02, PO3) and is accompanied by an attribute record
that documents relevant demographic and contextual information, including age
group, gender, geographic location, primary platform, and behavioral response to
product-placement content. As Bazeley and Jackson (2013) noted, linking attributes
to source documents in NVivo enables the researcher to conduct subsequent cross-
case comparisons and matrix-coding queries that illuminate how concepts vary
across participant subgroups.

The coding procedure at this stage follows the in-vivo coding convention advocated
by Gioia et al. (2013), wherein text segments are coded using the informants' exact
words or phrases rather than researcher-imposed labels. This approach
operationalizes the Gioia Methodology's foundational assumption that participants
are knowledgeable agents whose own conceptual vocabulary deserves prominence
in the early stages of analysis (Gioia et al., 2013, p. 16). Within NVivo 14, the "Code
In Vivo" function is used to automatically create a new free node from the
highlighted text passage, preserving the participant's original expression as the node
label. For example, a participant's statement that "I feel like the person actually uses
the product and it makes me want to trust it more" would generate a first-order
concept labeled accordingly, retaining the participant's communicative logic rather
than prematurely substituting a theoretical term such as "source credibility."

During this phase, the researcher reads through each transcript multiple times,
highlighting and coding text segments that relate to the study's domain of interest,
including content quality, influencer attributes, peer and social influence, brand
knowledge, advertising recognition, and brand impression formation. This process
is not linear; the researcher frequently returns to earlier transcripts to re-examine
previously coded segments in light of concepts that emerged later, thereby enacting
the constant comparison procedure recommended by Gioia et al. (2013). NVivo 14's
"Compare Coding" and "Word Frequency Query" functions support this iterative re-
examination by allowing the researcher to identify recurring expressions and
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evaluate whether particular passages have been consistently assigned to the most
appropriate nodes.

It is anticipated that the full corpus of 20 to 25 transcripts will yield between 60 and
120 first-order concepts, consistent with Gioia et al.'s (2013) observation that
approximately 10 interviews produce 50 to 100 first-order concepts. This range is
also consistent with similar studies employing the Gioia Methodology in the domain
of consumer and brand research, where the sheer lexical diversity of participants'
descriptions of brand encounters typically generates a relatively large pool of initial
concepts (Magnani & Gioia, 2023). All first-order concepts are stored as free nodes
within NVivo 14 at this stage, organized alphabetically within the Free Nodes folder
to facilitate subsequent grouping and review.

Throughout the first-order analysis, the researcher maintains an ongoing analytical
memo in NVivo 14 for each transcript, recording initial interpretive observations,
conceptual linkages, and any emerging analytical hunches. The Memo tool in NVivo
14 is particularly suited to this purpose because memos can be linked directly to
specific nodes or text passages using NodeLink and DocLink functions, thereby
preserving the precise evidential grounding for each interpretive note (Bazeley &
Jackson, 2013). These memos collectively constitute an analytical journal that
documents the evolution of the researcher's thinking across the entire coding process,
forming a key component of the dependability and confirmability audit trail (Lincoln
& Guba, 1985).

Phase Two: Second-Order Analysis and the Development of Theoretical Themes
Upon completion of the first-order coding across all transcripts, the analysis
transitions from the empirical domain of informant language to the theoretical
domain of researcher interpretation. This transition, which Gioia et al. (2013)
described as moving from a "Ist-order" to a "2nd-order" level of analysis, involves
grouping the first-order concepts into a smaller set of theoretically labeled themes
that describe and explain the observed phenomena in terms accessible to the broader
scholarly community. This phase is characterized by what Gioia et al. (2013) termed
abductive reasoning, in which the researcher draws simultaneously on the empirical
patterns in the data and on relevant theoretical frameworks to construct explanatory
labels for the emerging themes.
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Within NVivo 14, this grouping process is implemented by converting the Free
Nodes from the first-order analysis into a hierarchical node structure using the Parent
and Child Node architecture. Each proposed second-order theme is created as a
parent node, and the relevant first-order concepts are moved or nested beneath it as
child nodes. This structural transformation within NVivo 14 makes the analytical
reasoning visible and auditable: the parent node label reflects the researcher's
theoretical interpretation, while the child nodes preserve the informants' original
language on which that interpretation is based (Bazeley & Jackson, 2013). For
instance, multiple first-order concepts such as "I feel like the person actually uses
the product and trusts it," "the influencer seems genuinely interested," and "you can
tell when someone is just paid to say something versus when they actually believe
it" might be grouped beneath a second-order theme labeled "Perceived Authenticity
of Influencer Endorsement," a theoretical label that connects the informants'
experiential accounts to the study's broader concern with source credibility as a
determinant of advertising adoption.

The researcher consults the theoretical framework of the study, specifically the
Information Adoption Model and Social Influence Theory, during the second-order
analysis to ensure that the emerging themes are positioned within a coherent
theoretical context (Gioia et al., 2013). However, consistent with the epistemological
commitments of the Gioia Methodology, the researcher avoids imposing theoretical
labels prematurely or forcing the data into pre-existing conceptual categories. The
literature serves as a sensitizing resource rather than a deterministic framework: it
guides the researcher's attention toward potentially significant patterns while
preserving the possibility of discovering conceptual insights that extend or
complicate existing theory (Magnani & Gioia, 2023).

Constant comparison is continued throughout the second-order analysis. After each
grouping decision, the researcher reviews all the child nodes within the proposed
theme to verify internal coherence and examines whether any first-order concepts
have been miscategorized or whether new patterns of similarity and difference are
emerging across groups. NVivo 14's Coding Matrix Query function is especially
valuable at this stage because it enables the researcher to visualize how themes are
distributed across cases, revealing both areas of convergence, which indicate shared
consumer experiences, and areas of divergence, which signal heterogeneity in the
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ways that different participant subgroups interpret product placement and form
brand impressions (Bazeley & Jackson, 2013). Negative cases, that is, instances in
which a participant's account contradicts or qualifies the dominant pattern within a
theme, are specifically sought out and documented in the analytical memos, as they
provide important boundary conditions for the theoretical claims (Patton, 2015).

Data collection and second-order analysis proceed iteratively. Following every set
of three to five new interviews, the researcher reviews the accumulated second-order
themes in NVivo 14 and assesses whether the new data introduce any conceptual
content that cannot be accommodated within the existing thematic structure. When
no new second-order themes emerge from additional interviews, theoretical
saturation 1s considered to have been achieved (Gioia et al., 2013; Hennink & Kaiser,
2022). Saturation is operationalized in this study as three consecutive rounds of
NVivo 14 coding in which no new parent nodes are added and no substantial
redistribution of child nodes is required. The final set of second-order themes is
expected to number between 20 and 30, consistent with the parameters reported in
comparable applications of the Gioia Methodology (Gioia et al., 2013; Magnani &
Gioia, 2023).

Phase Three: Aggregate Dimensions and the Construction of the Data Structure

The third and final phase of the Gioia analytical process involves synthesizing the
second-order themes into a small number of overarching aggregate dimensions.
Gioia et al. (2013) described this phase as the construction of a "superordinate
framework" that organizes the emerging findings into three to five higher-order
categories, each of which captures a qualitatively distinct dimension of the
phenomenon under investigation. The aggregate dimensions are the most abstract
level of the data structure and represent the researcher's ultimate theoretical
contribution: they should describe the phenomenon in a manner that is conceptually
novel and not merely a restatement of existing theoretical categories (Gioia et al.,
2013; Corley & Gioia, 2004).

In NVivo 14, the aggregate dimensions are represented as a second level of parent
nodes positioned above the second-order theme nodes in the coding hierarchy. The
researcher constructs each aggregate dimension by identifying clusters of second-
order themes that share a common theoretical logic, even though they may differ in
their specific empirical content. For example, second-order themes such as
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"Perceived Authenticity of Influencer Endorsement," "Informational Value of
Product Placement Content," and "Cognitive Ease of Processing Short-Form Video"
might be synthesized into an aggregate dimension labeled "Relational Information
Processing in Short-Form Video Contexts," which captures the overarching process
by which consumers evaluate the epistemic value of placement content embedded in
influencer-mediated short videos. This aggregate dimension would then illuminate a
dimension of the theoretical framework that extends beyond the individual-level
variables of argument quality and source credibility stipulated in the Information
Adoption Model.

Given the specific domain of the present study, the anticipated aggregate dimensions
are expected to encompass the major experiential and cognitive processes through
which Vietnamese consumers interpret product placement in short-form videos and
arrive at a judgment about brand image. Based on the second-order themes generated
from the interview data, it is expected that the aggregate dimensions will address,
among other possible categories, the relational dynamics of credibility perception,
the social embeddedness of advertising adoption, the role of brand familiarity as a
cognitive anchor in brand evaluation, and the affective and identity-based
dimensions of brand image formation. These dimensions are likely to correspond, in
part, to the key constructs of the quantitative phase while also revealing qualitative
nuances, such as the cultural context of peer influence in Vietnam or the distinctive
affordances of TikTok's algorithmic content delivery, that are not fully captured by
the quantitative framework.

Development of the Data Structure Diagram and the Theoretical Model

The culmination of the three-phase analytical process is the construction of two
visual outputs that together constitute the presentational and theoretical deliverables
of the Gioia Methodology: the data structure diagram and the theoretical model
(Corley & Gioia, 2004; Gioia et al., 2013).

The data structure diagram is a horizontal tree diagram in which the first-order
concepts appear on the left, the second-order themes are displayed in the middle
column, and the aggregate dimensions are presented on the right. Lines connect each
first-order concept to its corresponding second-order theme and each second-order
theme to its corresponding aggregate dimension, thereby making fully transparent
the analytical pathway from raw participant language to high-level theoretical
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categories (Gioia et al., 2013). This diagram, which will be presented as a figure in
the findings chapter of this thesis, serves a dual function: it provides the reader with
a comprehensive and auditable account of the analytical process, and it constitutes
visual evidence of the rigor with which the researcher has grounded the theoretical
claims in the empirical data (Corley & Gioia, 2004). NVivo 14's Model tool and
Hierarchy Chart function are used to construct and refine this diagram within the
software environment before its final rendering for publication.

The theoretical model represents a further level of abstraction beyond the data
structure diagram. Whereas the data structure diagram presents a static, hierarchical
account of the analytical categories, the theoretical model depicts the dynamic
relationships among the aggregate dimensions, illustrating how the major constructs
that emerge from the data interact with and influence one another (Gioia et al., 2013).
In the context of the present study, the theoretical model is expected to map the
processual relationships through which the dimensions of credibility perception,
social influence on adoption, brand familiarity activation, and affective brand image
formation are sequentially or reciprocally connected in the consumer's experience of
short-form video product placement. This model will subsequently be used to inform
and refine the interpretation of the quantitative structural equation model in the next
phase of the exploratory sequential mixed-methods design (Creswell & Plano Clark,
2018).

Analytical Rigor within the NVivo 14 Environment

Throughout all three phases of the analysis, the researcher employs a set of
procedural safeguards specifically designed to enhance the rigor and credibility of
the analytical process. First, all coding decisions are documented in the NVivo 14
memo system, creating a comprehensive analytical record that can be reviewed by
an independent peer debriefer or, where feasible, shared with a subsample of
participants through member checking procedures (Lincoln & Guba, 1985). Second,
the NVivo 14 audit trail, which logs all coding activities, node modifications, and
query operations with date and time stamps, provides an external record of the
analytical sequence that fulfills the dependability criterion of qualitative rigor (Guba
& Lincoln, 1989). Third, the researcher maintains a reflexivity journal throughout
the analysis, recording potential sources of interpretive bias and conscious efforts to
foreground the informants' perspectives over the researcher's own preconceptions,
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consistent with the epistemological commitments of the Gioia Methodology (Gioia
et al., 2013). Table 6 presents a summary of the NVivo 14 functions employed at

each phase of the Gioia analysis.

Table 6: Summary of NVivo 14 Functions Applied in Each Phase of the Gioia

Analytical Process

Analytical
Phase

First-Order
Analysis

Second-Order
Analysis

Aggregate
Dimensions

Data Structure
and Model

NVivo 14 Function

Code
Nodes; Word Frequency
Query; Memo Tool

In-Vivo;  Free

Parent and Child Node
Hierarchy; Coding Matrix
Query; Compare Coding;
Negative Case Search

Higher-Order Node
Structure; Hierarchy
Chart; Analytical Memos

Model Tool; Hierarchy
Chart; Cases and
Attributes

Purpose

Generate and store informant-
centric  concepts;

terms;

identify
recurring document

analytical reasoning

Group first-order concepts
into theoretical themes; assess
cross-case distribution; verify
thematic coherence

Synthesize second-order

themes into superordinate

analytical categories

data
structure diagram and
theoretical model of dynamic

Construct horizontal

relationships

3.2.5. Trustworthiness and Rigor

Overview: Trustworthiness as the Qualitative Standard of Rigor

Establishing the quality and credibility of a qualitative inquiry requires a framework
of evaluation that is epistemologically coherent with the interpretivist paradigm from
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which such research proceeds. The conventional quantitative criteria of internal
validity, external validity, reliability, and objectivity are designed to assess the
precision of measurement and the replicability of experimental conditions, and
therefore cannot be straightforwardly transposed onto qualitative research without
distorting the ontological assumptions on which such research is premised (Lincoln
& Guba, 1985). In their seminal work on naturalistic inquiry, Lincoln and Guba
(1985) proposed an alternative and epistemologically congruent framework of
trustworthiness, organized around four parallel criteria: credibility, transferability,
dependability, and confirmability. These criteria have been broadly adopted across
disciplines as the primary standards for assessing the rigor of qualitative studies
(Johnson et al., 2020; Korstjens & Moser, 2018). More recent scholarship has
additionally recognized reflexivity as a fifth and indispensable dimension of
qualitative rigor, given the central role that the researcher's positionality plays in
shaping every stage of the interpretive process (Olmos-Vega et al., 2023; Tracy,
2010).

This section describes the specific strategies employed in the present study to
address each of these five dimensions of trustworthiness. The strategies are selected
to be congruent with the Gioia Methodology and the NVivo 14 analytical
environment described in the preceding section, and they are adapted to the specific
empirical context of the study, namely the investigation of Vietnamese consumers'
subjective interpretation of product placement in short-form videos and the
consequent formation of brand image. As Magnani and Gioia (2023) argued, the
Gioia Methodology is specifically designed to meet the high standards of rigor
demanded by top-tier academic journals precisely because it makes the analytical
pathway from raw data to theoretical conclusions fully transparent and verifiable,
and the trustworthiness strategies described below reinforce and operationalize that
transparency at every stage of the research process.

Credibility

Credibility is the qualitative analogue of internal validity and is concerned with the
extent to which the research findings accurately represent the meanings,
perspectives, and experiences of the study participants (Lincoln & Guba, 1985).
Credibility addresses the fundamental question of whether the findings are a
plausible and trustworthy account of the social reality that participants constructed
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and described in their interviews (Korstjens & Moser, 2018). In the present study,
credibility is established through four mutually reinforcing strategies: prolonged
engagement, triangulation, member checking, and the structural transparency of the
Gioia Methodology's data analysis process.

Prolonged engagement refers to sustained immersion in the research context
sufficient to build an adequate understanding of the phenomenon under investigation
and to minimize the risk of premature conceptual closure (Lincoln & Guba, 1985).
In the present study, prolonged engagement is operationalized through an iterative
data collection and analysis process in which the researcher conducts interviews
across multiple weeks, engages in repeated review of each transcript, and conducts
preliminary first-order coding after every set of three to five interviews before
proceeding to the next round of data collection. This iterative engagement, which is
structurally built into the Gioia Methodology through the constant comparison
procedure (Gioia et al., 2013), allows the researcher to become progressively more
familiar with the linguistic patterns, cultural references, and experiential nuances
that characterize Vietnamese consumers' engagement with short-form video content.

Triangulation is employed as a second strategy for establishing credibility.
Methodological triangulation is achieved by supplementing the primary data from
in-depth interviews with a systematic non-participant observation of a purposively
selected sample of 20 to 30 short-form product placement videos drawn from
TikTok, Instagram Reels, and YouTube Shorts. Field notes from the video
observation are imported into NVivo 14 as separate source documents and are coded
in parallel with the interview transcripts, enabling the researcher to cross-verify
whether the features of product placement content that participants describe in their
interviews are consistent with the observable characteristics of the actual content
they were exposed to (Johnson et al., 2020). Data triangulation across participant
accounts is further achieved through the constant comparison procedure in NVivo
14, in which the researcher systematically compares the first-order concepts
generated from each transcript with those from all preceding transcripts to identify
convergences and divergences in participants' interpretations.

Member checking constitutes the third and methodologically most direct credibility
strategy. Member checking, also described as respondent validation, involves
returning preliminary analytical findings to a subsample of study participants and
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inviting them to assess whether the researcher's interpretations accurately reflect
their intended meanings and experiences (Birt et al., 2016). In the present study,
member checking is conducted in two stages. In the first stage, individual interview
transcripts are sent electronically to the corresponding participants within one week
of the interview, and participants are asked to verify the accuracy of the transcription
and to identify any passages that misrepresent their intended meaning. In the second
stage, a written summary of the second-order themes and aggregate dimensions is
shared with a subsample of five to seven participants, selected to reflect the
maximum-variation dimensions described in Section 3.5, and participants are invited
to provide written or verbal feedback on whether the thematic summaries resonate
with their own experience of the phenomenon (McKim, 2023). Any discrepancies
identified through this process are documented in the NVivo 14 analytical memos
and addressed through targeted re-reading and re-coding of the relevant transcript
passages.

Finally, credibility is inherently reinforced by the structural logic of the Gioia
Methodology itself. As Gioia et al. (2013) emphasized, the use of participants' exact
language in first-order coding provides the foundational layer of evidence that all
subsequent theoretical interpretations are grounded in the empirical data rather than
in the researcher's preconceptions. The data structure diagram, described in Section
3.6.5, serves as a publicly verifiable account of the analytical pathway, enabling
readers and reviewers to trace every second-order theme and aggregate dimension
back to the specific first-order concepts from which it was derived, thereby
demonstrating the evidentiary basis for the findings in a manner that is transparent
and open to critique (Corley & Gioia, 2004; Gioia et al., 2013).

Transferability

Transferability is the qualitative analogue of external validity and refers to the degree
to which the findings of a study can be meaningfully applied to other contexts,
settings, or participant groups (Lincoln & Guba, 1985). Importantly, Lincoln and
Guba (1985) argued that the responsibility for making transferability judgments rests
not with the researcher but with the potential user of the findings, who must assess
whether the conditions of the original study are sufficiently similar to their own
context for the findings to be applicable. The researcher's obligation, therefore, is
not to demonstrate generalizability in the statistical sense but to provide a
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sufficiently rich and detailed account of the research context, participants, and
process to enable such a judgment to be made (Creswell & Poth, 2018; Korstjens &
Moser, 2018).

In the present study, transferability is addressed primarily through the provision of
thick description, a term originating in Geertz's (1973) cultural anthropology and
adopted by Lincoln and Guba (1985) to denote the depth and density of contextual
information that a researcher provides when reporting qualitative findings. Thick
description in this study encompasses several layers of contextual detail. At the
macro level, the researcher provides a comprehensive account of the Vietnamese
digital advertising landscape, including data on social media penetration, platform
demographics, and the cultural characteristics of short-form video consumption
among young Vietnamese consumers, as documented in the introductory and
literature review chapters. At the participant level, Tables 4 and 5 in Section 3.5
present the demographic profile and maximum-variation characteristics of the
sample in sufficient detail for the reader to assess the extent to which the participant
group is representative of the broader population of Vietnamese short-form video
users. At the analytical level, the data structure diagram and the verbatim participant
quotations included in the findings chapter provide the reader with direct access to
the raw experiential language from which the theoretical categories were derived,
enabling an independent assessment of the plausibility and applicability of those
categories.

It is acknowledged that the scope of transferability in the present study is bounded
by the specific cultural and technological context of Vietnam in the mid-2020s. The
patterns of social influence, brand familiarity activation, and credibility perception
that emerge from the Vietnamese participants may not apply without modification
to consumers in other national or cultural contexts. However, by documenting this
contextual specificity in detail and by situating the findings within the broader
theoretical frameworks of the Information Adoption Model and Social Influence
Theory, the present study contributes to a cumulative body of knowledge from which
contextually informed comparisons can subsequently be drawn (Magnani & Gioia,
2023).
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Dependability

Dependability is the qualitative analogue of reliability and is concerned with the
consistency and stability of the research process over time (Lincoln & Guba, 1985).
Dependability does not require that a qualitative study produce identical results if
repeated, because qualitative research acknowledges the dynamic and context-
dependent nature of human experience. Rather, it requires that the researcher
documents the research process in sufficient detail to demonstrate that the analytical
decisions were logical, systematic, and consistent with the chosen methodology

(Guba & Lincoln, 1989; Johnson et al., 2020).

The primary strategy for establishing dependability in the present study is the
construction and maintenance of a comprehensive audit trail. An audit trail is a
systematic record of all decisions, procedures, and changes made throughout the
research process, preserved in sufficient detail to enable an independent auditor to
reconstruct the researcher's analytical path and to assess whether the conclusions
were reached through defensible procedures (Lincoln & Guba, 1985). Within NVivo
14, the audit trail is generated automatically through the software's activity logging
feature, which records every coding action, node modification, query execution, and
memo entry with a date and time stamp (Bazeley & Jackson, 2013). This NVivo-
generated log constitutes the primary dependability record for the data analysis
phase.

The audit trail is supplemented by a detailed methodological journal maintained by
the researcher throughout the study, in which all decisions regarding sampling,
interview guide revisions, coding scheme development, and analytical direction
changes are recorded and explained. This journal includes, for each major analytical
decision, a description of the decision made, the rationale for it, and any alternative
options that were considered but rejected. The combination of the NVivo activity log
and the methodological journal provides a complete and verifiable account of the
research path from data collection through to the construction of the data structure
diagram and theoretical model, satisfying the dependability criterion as defined by
Lincoln and Guba (1985) and operationalized for Gioia-based studies by Magnani
and Gioia (2023).

A peer debriefing procedure further supports dependability by introducing an
independent perspective on the analytical process. Peer debriefing involves
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consulting with a colleague who is familiar with qualitative methodology but who is
not directly involved in the study, and inviting critical scrutiny of the coding
decisions, thematic groupings, and aggregate dimension labels (Creswell & Poth,
2018). In the present study, peer debriefing sessions are conducted with a fellow
doctoral researcher at three key junctures: upon completion of the first-order coding,
upon completion of the second-order thematic grouping, and upon finalization of the
aggregate dimensions. Discrepancies between the researcher's analytical judgments
and the peer debriefer's independent assessments are documented and resolved
through discussion, and the resolution process is recorded in the methodological
journal.

Confirmability

Confirmability is the qualitative analogue of objectivity and is concerned with
demonstrating that the findings of the study are grounded in the data and represent
the participants' perspectives rather than the researcher's own interpretive
preferences or theoretical biases (Lincoln & Guba, 1985; Guba & Lincoln, 1989).
Confirmability addresses the risk, inherent in all interpretivist inquiry, that the
researcher's conceptual lens may subtly or overtly distort the analytical process,
producing findings that reflect what the researcher expected or wished to find rather
than what the data actually contained (Johnson et al., 2020).

In the present study, confirmability is established through a combination of three
procedures. First, the in-vivo coding convention of the Gioia Methodology ensures
that the initial layer of analysis is conducted in the participants' own language,
minimizing the premature introduction of the researcher's theoretical vocabulary into
the first-order analytical categories (Gioia et al., 2013). This structural commitment
to the informants' language as the evidentiary foundation of the analysis constitutes
a methodological safeguard against researcher-imposed interpretations at the most
foundational stage of the coding process. Second, the negative case analysis
procedure described in Section 3.6.3 requires the researcher to actively seek out,
document, and engage with data that challenge or contradict the dominant patterns
identified in the second-order themes, thereby preventing the selective use of
evidence that would artificially inflate the coherence of the findings (Creswell &
Poth, 2018). Third, the audit trail documented in NVivo 14 and the methodological
journal described under dependability also serves a confirmability function, because
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it enables an external auditor to verify that the analytical conclusions are derived
from the data rather than from the researcher's preexisting theoretical commitments
(Guba & Lincoln, 1989; Bazeley & Jackson, 2013).

Reflexivity and Researcher Positionality

Reflexivity refers to the ongoing and critical self-examination that a qualitative
researcher conducts throughout the entire research process, attending to the ways in
which their own background, experiences, values, disciplinary training, and
relationship to the research context may shape the questions asked, the
interpretations offered, and the conclusions drawn (Olmos-Vega et al., 2023). As the
primary instrument of data collection and analysis in a qualitative study, the
researcher cannot claim to occupy a position of neutral detachment, and the absence
of explicit reflexivity does not eliminate the influence of positionality but merely
renders it invisible and therefore unexaminable (Tracy, 2010). Reflexivity is
therefore not merely an optional methodological courtesy but a substantive
obligation of scholarly integrity in interpretive research (Korstjens & Moser, 2018).

The researcher in the present study maintains a reflexive journal throughout all
phases of the research, from the design of the interview guide through the
construction of the theoretical model. The reflexive journal documents the
researcher's self-perceived positionality with respect to the research context,
including their familiarity with TikTok and other short-form video platforms as a
Vietnamese digital media user, their prior theoretical exposure to the Information
Adoption Model and Social Influence Theory, and any emotional responses or
intuitive interpretations that arose during the interview and coding processes.
Importantly, the reflexive journal also records the specific measures taken to set
aside or bracket these preconceptions during first-order coding, in accordance with
the Gioia Methodology's requirement that the researcher initially adopt the role of a
"glorified reporter" who gives priority to the informants' language and meaning over
the researcher's theoretical vocabulary (Gioia et al., 2013, p. 16).

The researcher's positionality in relation to the study participants deserves particular
attention in the present study. As a Vietnamese researcher investigating Vietnamese
consumers' perceptions of digital advertising, the researcher occupies a degree of
cultural insider status that facilitates rapport-building during interviews and enables
nuanced interpretation of culturally specific references and social norms. At the same
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time, this insider familiarity carries the risk of unexamined assumptions, particularly
with respect to the role of social norms, peer pressure, and collectivist values in
shaping advertising adoption and brand image formation in the Vietnamese context
(Creswell & Poth, 2018). The reflexive journal documents specific instances in
which the researcher's cultural familiarity was recognized as a potential interpretive
influence, along with the analytical adjustments made in response.

Summary of Trustworthiness Strategies

Table 7 presents a consolidated overview of the five trustworthiness criteria and the
specific strategies employed in the present study to address each. The table is
provided as a reference for the reader and as a transparency device consistent with
the reporting conventions of high-quality qualitative research (O'Brien et al., 2014).

Table 7: Summary of Trustworthiness Criteria and Corresponding Strategies in the
Present Study

Criterion ;)tgil;t::;ve Strategy Applied in This Study
Prolonged engagement and iterative
data collection; methodological and
data  triangulation = with  video

ot Truth value of  observation; two-stage member

Credibility . : .. .

findings checking; in-vivo first-order coding
preserving informant language; Gioia
data structure diagram as transparent
evidentiary record
Thick description of Vietnamese digital
media context, participant

Transferability Applicability to demographi.cs, ar.ld p?atfogn

other contexts characteristics; verbatim quotations in

findings chapter; maximum-variation
sampling to represent diverse subgroups
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Qualitative

Criterion Strategy Applied in This Stud
Standard SHGER y
NVivo 14 automated activity log;
Consistency of = researcher's methodological journal
Dependability analytical documenting all analytical decisions;
process peer debriefing at three analytical
junctures
In-vivo coding convention; negative
: case analysis documented in NVivo
o Grounding of . : .
Confirmability .. memos; external audit trail enabling
findings in data . . . .
independent verification of analytical
conclusions
Ongoing reflexive journal documenting
ositionality, reconceptions, and
Transparency P . 4 . P P .
.. analytical adjustments; bracketing of
Reflexivity of  researcher . .
. theoretical vocabulary during first-order
influence . o
coding; cultural insider awareness

documented and managed throughout

3.3. Quantitative Research

In quantitative research, researchers use a survey and create a questionnaire based
on information from a literature review and input from specialists in the interviews.
Before officially launching the survey, we will ask 100 respondents (pilot study)
who have prior experience using social media to watch short videos and reels to pre-
test the 5-point Likert questionnaire (available in both Vietnamese and English)
(Appendix 2B). This will allow us to identify any areas that need improvement and
assess the measures' dependability and quality before we officially conduct the
survey in large numbers.
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To test the hypotheses and reduce common method bias, a time-lagged design will
be employed. Data collection will occur in two waves. Before completing the main
questionnaire, participants were instructed to recall a short video they had recently
watched that featured a product placement, in which a product, brand, or service
appeared within the storyline. They were asked to reflect on how the product was
integrated into the narrative and then respond to the survey accordingly. This
instruction was presented at the top of the questionnaire as part of the participant
information (Appendix 2B). In Time 1, data will be collected on participants’
perceptions of product placement characteristics and perceived usefulness.
Participants will also be asked to provide their email addresses to enable follow-up
contact for the second survey. After a three-month period, in Time 2, participants
will complete measures on perceived usefulness, adoption of brand image, social
media influence, and brand familiarity.

3.3.1. Research context, data collection, sampling, and sample size

This study focuses on social media users in Vietnam, a country experiencing rapid
growth in digital connectivity and mobile internet usage. Vietnam’s journey into the
digital age began in 1997 with the installation of its first internet infrastructure,
aligning the nation with global connectivity trends (Le & Hutchinson, 2022). As of
2024, Vietnam's population exceeded 100 million, with over 70% actively engaging
on social media platforms. It is projected that by 2025, the country will have
approximately 79.8 million internet users and 76.2 million social media users,
including 40.9 million adult TikTok users, highlighting its mobile-first, digitally
engaged market (Nguyen, 2025). Social media platforms have become embedded in
the daily routines of Vietnamese users, particularly among younger generations
(Nguyen, 2025). Social media is now deeply woven into daily life, particularly for
younger generations who are highly responsive to visual and influencer-driven
content (Nguyen, 2025).

Second, Vietnam's unique cultural and regulatory environment offers a distinct
backdrop for studying digital marketing. The Vietnamese media system operates
under a one-party government, with centralized control extending from traditional
press to digital spaces. Only state-approved internet providers can operate, and
content is subject to oversight through legal and technical mechanisms (Le &
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Hutchinson, 2022). Despite this, influencer culture and social commerce are
thriving, creating a dynamic tension between state regulation and consumer-driven
digital content.

Third, product placement is a relatively new yet rapidly expanding marketing
technique in Vietnam, particularly on short-form video platforms. While such
practices have been criticized in Western markets for potentially manipulating
audiences, Vietnamese consumers are still forming their attitudes toward these
subtle forms of advertising (Nguyen, 2025). In 2023, over 75% of Vietnamese
internet users followed social media influencers, and nearly 80% reported
purchasing products based on influencer endorsements (Nguyen, 2025). However,
limited research exists on whether these product placements actually enhance or
damage brand image from the consumer’s perspective.

This study employed a non-probability convenience sampling method to recruit
social media users in Vietnam. Non-probability sampling is a method of selecting
samples based on the researcher's subjective judgment rather than random selection.
A non-probability sample does not result from a random selection method. In a
nonprobability sample, subjects are typically chosen based on their accessibility or
the deliberate personal judgment of the researcher. The target population included
individuals who met the following criteria: (1) having prior experience watching
short videos, (2) being at least 18 years of age, (3) using social media at least three
times per week, and (4) participants were also required to provide a valid email
address for communication and follow-up purposes of second surveys. Participant
recruitment was conducted online through posts in Facebook and Zalo community
groups. Before accessing the comprehensive survey, participants underwent a
concise screening component intended to verify their eligibility according to these
criteria. Individuals who failed to satisfy all criteria were automatically disqualified
and barred from proceeding with the survey (Appendix 2B).

Surveys distributed via social media platforms offer a cost-effective alternative for
researchers, allowing highly targeted posts tailored to specific study populations
(Ong et al., 2023). Additionally, this method enhances participant convenience, as
respondents can complete the survey at their preferred time and pace, increasing the
likelihood of engagement and response accuracy (Ong et al., 2023).Snowball
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sampling is a non-probability sampling method in which initial respondents suggest
additional participants who fulfill the study's criteria, thereby facilitating sample
expansion through social networks (Hair et al., 2020; Saunders et al., 2023). This
strategy is particularly valuable in business and management research, as it enables
access to hard-to-reach populations, reduces time and cost, and may improve
response rates.

The study adopted a non-probability sampling method using snowball sampling to
recruit participants. The researcher initially distributed the survey link to eligible
participants via social media platforms. These initial respondents were explicitly
asked to forward and share the survey link with other individuals who met the
study criteria. Recruitment therefore proceeded through participant referrals,
forming a chain-referral process characteristic of snowball sampling. This method
was intentionally adopted to expand the sample size and enhance participation.

According to Westland (2010), the priori sample size formula determines the
minimum and recommended number of responses required for structural equation
modeling by considering the number of observed and latent variables, the probability
level, effect size, and statistical power. Building on this principle, this study
employed Daniel Soper’s (2022) online sample size calculator to determine the
minimum sample size needed for analysis. The priori method for structural equation
modeling determined the necessary sample size using an effect size of 0.30, a
statistical power of 0.95, ten latent variables, thirty observed indicators, and a
significance level of 0.05. The findings demonstrated that a minimum of 270
responses was required. The first wave of data collection involved administering an
online survey that measured the five characteristics of product placement in relation
to perceived usefulness. A total of 1,589 respondents completed all measures
required for the current study. Three months later, the second wave of data collection
was conducted. Participants who had provided their email addresses during the first
wave were contacted via email to complete the second survey. However, 282
individuals did not respond. As a result, 1,307 matching email addresses were
identified in the second survey. After refining the dataset and removing 90 cases
with missing data, the final sample consisted of 1,217 valid responses. The total
number of responses is 1217, surpassing this threshold, thereby affirming that the
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study possessed adequate statistical power and guaranteed the reliability of the
results.

—

0.3

°

Anticipated effect size:

:

Desired statistical power level: | 0.95

Number of latent variables: | 10

1

Number of observed variables: | 30

—

0.05

)

Probability level:

Minimum sample size to detect effect: 270
Minimum sample size for model structure: 200

Recommended minimum sample size: 270

Figure 5: Daniel Soper Sample Size Calculation. (Source: author’s works)

3.3.2. Measurements

To achieve the research objectives, data was collected using a structured
questionnaire comprising ten key constructs. To achieve the research objectives, this
study employed a structured questionnaire comprising ten key constructs. The
measurement items were primarily adapted from previously validated scales in the
literature. To ensure contextual relevance, several items were revised to better reflect
the specific characteristics of short video product placements. Furthermore, the
content validity of all items was confirmed by a panel of academic and industry
experts in the fields of marketing and digital media. Their feedback contributed to
refining the wording and structure of the questionnaire items. The final version of
the measurement instrument, along with the expert evaluation results, is presented
in table 8 below. All constructs were measured using reflective indicators and
assessed on a five-point Likert scale, ranging from 1 = Strongly Disagree to 5 =
Strongly Agree (Table 1). The scale was adapted from well-known journals like the
Journal of Business Research, the Journal of Personality and Social Psychology, the
Journal of Consumer Research, the Journal of Advertising, Information Systems
Research, MIS Quarterly, IEEE Internet Computing, the Journal of Marketing, and
the Journal of Product & Brand Management.
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Table 8: Measurement scale. (Source: author’s works)

Variable | Source Indicator Scale
measure
ment
Product | (Gillespie | PRI: I think the product fits within the | 5-point Likert scale
relevance | et al.,2018) | story well. (1 =totally disagree;
PR2: T think it made sense to have the | 5 =totally agree)
product included in the story.
PR3: I feel the inclusion of the product in
the story was appropriate.
Emotiona | (Davis,198 | EA1: After seeing the short video, I had | 5-point Likert scale
1 Appeal | 3) intense feelings. (1 =totally disagree;
(Escalas EA2: I was emotionally attracted by the | 5 =totally agree)
and key message of the short video.
Stern,2003 | EA3: The emotional aspect of this ad
) leads me to like the short video
Product | (Balasubra | PF1: The pairing of the influencer with | 5-point Likert scale
influence | manian et | the product is natural. (1 =totally disagree;
r Fit al., 2014) | PF2: The product's image matches well | 5 =totally agree)
with the image of the influencer.
PF3: The product is highly appropriate for
the influencer.
Trustwort | (Ohanian, | T1: The short video is sincere. 5-point Likert scale
hiness 1990) T2: The short video is persuasive. (1 =totally disagree;
T3: The short video is reliable 5 =totally agree)
Influence | (Lin, & | IP1: The influencer is famous. S-point Likert scale
r Kao, 2010). | IP2: The influencer has a lot of followers. | (1 =totally disagree;
Popularit IP3: The popularity of influencer is | 5=totally agree)
y increasing.
[P4: The influencer video has a lot of
comments under each published video.
Perceived | (Sussman | PUl: The information provided by the | 5-point Likert scale
usefulnes | and Siegal, | influencer in short video is valuable. (1 =totally disagree;
S 2003) PU2: The information provided by the | 5 =totally agree)

influencer in short video is informative.
PU3: The information provided by the
influencer in short video is helpful.
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Ad (Sussman | AA1: I agree with the information in the | 5-point Likert scale
adoption | and Siegal, | short video. (1 =totally disagree;
2003) AA2: I rely on that information in the | 5 =totally agree)
short video adverting for future purchase.
Social (Sun, 2013) | SI1: The most products recommended in | 5-point Likert scale
media the short-video platform are accepted and | (1 =totally disagree;
influence like by the majority of users, so [ will also | 5 =totally agree)
accept.
SI2: T will follow the views of other
viewers (comments by viewers) to accept
the product in this ad.
SI3: Many viewers accept this short-
video ad and even purchase the product,
so I will also accept it.
Brand (Kent and | BF1: I know well the brand of this | 5-point Likert scale
familiarit | Allen, influencer recommendation. (1 =totally disagree;
y 1994) BF2: I am very familiar with the brand of | 5 = totally agree)
this influencer recommendation.
Brand (Low and | BII: I think that this brand is friendly. S-point Likert scale
Image Lamb, BI2: I think that this brand is modern. (1 =totally disagree;
2000) BI3: I think that this brand is useful. 5 =totally agree)
BI4: I think that this brand is popular
4. RESULTS
4.1. Qualitative research

The qualitative analysis provides an in-depth understanding of how product
placement operates within short-form video platforms and how Vietnamese content
creators strategically embed branded products in their content. Using the Gioia
inductive methodology, the analysis of 23 semi-structured interviews generated 72
first-order concepts, 11 second-order themes, and five aggregate dimensions,
forming the conceptual structure of the qualitative findings. The full coding
structure, data tables, and representative quotations supporting each concept are
presented in the appendices for transparency and traceability of the analytical
process (see Appendix A, Appendix D, and Appendix E).
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The analysis reveals that product placement effectiveness in short-form video
environments is shaped by the interaction of credibility, social influence, cognitive
familiarity, emotional engagement, and platform architecture. The first dimension,
Relational Credibility and Information Quality Perception, highlights the central role
of influencer authenticity and informational clarity in establishing audience trust.
Content creators consistently emphasized that audiences are highly sensitive to
perceived authenticity and are capable of identifying insincere or purely commercial
endorsements. As a result, creators carefully select brand collaborations that align
with their personal identity, niche, and audience expectations.

The second dimension, Socially Anchored Advertising Adoption, demonstrates that
product adoption is influenced not only by the informational value of content but
also by wvisible social signals within the platform environment. Audience
engagement patterns such as comments, shares, and trending discussions function as
forms of social proof that encourage viewers to evaluate or adopt advertised
products. The third dimension, Brand Familiarity as a Cognitive Anchor, further
indicates that prior brand knowledge significantly shapes audience responses to
product placement. Familiar brands reduce cognitive processing effort and increase
purchase confidence, whereas unfamiliar brands require stronger narrative
explanation and credibility cues.

The fourth dimension, Affective Brand Image Formation, reveals that emotional
storytelling and visual aesthetics play a crucial role in shaping brand perceptions.
Creators frequently integrate personal narratives, lifestyle demonstrations, and
visually coherent content styles to strengthen emotional connections between
audiences and the promoted brands. Finally, the fifth dimension, Platform-Mediated
Consumer Experience, highlights the structural influence of platform algorithms and
cross-platform consumer behaviour. Product discovery often begins on short-form
video platforms but continues across multiple digital channels before purchase
decisions are made.

Taken together, these findings suggest that product placement effectiveness in the
short-form video ecosystem is not driven by a single mechanism but rather emerges
from the combined influence of relational trust, social dynamics, cognitive
familiarity, emotional resonance, and algorithmic platform structures. The complete
qualitative data structure, including detailed coding tables and supporting interview
excerpts, is presented in the appendices (Appendix A—E) to provide full transparency
of the analytical process.
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4.2. Quantitative Research

4.2.1. Results of pilot test

To assess the reliability of the questionnaires, Cronbach’s alpha was employed as a
measure of internal consistency among the items. Establishing both the reliability
and validity of survey instruments is fundamental in academic research, as it ensures
that the tools consistently capture the intended constructs (Khanal & Chhetri, 2024).
A pilot study, conducted prior to the main survey or experiment, serves as a
preliminary step to test the suitability of the instrument and address potential issues
before large-scale implementation. Such studies typically involve administering the
questionnaire to a small sample of the target population and refining it based on the
findings (Khanal & Chhetri, 2024). In this study, a pilot test was conducted with 100
respondents to evaluate the reliability of the questionnaire items. Cronbach’s alpha,
one of the most widely used techniques for assessing the internal consistency of
summated rating scales (Cronbach, 1951; Aithal & Aithal, 2020), was applied.
According to established guidelines, values between 0.70 and 0.90 indicate
satisfactory reliability (Taherdoost, 2016), with scores above 0.80 reflecting strong
internal consistency. Values between 0.60 and 0.70 may still be considered
acceptable in exploratory research, and a value of 0.8 or higher indicates a very
satisfactory level (Khanal & Chhetri, 2024). The pilot study yielded Cronbach’s
alpha coefficients ranging from 0.726 to 0.912, which exceed the minimum
threshold of 0.70 and thus confirm that the questionnaire demonstrates good to
excellent reliability. These results suggest that the instrument is both consistent and
dependable, making it suitable for use in the subsequent full-scale survey (Appendix
Table 18).

4.2.2. Results of main test

The demographic details of the respondents are presented below. The majority
(49.06%) were aged between 18 and 25 years, followed by those aged 26 to 35
(28.92%), 36 to 46 (17.01%), and finally 50 to 65 (5.01%). Most participants were
undergraduates (62.53%), while a smaller portion, 13.97%, had attained
postgraduate qualifications. Most respondents reported watching short video clips
on TikTok (39.36%), followed by Facebook Reels (34.68%). Regarding daily
viewing time, 49.13% of respondents spent 1- 2 hours watching short videos, while
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29.75% watched for more than three hours. Additionally, a majority of respondents
acknowledged that watching short video clips had become part of their daily lives,
with 52.92% strongly agreeing with this statement (Table 9).

Table 9: Demographic detail. (Source: author’s works).

Demographic Variables Frequency | Percentage
Gender Female 782 64.59
Male 435 35.41
Age 18-25 597 49.06
26-35 352 28.92
36-49 207 17.01
50-65 61 5.01
Education High school 286 23.50
Undergraduate | 761 62.53
Postgraduate | 170 13.97
Watched short video/reels from | Facebook 422 34.68
YouTube 214 17.58
Shorts
TikTok 479 39.36
Twister 33 2.71
Instagram 69 5.67
Number of hours using social | <30mins 88 7.23
media (to watch short video/ _
reels per day) 30mins to 1169 13.89
hours
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lhour to 2598 49.13
hours
More than 3 |362 29.75
hours
Watching short video clip/reel | Strongly 50 4.10
has become a regular daily for | disagree
me. ,
Disagree 90 7.40
Neutral 106 8.71
Agree 427 26.87
Strongly agree | 644 52.92

4.2.3. Evaluating Measurement Assessment

For the descriptive analysis, a total of 1,217 valid responses were obtained, all of
which met the criteria for inclusion in the study. As shown in the table below, the
majority of respondents generally agreed with the statements presented in the
questionnaire, as reflected by the median score of 3 across most items on the Likert
scale. This indicates a central tendency toward agreement or neutrality among
participants. The standard deviations ranged from 0.575 to 0.781, suggesting a
moderate level of variability in respondents’ perceptions. These results imply a
relatively consistent pattern of responses, with limited dispersion around the central
values (Table 10).

Table 10: Descriptive statistics. (Source: author’s works)

Variable | Mean Median Observed Observed | Standard
min max Deviation

PR1 2.889 3.000 1.000 5.000 0.710

PR2 2.884 3.000 1.000 5.000 0.652

PR3 2.946 3.000 1.000 5.000 0.680

EA1 2.785 3.000 1.000 5.000 0.633

EA2 3.013 3.000 1.000 5.000 0.696
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EA3 2.839 3.000 1.000 5.000 0.696
PIF1 3.034 3.000 1.000 5.000 0.781
PIF2 2.949 3.000 1.000 5.000 0.739
PIF3 3.047 3.000 1.000 5.000 0.709
T1 2.847 3.000 1.000 5.000 0.692
T2 2.833 3.000 1.000 5.000 0.638
T3 2.867 3.000 1.000 5.000 0.621
IP1 2.995 3.000 1.000 5.000 0.667
P2 2.995 3.000 1.000 5.000 0.626
1P3 3.124 3.000 1.000 5.000 0.699
1P4 2.951 3.000 1.000 5.000 0.717
PU1 3.034 3.000 1.000 5.000 0.679
PU2 3.100 3.000 1.000 5.000 0.675
PU3 3.075 3.000 1.000 5.000 0.649
AAl 2.951 3.000 1.000 5.000 0.614
AA2 2.963 3.000 1.000 5.000 0.678
SMI1 3.059 3.000 1.000 5.000 0.650
SMI2 3.134 3.000 1.000 5.000 0.665
SMI3 3.075 3.000 1.000 5.000 0.625
BF1 2.707 3.000 1.000 5.000 0.596
BF2 3.082 3.000 1.000 5.000 0.688
BI1 2.494 2.000 1.000 5.000 0.599
BI2 2.569 3.000 1.000 5.000 0.582
BI3 2.454 2.000 1.000 5.000 0.575
BI4 2.630 3.000 1.000 5.000 0.604

The correlation analysis demonstrates that Perceived Usefulness (PU) functions as a
central construct within the model, serving as a bridge between product- and
influencer-related attributes and subsequent outcomes. PU exhibits moderate
positive correlations with product relevance, emotional appeal, product influencer
fit, trustworthiness, and influencer popularity, indicating that these factors
collectively contribute to enhancing the perceived utility of advertisements. Among
all relationships, PU demonstrates the strongest association with Ad Adoption (AA)
(r = 0.487), underscoring its role as a primary determinant of consumer adoption
behavior. Furthermore, AA shows a substantial positive correlation with Brand
Image (BI) (r = 0.405), suggesting that adoption mediates the effect of perceived
usefulness on brand-related outcomes. While trustworthiness and influencer
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popularity display comparatively weaker correlations, their consistent positive
associations indicate a supportive role in reinforcing both PU and AA. In addition,
Social Media Influence (SMI) and Brand Familiarity (BF), though less directly
connected to PU, exhibit meaningful positive correlations with Bl and AA,
highlighting their function as secondary enablers in strengthening brand perception.
Collectively, the findings suggest a sequential pathway wherein product and

influencer attributes foster perceptions of usefulness, which subsequently drive ad
adoption and ultimately contribute to the enhancement of brand image. All
correlations were statistically significant (p <.001) (Table 11)

Table 11: Correlations. (Source: author’s works)

PR

EA

PIF

T

IP

PU

AA

SMI

BF

BI

Product

Relevant
(PR)

1

Emotional
Appeal
(EA)

0.000

Product
Influencer
Fit (PIF)

0.034

0.010

Trustwort
hiness (T)

0.024

0.030

0.032

Influencer
Popularity
(IP)

0.001

0.090

0.014

0.006

Perceived
Usefulnes
s (PU)

0.283

0.238

0.311

0.289

0.252

Ad
Adoption
(AA)

0.110

0.060

0.018

0.156

0.173

0.487

Social
media
influence
(SMI)

0.002

0.012

0.052

0.033

0.031

0.053

0.158
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Brand 0.027 [ 0.026 | -
Familiarit 0.012

y (BF)

0.011 0.012 |1 0.016 | 0.158 | 1

0.012

Brand 0.086 | 0.076 | 0.098 | 0.083 | 0.090 | 0.236 | 0.405 | 0.197 | 0.170 | 1
Image
(B)

Convergent validity was assessed through indicator loadings and Average Variance
Extracted (AVE), while internal consistency reliability was examined using
Composite Reliability (CR), Cronbach’s alpha, and rho_A. The results indicate that
all indicators loaded strongly on their respective constructs, with standardized values
ranging from .838 to .926, well above the recommended threshold of .70 (Hair et al.,
2019). These values confirm that each observed item significantly contributed to its
underlying construct. Similarly, AVE values ranged between .719 and .844,
exceeding the .50 threshold suggested by Fornell and Larcker (1981). This value
demonstrates that each construct accounted for more than half of the variance in its
measurement items, thereby supporting convergent validity (Table 12).

Internal consistency reliability was also confirmed. Composite reliability values
ranged from .891 to .936, falling comfortably within the acceptable range of .60 to
.95 (Bagozzi & Yi, 1988; Hair et al., 2019). Cronbach’s alpha values were between
759 and .909, while tho A values ranged from .801 to .910, both aligning with the
recommended range of .70 to .95 (Dijkstra & Henseler, 2015). These results
collectively suggest that all constructs achieved both convergent validity and internal
consistency reliability (Table 12).

The variance inflation factor (VIF) should fall within the permissible range of 1 to
5, with a maximum threshold of less than 10 (Joe F. Hair et al., 2014). Researchers
frequently employ this range as a benchmark to evaluate the degree of
multicollinearity in regression analysis. When the VIF values are within this range,
it signifies that the predictor variables have a low correlation with each other, and
the regression coefficients are dependable (Raheem et al., 2019). As a result, the
premise of multicollinearity is not violated by the relationship between the predictors
within the range of (1.599-2.866) (Table 12).
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Table 12: Consistency reliability and Convergent validity. (Source: author’s works)

Convergent Validity Internal consistent reliability
Construct .and Loadings | VIF AVE Co.mp'o.site Cronbach’s Rho A
relevant Indicator ~0.7 1.5<10 ~0.5 reliability Apha (0.7-0.95)
7 ' (0.6-0.95) (0.6-0.95)
Product PR1 0.860 1.946
Relevance | PR2 0.870 2.020 0.757 0.903 0.840 0.843
(PR) PR3 0.880 1.968
Emotional EAIl 0.840 1.844
Appeal (EA) EA2 0.879 1.921 0.746 0.898 0.831 0.839
EA3 0.872 1.965
Product PIF1 0.888 2.011
Influence Fit | PIF2 0.860 1.940 0.758 0.904 0.841 0.850
(PIF) PIF3 0.863 2.023
Trustworthine TI 0.864 1.942
ss (T) T2 0.860 1.989 0.745 0.898 0.829 0.834
T3 0.866 1.793
Ifluencer || 65| 306
Pop(11111)a;r1ty IP3 0.850 5 080 0.719 0.911 0.870 0.883
P4 0.838 2.137
Perceived PUI1 0.908 2.700
Usefulness | PU2 0.905 2.594 0.823 0.933 0.893 0.893
(PU) PU3 0.908 2.663
AAl 0.918 1.894 0.844 0.915 0.815 0.815
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Ad Adoption

(AA) AA2 0.918 1.894

Social Media | SMII 0.876 1.885
Influence SMI2 | 0.858 1.888 0.742 0.896 0.826 0.832

(SMI) SMI3 0.850 1.850

Brand BF1 0.866 1.599
Familiarity BE2 0.926 1,599 0.803 0.891 0.759 0.801

(BF)

BI1 0.894 2.866

Brand Image | BI2 0.888 2.729
(BI) BI3 0.874 3 587 0.785 0.936 0.909 0.910

BI4 0.887 2.641
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The discriminant validity of the constructs was assessed using the Heterotrait-
Monotrait ratio of correlations (HTMT). According to the criteria proposed by
Henseler, Ringle, and Sarstedt (2015), discriminant validity is established if HTMT
values fall below 0.90 (lenient threshold) or 0.85 (conservative threshold). The table
below presents the HTMT values for all constructs, including interaction terms.
Based on table 13, the results demonstrate that all HTMT values were significantly
below the 0.85 threshold, with the highest observed ratio being 0.571 between PU
and AA. Other moderately strong correlations were found between AA and BI
(0.470) and between SMIXAA and SMIXPU (0.452). These results are expected
given the conceptual closeness of the constructs.

All remaining HTMT values were considerably lower, ranging from 0.006 to 0.334,
indicating strong discriminant validity (Table 13). This suggests that the constructs
included in the measurement model are empirically distinct from one another. In
particular, the core antecedents of perceived usefulness (product relevance,
emotional appeal, product influencer fit, trustworthiness, and influencer popularity)
showed very low HTMT values (<0.11) with each other, confirming that the three
dimensions of argument quality and source credibility capture separate aspects of
information adoption. Therefore, the HTMT analysis provides evidence that the
measurement model achieves discriminant validity, confirming that the constructs
represent unique theoretical concepts.
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Table 13: HTMT. (Source: author’s works)

PR |EA |PIF |T IP PU |AA |SMI |BF |BI
PR
EA 10.034
PIF |0.040 | 0.031
T 0.032 1 0.037 ] 0.039
IP 0.028 { 0.108 | 0.024 | 0.025
PU [0.326]0.274 | 0.356 | 0.334 | 0.282
AA 10.132]0.195|0.202 | 0.188 | 0.202 | 0.571
SMI | 0.018 | 0.018 | 0.063 |0.039|0.039 | 0.062 | 0.192
BF 0.034|0.034|0.020 | 0.026 | 0.018 | 0.014 | 0.023 | 0.026
BI 0.09710.087 ] 0.110 | 0.094 | 0.103 | 0.262 | 0.470 | 0.227 | 0.200
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4.2.4. Structure Model and Hypothesis Testing

The chi-square test yielded a value of 2881.279, indicating a straightforward
computation. This test is commonly employed to assess the association between
two categorical variables or to evaluate the extent to which an observed
distribution aligns with an expected distribution (i.e., goodness-of-fit) (Franke et
al., 2011). Following the recommendations of Bentler and Bonett (1980), the
Normed Fit Index (NFI) was used as a measure of incremental fit, comparing the
proposed model to a baseline model. Specifically, the NFI assesses how well the
hypothesized model fits the data relative to a null model. According to Bentler
(1992) and Gerbing and Anderson (1992), a satisfactory NFI value should exceed
0.90. However, it is important to note that the NFI is sensitive to large sample
sizes, which applies to the present study (Bentler & Bonett, 1980). In this analysis,
NFI values were 0.837 (saturated model) and 0.839 (estimated model), both
falling short of the conventional threshold, suggesting a suboptimal fit.

It is worth mentioning that Partial Least Squares Structural Equation Modeling
(PLS-SEM) does not directly provide the Comparative Fit Index (CFI), and
consequently, fit indices such as the NFI and CFI are generally less emphasized
in this approach, which focuses more on predictive relevance than model fit.
Instead, the standardized root mean square residual (SRMR) was used as a key
indicator of model fit. The SRMR value obtained was 0.034, which 1s well below
the recommended maximum threshold of 0.08 for acceptable model fit (Henseler,
2012). This result suggests that the model exhibits a strong overall fit with the
data and is consistent with the study’s findings (Table 14).

Table 14: Goodness of fit indices. (Source: author’s works)

Fit Index Saturated Model Estimated Model
SRMR 0.034 0.035

d-ULS 0.526 0.570

d-G 0.377 0.373

Chi-Square 2881.279 2843.367

NFI 0.837 0.839

To examine the significance of the relationships between variables, researchers
must also evaluate the strength of these effects using the f-squared (f?) value.
According to Wong (2023), an f* value of 0.02 indicates a small effect, 0.15 a

125



medium effect, and 0.35 a large effect. The structural model was assessed using
path coefficients (B), coefficients of determination (R?), effect sizes (f?), and
predictive relevance (Q?). Based on Table 9, the findings indicate that all
hypothesized paths were positive, confirming the proposed relationships among
constructs. Product relevance ( = .280), emotional appeal ( = .269), product-
influencer fit (B = .293), trustworthiness (f = .292), and influencer popularity (3
= .278) each demonstrated significant positive effects on perceived usefulness,
though their effect sizes were small (> =.117-.140). Perceived usefulness, in turn,
strongly predicted advertising adoption (P = .485), with a medium effect size (f>
= .335). Advertising adoption also significantly influenced brand image (B =
.320), with a small effect size (> =.103).

The moderation analysis showed that brand familiarity strengthened the
relationship between ad adoption and brand image (B = .140; > = .027). Social
media influence moderated the effect of perceived usefulness on ad adoption (p =
.178; £2=.045). Furthermore, the three-way interaction of social media influence
and brand familiarity on the relationship between ad adoption and brand image
was positive (f =.157; 2 =.031). Although these moderation effects were small,
they were consistent with the hypothesized directions (Table 15).

The coefficients of determination revealed moderate explanatory power for
perceived usefulness (R? =.389), while ad adoption (R? =.303) and brand image
(R?=.296) demonstrated weaker explanatory power. Assuming the R-squared is
the only decision rule being considered, the paper argued that a low R-squared of
at least 0.10 is acceptable in social science empirical modelling provided that
some or most of the explanatory variables are statistically significant (Ozili,2022;
Hair et al.,2019). According to Hair et al. (2019), this can be considered a weak-
to-moderate level of explanatory power, which is acceptable in behavioral and
social science research where outcomes are influenced by multiple factors.

Nevertheless, the Q? predictive relevance results indicated strong predictive
capacity for the model. Perceived usefulness showed a large predictive effect (Q?
=.382), while ad adoption (Q*=.161) and brand image (Q?* = .149) demonstrated
medium predictive power (Table 15).
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Table 15: Suitability and predictive relevance of the model. (Source: author’s
works)

Metrics Estimated Remarks
model
PR — PU 0.280 Positive
EA — PU 0.269 Positive
PIF — PU 0.293 Positive
T — PU 0.292 Positive
IP — PU 0.278 Positive
Paths PU — BI 0.047 Pos@t@ve
Coefficients (B) PU — AA 0.485 Pos@ve
AA — BI 0.320 Positive
PU—AA—BI 0.155 Positive
BF x AA — BI 0.140 Positive
SMI x PU — AA 0.178 Positive
SMI x B AA— 0.157 Positive
Coefficient of PU 0.389 Weak- Moderate
Determination AA 0.303 Weak
(R?) BI 0.296 Weak
PR — PU 0.128 Small effect
EA — PU 0.117 Small effect
PIF — PU 0.140 Small effect
T — PU 0.139 Small effect
IP — PU 0.126 Small effect
Effect size (12 PU — AA 0.335 Medium effect
AA — BI 0.154 Medium effect
BF x AA — BI 0.027 Small effect
SMI x PU — AA 0.045 Small effect
SMIXBE X AA= 0.032 Small effect
Perceived Usefulness 0.382 Large predictive
relevance
Medium
Predictive Ad Adoption 0.161 predictive
relevance (Q?) relevance
Medium
Brand Image 0.149 predictive
relevance
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Based on Table 16, the hypotheses were tested using bootstrapping with 5,000
resamples, and the results show strong empirical support for all proposed
relationships. For the antecedents of perceived usefulness, product relevance (p =
280, t = 13.078, p < .001), emotional appeal (f = .269, t = 11.958, p < .001),
product—influencer fit (B =.293, t=13.177, p <.001), trustworthiness (f = .292,
t=13.891, p <.001), and influencer popularity (f =.278,t=13.136, p <.001) all
had significant positive effects. These results confirm H1 through H5 and suggest
that perceived usefulness is shaped by both message-related factors and source
credibility.

Perceived usefulness significantly predicted advertising adoption (p = .485, t =
21.467, p < .001), providing support for H6. This path exhibited the strongest
effect in the model, highlighting the pivotal role of usefulness in motivating
consumers to accept and internalize advertising messages. In turn, adoption of ads
had a significant effect on brand image (f =.320,t=10.957, p <.001), confirming
H7. Together, these results suggest that ad adoption acts as the bridge between
consumers’ cognitive evaluation of advertising content and the development of
positive brand perceptions. The mediation analysis (H8) further supports this
conclusion, showing that the indirect effect of perceived usefulness on brand
image through ad adoption was significant ( = .155, t = 9.753, p < .001).
Moreover, the mediation analysis supports a full mediation model, PU had a
significant indirect effect on BI through AA (PU — AA = 0.458, p < 0.001; AA
— BI=0.320, p <0.001), while the direct effect of PU on BI was not significant
(B =0.047, p = 0.105). The total effect of PU on BI remained significant (f =
0.155, p <0.001), indicating that AA fully mediates the relationship between PU
and BI.

Furthermore, social media influence amplified the relationship between perceived
usefulness and advertising adoption (B = .178, t = 7.403, p < .001), providing
support for H9. This finding underscores the persuasive role of social proof and
peer validation, suggesting that consumers are more likely to adopt advertising
messages when such messages are reinforced by social media interactions and
influencer engagement. Similarly, brand familiarity moderates the relationship
between ad adoption and brand image (B =.140, t = 5.426, p <.001), confirming
H10. This indicates that consumers with existing brand knowledge are more
receptive to integrating advertising content into their brand perceptions, thereby
strengthening the brand's image. The three-way interaction (H11) was also
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significant (3 =.157,t=5.714, p <.001), suggesting that the combination of social

media influence and brand familiarity further enhances the impact of advertising

adoption on brand image.

Table 16: Summary of hypothesis testing. (Source: author’s works)

Hypothesis Original Ef.fect Mean STDEYV | t-value | p-value Conclusio
Sample size Value n
Direct effects
H1 Pl;U_’ 0.280 0128 1 5280 | 0.021 | 13.078 | 0.000 | Supported
H2 EﬁU_’ 0.269 07 1 0569 | 0.022 | 11958 | 0.000 | Supported
H3 PIPFU_’ 0.293 0.140 1593 | 0.022 | 13.177 | 0.000 | Supported
H4 1;’1_; 0.292 0139 1 6292 | 0.021 | 13.801 | 0.000 | Supported
H5 If,g’ 0.278 0126 1 4579 | 0.021 | 13.136 | 0.000 | Supported
H6 PE; 0.485 0335 | 0485 | 0.023 | 21467 | 0.000 | Supported
H7 A‘;I_’ 0.320 0.103 ' h300 | 0.0290 | 10957 | 0.000 | Supported
Indirect effects

HS PU—A Supported

A-BI|  0.155 0.155 | 0.016 | 9.753 | 0.000

SMI x 0.045 Supported
H9 | PU — 0.178 0.177 | 0.024 | 7.403 | 0.000

AA

BF x 0.027 Supported
H10 | AA — 0.140 0.139 | 0.026 | 5.426 | 0.000

BI

SMI x 0.031 Supported
an | BF* 0.157 0.157 | 0.027 | 5714 | 0.000

AA —

BI
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Figure 6: The estimated model. (Source: author’s works)
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Figure 7: Moderation of Social Media Influence on the link of Perceived Usefulness
and Ad Adoption. (Source: author’s works)
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The results show that the interaction between perceived usefulness and social
media influence significantly and positively affects ad adoption, especially when
social media influence is at average and high levels. The effect of perceived
usefulness on ad adoption becomes stronger as the level of social media influence
increases (Figure 7).

The results show that the interaction between ad adoption and brand familiarity
significantly and positively influences brand image, especially when brand
familiarity is at average and high levels. The positive relationship between ad
adoption and brand image becomes stronger as the level of brand familiarity
increases (Figure 8).

The results show that the interaction between ad adoption and brand familiarity
significantly and positively influences brand image, and this relationship varies
across different levels of social influence. Specifically, the positive effect of ad
adoption on brand image becomes stronger as social influence increases,
particularly when brand familiarity is at medium and high levels. This indicates
that individuals with higher social influence and greater brand familiarity tend to
adopt brand image when their level of ad adoption increases (Figure 9).

Table 17: Hypotheses tested conclusion. (Source: author’s works)

Hypotheses | Path Supported/
Rejected

H1 Product relevance has a positive effect on the | Supported
perceived usefulness of short video product
placement

H2 Emotional appeal has a positive effect on the | Supported
perceived usefulness of short video product
placement

H3 Product influencer fit has a positive effect on the | Supported
perceived usefulness of short video product
placement

H4 Trustworthiness has a positive effect on the | Supported
perceived usefulness of short video product
placement

H5 Influencer popularity has a positive effect on the | Supported
perceived usefulness of short video product
placement
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H6 Perceived usefulness positively affects the intention | Supported
to adopt a short video product placement
advertising

H7 Ad adoption has a positive effect on brand image | Supported

HS Advertising adoption mediates the relationship | Supported
between perceived usefulness and brand image

H9 Social Media Influence moderates the relationship | Supported
between Perceived Usefulness and Ad Adoption

H10 Brand Familiarity moderates the relationship | Supported
between Ad Adoption and Brand Image

H11 Social media influence moderates the moderating | Supported
effect of brand familiarity on the relationship
between ad adoption and brand image (three-way
interaction).

5. DISCUSSION

The purpose of this study was to investigate how product placement in short
videos influences brand image, with particular attention to the mechanisms and
boundary conditions specified in the Information Adoption Model and Social
Influence Theory. The analysis employed structural equation modeling to test both
direct and indirect relationships. The following subsections discuss the findings
for each research question.

5.1. Product Placement of Short Videos and Brand Image
via Information Adoption Model (RQ1)

Hypothesis 1 proposed that product relevance positively influences perceived
usefulness. This finding aligns with Liu (2021): when a product naturally fits
within the video’s context, viewers are more likely to consider the embedded
information as relevant and advantageous. Integrations that align with the
content’s flow help reinforce pre-existing brand perceptions and support the
temporal continuity of the video, thereby allowing viewers to remain immersed in
the content (Gillespie et al., 2018). In contrast, when product placements do not
match the surrounding content, they tend to trigger increased cognitive
elaboration of prior schemas, which can disrupt the viewing experience and
reduce narrative engagement (Russell, 2002). In the context of short-form video
advertising, the effectiveness of product placement largely depends on the degree
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of congruence between the product and the overall content of the video. It is not
necessary to construct a detailed storyline; rather, what matters is the visual and
contextual fit of the product with the video’s main theme. For instance, when
promoting a protein supplement, the setting should reflect themes such as health,
fitness, or athletic performance, such as a gym, a workout routine, or a fitness
challenge. This type of scene-product congruence enables viewers to instantly
recognize the relevance of the product to the depicted context. When product
placements are well-integrated into the video content, information related to
product usage, benefits, and unique selling propositions can be delivered more
naturally and effectively (Gillespie et al., 2018; Liu, 2021). This functional
integration makes the product appear authentic and meaningful, rather than forced
or disconnected. As a result, viewers are more inclined to perceive the information
as credible, relevant, and useful, thereby enhancing the persuasive impact of the
advertisement.

Hypothesis 2 proposed that emotional appeal positively influences perceived
usefulness. The strategic use of emotion as a catalyst in marketing is a powerful
tool for shaping and guiding customer perceptions and responses. Emotions
influence how consumers process information, make decisions, and form attitudes
toward brands. A previous study found that emotional appeals lead to higher
levels of customer engagement compared to rational appeals (Rietveld et al.,
2020; Kim et al., 2025). Emotional messages are processed differently than factual
statements; they often prompt quicker and more profound reactions from
audiences, such as the inclination to share content or support a cause (Tellis et al.,
2019). In the context of short-form video content with embedded product
placement, emotional appeal becomes even more critical. Fast-paced
environments often consume these videos, necessitating immediate capture and
sustained viewer attention. By embedding emotional cues such as humor,
nostalgia, inspiration, or empathy into the storyline of a product placement video,
marketers can evoke specific affective responses that increase viewer engagement
and message retention. Emotional storytelling allows the audience to connect with
the content on a personal level, making the product more memorable and
enhancing its perceived value. Furthermore, sharing emotional content on social
media platforms increases its reach and boosts the overall effectiveness of the
marketing campaign.
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Hypothesis 3 proposed that product-influencer fit positively influences perceived
usefulness. Audiences often place a high level of trust in the individual who
delivers a product message, which is closely linked to the concept of personal
branding. The perceived identity and expertise of the endorser, whether an
influencer, celebrity, or subject-matter expert, play a crucial role in shaping how
the advertisement is received. When an individual promotes a product, their public
persona, professional background, and domain authority become part of the
message. It involves creating a public persona that effectively communicates one's
values, skills, and unique attributes to influence how others perceive them
(Hidayati et al., 2019). As a result, viewers are more likely to interpret the content
through the lens of the endorser’s perceived competence and authenticity. Strong
alignment between the endorser's expertise and the product category, a concept
known as product-endorser congruence, intensifies this effect. For instance, in line
with the principle highlighted in Hypothesis 1 (H1) regarding product relevance,
a protein supplement designed for gym users should be advertised through a
narrative connected to health, fitness, or sports. To enhance credibility and
relevance, the individual promoting the product should ideally be a professional
athlete, a fitness coach, or a certified personal trainer. These individuals possess
domain-specific authority, and their perceived knowledge in the field of health
and fitness strengthens the message's trustworthiness. According to the
Information Adoption Model, source credibility significantly impacts how useful
the audience perceives the information to be. In this case, when a fitness
influencer endorses a gym-related product, viewers are more inclined to consider
the recommendation as informative, trustworthy, and beneficial, particularly
because it aligns with the influencer's personal brand and area of expertise.

Hypothesis 4 proposed that trustworthiness positively influences perceived
usefulness. Source credibility, defined as the extent to which the message sender
is seen as trustworthy, knowledgeable, and authentic, has long been
acknowledged as a critical factor. MacKenzie and Lutz (1989) describe
advertising credibility as the honesty and truthfulness of the advertiser, which
directly impacts how audiences engage with the message. Perceiving a message
from a trustworthy source increases its likelithood of capturing attention,
maintaining engagement, and enhancing message acceptance. In dynamic short-
video environments, where content is consumed rapidly, trustworthiness serves as
a crucial heuristic that enables viewers to quickly decide whether the content is
worth engaging with. The significance of trust is reinforced by Tseng and Fogg
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(1999), who argue that consumer information needs are central to credibility
judgments; when individuals are motivated to seek information, they are more
likely to regard content from trusted sources as both credible and useful. This
highlights the interaction between internal motivation and external credibility
cues in shaping the perceived value of information. Building on this, Kim et al.
(2025) suggest that stealthy product placements, when seamlessly integrated into
content, can elicit more favorable viewer responses by enhancing both trust and
engagement. In such cases, the source and the product's authenticity in the story
both determine trustworthiness. Similarly, Hautz et al. (2014) and Lou and Yuan
(2019) demonstrate that short videos offering detailed and practical product
information strengthen perceptions of brand professionalism and reliability,
thereby reinforcing trust. Complementing this, Pongpaew et al. (2017) note that
short, clear, and easy-to-understand content reduces consumer uncertainty, while
Liu et al. (2022) and Apasrawirote et al. (2018) emphasize the importance of
effectively managing short-form video content to foster shared trust among
audiences. These insights align with the Information Adoption Model, which
posits that perceived usefulness is shaped by argument quality and source
credibility. Of these, source credibility, particularly trustworthiness, plays a
decisive role in determining whether viewers adopt the information. In the context
of short-video product placements, a credible source often makes the difference
between a fleeting impression and meaningful persuasion. Thus, trustworthiness
emerges as a foundational factor in enhancing perceptions of usefulness,
increasing engagement, and improving message acceptance in short-form video
advertising.

Hypothesis 5 proposed that influencer popularity positively influences perceived
usefulness, particularly in the context of product placement in short-form video
content. A growing body of research highlights that products endorsed by
influencers tend to attract more attention and engagement than those featured in
traditional advertisements. The effectiveness of influencer marketing stems from
the influencer’s ability to establish trust, engage large audiences, and create an
environment that encourages authenticity and community among their followers
(Dinh & Lee, 2021). Influencer popularity, often measured by metrics such as
follower count, engagement rate, and public visibility, signals not only social
status but also persuasive influence. As Matthews and Luebke (2023) argue, a
large follower base enhances an influencer’s capacity to sway opinions, as it
indicates broad public trust and social validation. In the case of short video
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product placement, this popularity amplifies the impact of the message by
increasing the likelihood that viewers will notice, trust, and evaluate the
information presented. For instance, when a well-known fitness influencer
casually uses a protein supplement during a workout video, the product becomes
more relatable and persuasive, especially when the influencer’s lifestyle aligns
with the product’s purpose. In short videos, the combination of influencer
popularity and well-integrated product placement creates a persuasive context
where viewers are more likely to adopt the information being presented.
Influencers often cultivate parasocial relationships with their audiences, making
their content feel more personal and trustworthy. According to IAM, source
credibility, particularly in the form of trustworthiness, expertise, and authenticity,
directly influences the audience’s perception of a message’s usefulness. Thus,
when a popular influencer endorses a product through a short-form video, their
perceived popularity not only increases the visibility of the product placement but
also elevates the audience’s belief in the reliability and relevance of the
information, making it more likely to be considered useful.

The confirmation of Hypothesis 6 further strengthens this pathway by
demonstrating that perceived usefulness significantly influences advertising
adoption. Consumers who perceive product placements as useful are not only
more likely to pay attention but also more willing to internalize the message, share
it, or act upon it. This finding echoes the original proposition of the Information
Adoption Model, which identifies usefulness as the decisive factor in whether
individuals accept and use information (Sussman & Siegal, 2003). It is also
consistent with Bhattacherjee and Sanford (2006), who found that usefulness is a
strong predictor of behavioral intention in online contexts. In product placements
in short videos, usefulness thus functions as the gateway through which product
placements move from cognitive evaluation into consumer behavior. Consumers
tend to process information automatically (Geng et al., 2021; Leung et al., 2022)
while drawing on relevant memories (Celsi & Olson, 1988). When the video
content matches their needs and interests, it is perceived as useful and engaging
(Holliman & Rowley, 2014), increasing its potential to help them achieve goals
and motivating greater interaction with both the publisher and other viewers. This
fact underscores the importance of designing placements that audiences do not
merely notice but actively perceive as beneficial and informative, as this
perception is what transforms passive exposure into active adoption.
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Hypothesis 7 proposed that advertising adoption has a positive effect on brand
image, and the results supported this claim. This finding illustrates that the
pathway from usefulness to brand outcomes is not direct but mediated by
consumers’ willingness to adopt the advertising content. Adoption represents the
behavioral mechanism by which consumers translate perceived value into
favorable brand associations. This resonates with Keller’s (1993) customer-based
brand equity model, which suggests that repeated and positively received brand
communications strengthen brand image over time. In short-video contexts,
adoption may take the form of engaging with the content, following the brand, or
even making purchase decisions influenced by the placement. Previous work also
shows that adoption is critical in bridging cognition and brand outcomes (Babin
et al., 2021), and the present study confirms that this mechanism holds true for
short-form, influencer-driven advertising. For marketers, the result means that
placements should not stop delivering relevance and emotion; they must also
encourage consumer action, whether through interactive features, calls-to-action,
or opportunities for deeper brand engagement.

Taken together, the confirmation of Hypotheses 1 through 7 provides a
comprehensive answer to RQ1: How does the product placement of short videos
affect the brand image via the information adoption model? The results reveal a
two-step process. First, consumers evaluate the usefulness of the placement,
shaped by message-related and source-related factors (H1-HS5). These five factors
explain a substantial share of the variance in perceived usefulness, confirming the
applicability of the Information Adoption Model (Sussman & Siegal, 2003) in
short-video contexts. Prior research also emphasizes that congruence, emotion,
and credibility are central to persuasion (Kamins & Gupta, 1994; Russell, 2002;
Wiedmann & Mettenheim, 2020), and the present study extends this knowledge
by showing how these dimensions operate simultaneously in fast-paced,
influencer-led environments. Second, perceived usefulness drives adoption of the
advertising message (H6), which then leads to an enhanced brand image (H7).
This process underscores that the effectiveness of product placement depends not
on exposure alone but on the extent to which consumers perceive, adopt, and
internalize the content as valuable.

5.2. Mediating Role of Advertising Adoption (RQ2)

Hypothesis 8 proposed that advertising adoption mediates the relationship
between perceived usefulness and brand image, and the results strongly supported
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this assumption. The findings indicated that perceived usefulness significantly
predicted advertising adoption, while advertising adoption, in turn, had a direct
and positive impact on brand image. The indirect effect was also significant,
confirming that adoption is the behavioral pathway through which consumers’
perceptions of usefulness are transformed into favorable brand associations. This
means that usefulness alone does not guarantee improvements in brand image.
Instead, consumers must first accept and adopt the advertising content before it
can shape how they perceive the brand.

This result is consistent with the theoretical foundation of the Information
Adoption Model (Sussman & Siegal, 2003), where perceived usefulness functions
as the central driver of message acceptance. In the context of short videos,
adoption is the step in which consumers internalize product placements by treating
them as credible, engaging with them, or sharing them with others. Bhattacherjee
and Sanford (2006) similarly found that usefulness is a powerful predictor of
behavioral acceptance in digital persuasion. At the same time, Keller’s (1993)
brand equity model highlights that repeated acceptance of brand messages
reinforces associations and strengthens brand image over time. Other scholars
have also argued that adoption is the missing link between cognition and
attitudinal outcomes. For example, DelLone and McLean (2003) noted that
information usefulness only translates into success when users act upon it, while
Friestad and Wright’s (1994) persuasion knowledge model emphasizes that
consumers must move from recognizing the persuasive intent of a message to
accepting it before it influences brand related judgments. Together, these insights
reinforce the mediating role of adoption in bridging perceived usefulness with
long-term brand outcomes. Research in social media advertising shows that when
consumers adopt advertising by engaging with branded content, they are more
likely to develop stronger brand attitudes and loyalty (Van Reijmersdal et al.,
2012). Therefore, firms should design short video placements that go beyond
informing and entertaining to include mechanisms that encourage adoption. By
doing so, marketers can ensure that the perceived value of placements is converted
into meaningful improvements in brand image.

5.3. Moderating Role of Social Media Influence (RQ3)

Hypothesis 9 proposed that social media influence moderates the relationship
between perceived usefulness and advertising adoption, such that the effect of
adoption is stronger when social media influence is high (Figure 7). The results
confirmed this hypothesis. Specifically, consumers who are highly active on social
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media or who are strongly influenced by their online peers were more likely to
adopt advertising content when they perceived product placements as useful. In
contrast, for those less influenced by social media, perceived usefulness had a
weaker effect on adoption. This indicates that social media functions as an
amplifier: it magnifies the extent to which usefulness translates into active
adoption of advertising.

This result can be explained by the role of social endorsement and peer influence
in digital environments. According to the bandwagon effect (Sundar & Nass,
2001), people are more likely to adopt a message when they see it supported by
others. Social media platforms provide constant signals of approval in the form of
likes, shares, and comments, which validate and reinforce consumers’ judgments
of usefulness. When users perceive a placement as useful and simultaneously
observe social confirmation from their networks, they are far more likely to adopt
the message. This finding resonates with research on electronic word-of-mouth,
which has shown that peer interactions in online communities strongly affect
consumer adoption of advertising (Cheung & Thadani, 2012). It also extends the
Information Adoption Model by showing that social influence interacts with
useful evaluations to shape consumer behavior in short-video environments. Even
when consumers view content as useful, adoption is maximized when that content
is also embedded in socially rich environments that encourage interaction and
sharing. Encouraging users to like, comment, or repost a placement can increase
the visibility of social proof, which in turn strengthens adoption behaviors.
Moreover, collaborating with influencers who are not only trusted but also highly
interactive with their communities can further enhance this effect.

5.4. Moderating Role of Brand Familiarity (RQ4)

Hypothesis 10 proposed that brand familiarity moderates the relationship between
advertising adoption and brand image, such that the effect of adoption on brand
image is stronger when consumers are more familiar with the brand (Figure 8).
The results supported this hypothesis. Specifically, when consumers had prior
knowledge or experience with the brand, their adoption of advertising content had
a greater impact on shaping a favorable brand image. In contrast, for consumers
with little or no prior familiarity, the influence of adoption on brand image was
weaker. This finding highlights that brand familiarity acts as a catalyst, enhancing
the extent to which adoption behaviors translate into positive brand perceptions.
Familiar brands also facilitate faster cognitive processing, as consumers can more
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easily retrieve related information from memory, leading to stronger brand
preferences (Karangi & Lowe, 2021). In addition, brand familiarity strengthens
brand associations, improves recognition, and enhances brand recall, all of which
contribute to favorable brand image metrics (Batoteng et al., 2023).

This result aligns with established theories of consumer behavior. According to
Keller (1993), familiarity strengthens existing brand associations and facilitates
quicker information processing, making consumers more receptive to advertising
messages. Similarly, Alba and Hutchinson (1987) demonstrated that consumers
with prior brand knowledge are better equipped to interpret and integrate
marketing information into their mental brand schema. In the context of short-
video advertising, adoption of placements appears to be more effective when
consumers can connect the new message with pre-existing knowledge of the
brand. Research on product placement effectiveness has also shown that familiar
brands tend to elicit stronger cognitive and affective responses compared to
unfamiliar ones (Babin et al., 2021), which further explains why adoption exerts
a larger effect under conditions of high familiarity.

5.5. Three-Way Interaction Effect of Social Media
Influence, Brand Familiarity, and Advertising Adoption

(RQ5S)

Hypothesis 11 proposed that social media influence and brand familiarity interact
in a three-way manner with advertising adoption to affect brand image. The results
supported this hypothesis, showing that the positive impact of advertising
adoption on brand image was strongest when both brand familiarity and social
media influence were high. In other words, consumers who are already familiar
with a brand and who are also highly engaged in social media environments are
more likely to allow adoption of advertising messages to translate into favorable
brand perceptions. Conversely, when either brand familiarity or social media
influence was low, the strength of this pathway diminished significantly (Figure
9).

This finding demonstrates the combined power of internal knowledge structures
and external social validation mechanisms. Familiarity provides consumers with
cognitive resources to interpret and integrate advertising messages, while social
media influence amplifies these perceptions through peer approval and digital
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endorsement signals. When both are present, adoption becomes a more potent
driver of brand image. This observation supports the elaboration likelihood model
(Petty & Cacioppo, 1986), which suggests that persuasion is most effective when
central cues such as familiarity and prior knowledge align with peripheral cues
such as social influence and peer approval. It also extends research on electronic
word-of-mouth (Cheung & Thadani, 2012) by showing that social media not only
moderates direct relationships but also amplifies the role of brand familiarity in
shaping consumer evaluations.

This three-way interaction emphasizes the need to design placement strategies
that harness both brand familiarity and social media engagement. For established
brands, short-video placements can be crafted to encourage high levels of
interaction through shares, comments, or user-generated content, leveraging
familiarity while maximizing social endorsement. For emerging brands, managers
may need to first focus on building baseline familiarity through repeated exposure
or introductory campaigns before amplifying effects via social media influence.
The results suggest that the most effective placements are those that operate at the
intersection of familiarity and social validation, ensuring that adoption leads to
the strongest improvements in brand image.

6. CONTRIBUTION

6.1. Academic contributions

Social media product placement has grown in popularity as a means of connecting
with prospective buyers who can ignore traditional media advertisements (Liu et
al., 2015). This study contributes to the theoretical understanding of product
placement by responding to previous calls for a deeper exploration of how the
audience responds to the product placement messages (Liu et al., 2015). By
examining how viewers perceive advertising information embedded in product
placements, the study extends existing advertising and communication theories to
new media formats. As stated in the study's objective, this research aims to
investigate the effects of product placement in short video content on brand image,
specifically by examining how consumers perceive and interpret embedded brand
messages and how such perceptions contribute to enhancing brand image. This
research provides significant theoretical contributions to the literature review of
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the knowledge of product placement in the digital world, especially short video
content.

First, this study extends the theoretical application of the Information Adoption
Model, which was originally developed to examine how knowledge workers
adopt advice communicated through mediated channels. According to previous
studies by Van Reijmersdal et al. (2007), product placement seems to be an
effective marketing communication tool for influencing brand images in movies.
While TAM has traditionally been used to explore knowledge transfer in
computer-mediated environments, its application within the realm of short video
content and product placement has been underexplored. By employing IAM in
this context, the study provides a more comprehensive understanding of how
consumers process and adopt branded information embedded in short-form
videos. The core constructs of IAM argument quality and source credibility were
reconceptualized to reflect four critical antecedents relevant to short video
advertising: product relevance, emotional appeal, trustworthiness, and influencer
popularity. These factors were found to significantly influence the perceived
usefulness of embedded brand information. When consumers perceive such
information as useful, they are more likely to adopt it, which in turn positively
impacts their perception of the brand. Thus, the study not only enhances the
explanatory power of IAM but also demonstrates its relevance in understanding
how perceived usefulness mediates the relationship between product placement
characteristics and brand image formation in short video environments.

Second, the development of information and communication technology has led
to the emergence of online networks as important sources of information,
prompting extensive studies on users’ information adoption (Zhang et al., 2025).
Previous studies on users' intents to adopt information primarily utilize the
information adoption model, investigating the impacts of information and source
attributes from a cognitive perspective (Zhang et al., 2025). This study enhances
theoretical understanding by affirming the function of information adoption as a
mediation factor in the connection between perceived usefulness and brand image
in the short video context. This result is consistent with the findings of Mohamed
et al. (2023), who demonstrated the mediating effect of information adoption on
the relationship between information credibility and purchase intention. This
adoption process significantly influences their attitudes and intentions toward the
brand. An important indirect effect showed that knowledge adoption is the
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behavioral process via which consumers' utility assessments become positive
brand connections. This experiment shows that consumers must understand and
embrace the advertising message to change their brand perception, not only
perceived usefulness. By integrating this mediating process into the conceptual
framework, the study deepens the theoretical understanding of how persuasive
communication operates in short-form video marketing and emphasizes the
central role of information processing in shaping consumer behavior.

Third, the study offers new insights into the moderating role of social media
influence on the relationship between perceived usefulness and the adoption of
advertising by applying IAM and SIT. Normative social influence asserts that
individuals frequently imitate the conduct of others, particularly when driven by
the aspiration for social approval. In this study, the promotion of products by
social media influencers is shown to create behavioral uniformity among
followers, which in turn increases brand awareness and extends advertising reach.
Social media has fundamentally changed how people communicate and interact
in various areas of life (Park et al., 2017). Research has shown that information
obtained through social networks helps individuals acquire new knowledge and
identify opportunities. Park et al., 2017). Social influence on these platforms is
evident in the quantity of online connections users possess (e.g., friends or
followers) and their interaction with branded material (e.g., likes, shares,
comments), consistent with the research of De Vries et al. (2012) and Tong et al.
(2008). The moderating impact of social media influence highlights the
significance of social context in the efficacy of digital advertising and enhances
the theoretical comprehension of the interaction between informational and social
elements in influencing consumer behavior on short video platforms.

Fourth, by integrating the IAM and SIT, this study contributes to theory by
introducing brand familiarity as a moderating variable in the relationship between
advertising adoption and brand image. Informational social influence is the
inclination to accept others' information as truth, especially when they lack
understanding or want to lessen decision-making ambiguity. Brand familiarity is
a socially influenced informational cue that consumers use to assess brand
credibility and value based on shared cultural exposure, collective experiences,
and repeated endorsements from influencers or peers. Marti-Parreno et al. (2017)
demonstrated that familiar brands tend to be more easily retrieved from memory,
as consumers store richer and more accessible information about brands they
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recognize. When users encounter product placements featuring familiar brands in
short video content, they are more likely to adopt the advertising message, as the
brand is already anchored in their social and cognitive frameworks. This process
of adoption strengthens and improves the brand's image because familiarity builds
trust, lowers perceived risk, and strengthens positive brand connections. Viewers
are more likely to develop favorable impressions of brands embedded within
contexts they are already comfortable with, suggesting that familiarity deepens
emotional and cognitive engagement with the brand (Davtyan et al., 2020). Thus,
this study introduces brand familiarity as a moderator in the IAM framework and
extends Social Influence Theory by showing how personal experience and social
validation influence consumer responses in digital advertising contexts,
particularly those involving short-form video content.

Finally, the findings provide support for a three-way interaction effect in which
high social media influence and brand familiarity promote the strongest
relationship between advertising adoption and image. Traditional brand
processing models used media like TV, print, and radio for one-way
communication. In passive marketing, brand familiarity improved trust,
recognition, and cognitive comfort. Ads are judged by sophisticated, real-time
social indications, including likes, shares, comments, peer recommendations, and
influencer endorsements. Previous research indicates that individuals tend to
conform their beliefs to the dominant views expressed in comments, which
influences their willingness to accept or respond to the distributed information
(Waddell, 2017). Brands may pursue customer acquisition by engaging in social
media influence, such as gaining follows and likes and participating in discussions
through comments, which strategically align the brand with relevant topics and
other brands that have audiences closely resembling the target market. (Mohd
Hussain, 2019). Consumers often view highly engaged content as more credible,
which increases the likelihood of adopting the message and considering the brand.
Moreover, familiar brands hold a distinct advantage over unfamiliar ones, as
brand familiarity has been shown to enhance consumer attitudes toward both the
advertisement and the brand itself (Campbell & Keller, 2003). This familiarity
increases the likelihood that consumers will engage with the advertisement,
motivated by a desire to update or reinforce their existing knowledge of the brand
(Snyder & Stukas, 1999). Past research suggests that brand familiarity serves as a
moderating factor, strengthening the relationship between consumers’ attitudes
toward the advertisement and their subsequent attitudes toward the brand. Along
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these lines, we introduced a three-way interaction variable to clarify the
moderating effect between advertising adoption and brand image. Consumers are
more likely to adopt and internalize brand messaging when social media influence
1s high and the brand is already familiar conditions under which brand cues are
perceived as both socially validated and cognitively accessible, which can
enhance brand image. The findings extend previous research by demonstrating
that brand image is influenced not just by direct advertising effects but also by the
interaction of social media influence and the familiarity of the brand.

6.2. Practical contributions

Marketers must expand their comprehension of product placement's potential as
a strategic component of integrated marketing communications as it becomes
more significant (Morton & Friedman, 2002). As social media continues to grow
in popularity, it has emerged as a primary instrument for advertising and engaging
consumer attention. The brand image is an important factor affecting how
customers think of products and services. Consequently, providing promotional
content suitable to the appropriate audience and via the correct channels is
essential for organizations that aim to effectively position their brands. Marketers
must prioritize strategic factors to maximize their impact. This study has given
some practical contributions:

First, this study contributes by identifying key characteristics that make product
placements in short-form videos more effective. The research findings can help
advertisers better understand the effectiveness of product placement in short
videos on platforms like TikTok, Instagram Reels, or YouTube Shorts. These
include product relevance, emotional appeal, product influencer fit,
trustworthiness, and influencer popularity. Together, these elements form a
framework for designing impactful product placements that can significantly
enhance brand image. When these characteristics are present, viewers are more
likely to perceive the video content as useful and credible, increasing their
willingness to adopt the information presented. This perceived usefulness and
engagement not only improves ad adoption but also indirectly strengthens brand
image, as consumers associate the positive viewing experience with the brand
being featured. Over time, such behavior results in a more favorable brand image
in the minds of consumers.
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Second, the findings indicate that through social media influence, promotional
techniques like influencer endorsements, product placement in short-form video
content, and social media marketing can have a big impact on audience decision-
making. In addition to expending information, individuals who interact with
content by liking, sharing, or commenting are also more likely to internalize it.
Short videos are “convincing weapons” that draw in viewers and influence their
behavior when they become viral. Because it has been socially validated,
consumers may accept the information, believe it to be reliable, and use it to guide
their future purchases. Practically speaking, companies should contemplate
working with reputable social media influencers and using popular video formats
to convey the advantages of their products and brand values. They can enhance
audience engagement and increase the likelihood of information adoption.

Third, product placement in short-video formats represents a growing trend in
digital marketing that, when strategically executed, can effectively shape
consumer perceptions. To strengthen brand image, companies should design
placements that are subtle yet impactful, resonate with audience preferences, and
remain consistent with the brand’s core values. When viewers perceive the content
as useful or enjoyable, they are more likely to internalize the message, share it
with others, and form positive associations with the brand. Therefore,
understanding audience behavior and content preferences is essential for
designing short-form video content that strengthens brand identity through
increased ad adoption.

Four, consumers recall brand familiarity more easily, which increases their
likelihood of considering it during the decision-making process. This familiarity
creates a mental shortcut that allows consumers to process brand-related
information more efficiently, leading to higher levels of ad adoption and stronger
brand image formation. This means marketers can use brand familiarity in
advertising and content creation. Brands can stay in consumers' minds by
displaying logos, slogans, and product imagery via short-form video content and
other digital formats. To maximize effectiveness, marketers should balance
familiarity with creativity by integrating familiar brand cues into engaging and
contextually relevant content. This approach supports information adoption and
enhances the emotional connection between the brand and its audience, thereby
strengthening brand image and increasing long-term brand loyalty.
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Lastly, this research investigates the three-way interaction of social media impact,
brand familiarity, and advertising adoption concerning brand image, with
significant consequences for marketing practice. The results indicate that when
social media influence is significant and the brand is well-known, people are more
inclined to engage with advertising content, thereby improving the brand's image.
Therefore, advertising agencies, marketers, and brands should plan to integrate
social media campaigns with efforts to make and keep people familiar with the
brand, which helps to ensure that advertising content is not only visible but also
resonates with audiences who recognize and trust the brand. By putting these
things together, businesses may make their advertising more effective and
strengthen their relationships with customers.

7. CONCLUSION

In conclusion, this study establishes a comprehensive framework for examining
the influence of product placement in short-form videos on brand image. The
study found that key characteristics of product placement such as product
relevance, emotional appeal, influencer product fit, trustworthiness, and
influencer popularity positively affect brand image through the IAM. These
elements help integrate the product or service naturally into short video content,
enabling a more compelling and concise narrative. As a result, viewers perceive
the information presented in the video as relevant and useful. This perceived
usefulness enhances the effectiveness of product placement as a promotional
strategy, from that lead to enhancing the brand image. Moreover, by expressing
the mediating role of advertising adoption and the moderating effects of social
media influence and brand familiarity, the findings demonstrate how product
placement operates as a dynamic mechanism within digital marketing. More
importantly, the study provides evidence of a three-way interaction, showing that
social media influence strengthens the moderating effect of brand familiarity in
the relationship between advertising adoption and brand image. This emphasizes
the delicate relationship between individual adoption processes and contextual
factors in shaping consumer perceptions. The research extends the application of
the Information Adoption Model and Social Influence Theory to the context of
short-form video advertising, suggesting new insights into how consumers adopt
and respond to embedded promotional content. Practically, it identifies key
strategies for advertisers and marketers: designing product placements that
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enhance perceived usefulness, leveraging credible influencers, and targeting
audiences with strong brand familiarity to maximize effectiveness.

8. LIMITATION AND FUTURE RESEARCH

This study is not without limitation. First, this study focused exclusively on
Vietnamese social media users. While this context provides valuable insights into
a rapidly growing and dynamic market, it also limits the generalizability of the
findings. Consumer attitudes, cultural values, and media consumption behaviors
may differ significantly across countries. For example, audiences in Western
markets may respond differently to influencer credibility or emotional appeals
than those in Asian markets. Therefore, the framework developed in this study
should be validated in cross-cultural contexts to assess whether the relationships
identified hold consistently or vary depending on cultural factors. Such
comparisons would enhance both the theoretical robustness and the practical
applicability of the model.

Second, although the use of a two-wave time-lagged survey helped mitigate
common method bias, the data collection relied solely on self-reported measures.
Self-reporting may be influenced by respondents’ social desirability bias,
inaccurate recall, or subjective interpretation of survey items. This raises concerns
about the accuracy of the observed relationships. To strengthen validity, future
research could incorporate experimental methods like eye-tracking devices to
measure attention to product placements or behavioral data such as click-through
rates and engagement metrics. Combining self-reported perceptions with
objective behavioral measures would provide a more comprehensive
understanding of consumer responses to product placements.

Third, the study did not account for differences across product categories or
influencer types. The effectiveness of product placements may vary substantially
depending on whether the product is a luxury item, a necessity, or a low-
involvement good. Similarly, consumers may respond differently to endorsements
from micro-influencers compared to macro-influencers or celebrities. These
distinctions could shape perceived usefulness, advertising adoption, and
eventually brand image. Future studies should therefore investigate how product
category and influencer characteristics interact with placement strategies to
produce varied outcomes. Such analyses would refine the applicability of the
framework and provide more tailored guidance for marketers.
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APENDIX:
Table 18: Cronbach’s Alpha values for pilot study

Construct Cronbach's

alpha
Product relevance 0.810
Emotional appeal 0.769
Product influences fit 0.830
Truth-worthiness 0.835
Influencer popularity 0.906
Perceived usefulness 0.892
Ad adoption 0.860
Social media influence 0.870
Brand familiarity 0.726
Brand image 0.912
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APPENDIX A: Data Structure

Data Structure: First-Order Concepts — Second-Order Themes — Aggregate Dimensions
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APPENDIX B: Interview guide

Appendix B

Semi-Structured Interview Guide for
Viethamese Short-Form Video Content
Creators

Qualitative Phase * Gioia Methodology * NVivo 14 Analysis

Study Title Short-Form Video Product Placement, Brand Image, and Consumer Perception: A
Qualitative Study of Vietnamese Social Media Users

Research Design Inductive, interpretivist qualitative inquiry using the Gioia methodology

Participant Profile Vietnamese content creators aged 18—-35 who produce short-form video content
(TikTok, Instagram Reels, YouTube Shorts) and have engaged in at least one
brand collaboration or product placement

Interview Mode Semi-structured, individual, conducted via Zoom, Microsoft Teams, or in-person;
audio-recorded with written consent; estimated duration: 45—-60 minutes

Data Handling Recordings will be transcribed verbatim, anonymised with alphanumeric codes
(e.g., P01, P02), and imported into NVivo 14 for Gioia-based coding. Audio files
will be deleted within 48 hours of transcription.

Ethical Approval This study has received institutional ethical approval. Participation is entirely
voluntary, and participants may withdraw at any time without penalty.

Interviewer Instructions and Pre-Interview Protocol

The present interview guide has been developed to facilitate in-depth, semi-structured qualitative
interviews with Vietnamese short-form video content creators. It is designed in accordance with
the principles of the Gioia methodology (Gioia et al., 2013), which foregrounds informant-centric
language and treats participants as knowledgeable agents capable of generating theoretically
meaningful insights. Accordingly, interviewers are encouraged to follow the participant's narrative
rather than rigidly adhering to question sequence, and to employ the suggested probes flexibly to
elicit elaboration, clarification, and reflection.

Prior to commencing each interview, the interviewer shall: (a) introduce themselves and briefly
describe the purpose of the research in plain language; (b) confirm that the participant has read,
understood, and signed the Participant Information Sheet and Informed Consent Form; (c) obtain
verbal confirmation of consent to audio-record the session; (d) assure the participant that their
identity will remain confidential through the use of alphanumeric codes in all published materials;
and (e) remind the participant of their unconditional right to withdraw from the study at any point
without consequence.
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Note on language. Interviews may be conducted in Vietnamese or English according to the
participant's preference. When conducted in Vietnamese, transcripts will be translated into English
by the researcher prior to NVivo 14 analysis, and translated excerpts will be back-
translated by a bilingual colleague to verify accuracy. Participants are encouraged to respond in
whichever language they feel most comfortable using, and the interviewer shall not correct or
rephrase informant language during data collection, consistent with in-vivo coding principles (Gioia
et al., 2013).
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Section A: Content Creation Background and Digital

NMeodic 1

These opening questions are designed to establish rapport and to gather contextual information about each
participant's content creation history, platform preferences, and audience demographics. Responses will be coded
as first-order concepts relating to platform-mediated experience and creator identity. The interviewer should
allow the participant to speak freely and note any spontaneous references to brand relationships or audience

engagement.

Question 1.

Could you begin by telling me about your journey as a content creator
on platforms such as TikTok, Instagram Reels, or YouTube Shorts?
How did you start, and how has your content evolved over time?

Suggested probes:

* What platforms do you primarily use, and how long have you been active on each?
* How would you describe the type of content you create and the audience you have built?

* How many followers or subscribers do you currently have, and how do you think about that number

in relation to your work?

Question 2.

In your experience, how do short-form video platforms differ from
longer-format channels in terms of how you communicate with your
audience and how your audience responds to your content?

Suggested probes:

* Do you find that short-form video formats impose particular constraints on the messages you can
convey?

* How does the algorithmic recommendation system on TikTok or Instagram Reels shape the kind of

content you produce?

Question 3.

How would you describe your relationship with your audience? In
what ways, if any, do your followers influence the decisions you make
about the content you create or the brands you collaborate with?

Suggested probes:

* Can you give an example of a time when audience feedback changed the direction of your content

strategy?

* How do you gauge whether your audience trusts you and values what you share with them?
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Section B: Product Placement Practices and Brand
) atign (() i
This section explores how participants engage with product placement and brand collaboration arrangements.
Questions are designed to surface first-order concepts relating to advertising adoption, argument quality, and the
perceived usefulness of brand-integrated content. The interviewer should pay particular attention to language

participants use when describing the fit between their personal identity and the brands they promote.
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Question 4.

Could you walk me through what happens when you receive a brand
collaboration request or a product placement proposal? What factors
do you consider when deciding whether to accept or decline?

Suggested probes:

* How important is your personal familiarity with the brand or product before agreeing to a

collaboration?

* Have you ever declined a collaboration that offered attractive financial compensation? What were

your reasons?

* How do you negotiate with brands about the way the product is presented within your

content?

Question 5.

Once you have agreed to incorporate a brand or product into your
video, how do you decide what information to communicate about that
product to your audience?

Suggested probes:

* Do you conduct independent research about the product before creating the content, or do you rely

primarily on materials provided by the brand?

* How do you determine which product features or benefits are most relevant and useful for your

specific audience?

* In your view, what distinguishes high-quality product information from content that merely promotes
a brand?

Question 6.

How do you integrate a sponsored product or brand mention into your
short-form video content in a way that feels natural rather than
disruptive to your audience?

Suggested probes:

* What storytelling techniques do you use to embed brand messages within your video

narratives?

* Have you experimented with different approaches to product placement, and if so, which have

proven most effective?

* How do you use the specific features of short-form video, such as visual transitions, audio, or on-

screen text, to reinforce brand messages?
Question 7.
188



How do you approach the disclosure of sponsored content or paid
partnerships in your videos? What has shaped your current practice in
this regard?

Suggested probes:

* Have you noticed any difference in how your audience responds to content when you explicitly

disclose a brand partnership compared with when a product appears without disclosure?

* What are your thoughts on advertising disclosure regulations in Vietnam, and how do they influence

your content decisions?

Section C: Source Credibility and Audience Trust (Questions
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Questions in this section are directed toward understanding how creators perceive and actively construct their
credibility with audiences. Responses will be coded for first-order concepts relating to source trustworthiness,
perceived authenticity, and expertise attribution, which contribute to the second-order theme of source credibility

assessment within the Gioia analytical framework.

Question 8.

In your view, what makes a content creator credible in the eyes of
their audience, particularly when that creator is promoting a product or
service?

Suggested probes:

* Do you think there is a difference between being perceived as knowledgeable about a product and

being perceived as trustworthy in general? How do you navigate that distinction?

* How has your credibility with your audience changed over the course of your career as a creator?

Question 9.

How do you maintain a sense of authenticity with your audience when
you are producing content that has been commissioned or financially
supported by a brand?

Suggested probes:

* Can you describe a situation in which you felt tension between fulfilling a brand's

requirements and remaining honest with your audience?

» What strategies do you use to ensure that sponsored content reflects your genuine opinion or

experience with the product?

* How do your followers typically respond when they sense that a creator is promoting

something they do not personally believe in?

Question 10.

To what extent do you think your audience distinguishes between your
personal recommendations and content that you have been paid to
produce? How do you feel about that distinction?

Suggested probes:

* Have you ever received comments or messages from followers questioning the authenticity of your

brand collaborations? How did you respond?

* Do you think Vietnamese audiences have particular expectations regarding influencer honesty

or transparency compared with audiences in other countries?
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Section D: Perceived Usefulness and Audience Advertising

Adontian (ODuoctione 11_12)
This section examines how creators understand the usefulness of the content they produce from the perspective
of their audience, and how they interpret audience engagement as a signal of advertising adoption. The questions

aim to surface first-order concepts that may contribute to the second-order themes of content informativeness
and relevance, as well as purchase intention shift.
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Question 11.

When you create a video that features a brand or product, how do you
think about the value that the video provides to your audience beyond
the commercial message?

Suggested probes:

* How do you balance entertainment value with informational value in your product

placement content?

* Do you think your audience watches your sponsored videos primarily to be entertained, to be

informed about a product, or for some other reason?

Question 12.

How do you interpret audience responses, such as comments, shares,
saves, or direct messages, as indicators of how useful or persuasive
your product placement content has been?

Suggested probes:

* What engagement patterns do you observe after posting a sponsored video compared with organic

content?

* Have you ever received feedback suggesting that a viewer made a purchase or changed their

opinion about a brand after watching one of your videos? How did that make you feel?

* Do you use any analytics tools to measure the impact of your sponsored content, and what metrics

do you find most meaningful?

Question 13.

In your observation, what types of product placement content seem
most effective at moving Vietnamese audiences from passive viewing
to actively considering or purchasing a product?

Suggested probes:

* Do you think the short-form video format is particularly conducive to driving purchase
intention? Why or why not?
* Are there product categories or brand types that you believe resonate more strongly with Vietnamese

consumers through short-form video placement?

Section E: Social Influence, Peer Dynamics, and

Communitv Narme (ODuoctione 14_16)

This section explores how content creators understand their position within broader social influence networks

and how they perceive the role of peer dynamics in shaping their audience's response to product placement.
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Responses will be coded for concepts related to normative social pressure, viral engagement, and social proof,

which are key second-order themes in the analytical framework.
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Question 14.

How would you describe the social dynamics within the Vietnamese
short-form video community, particularly in relation to how creators
and audiences influence one another's perceptions of brands and
products?

Suggested probes:

* Do you think the opinions of other prominent creators in your niche influence how your own

audience receives your brand recommendations?

* Have you ever noticed that a product trend originating with one creator rapidly spread across

the Vietnamese TikTok or Instagram community?

Question 15.

In what ways do you think comments sections, duets, stitches, and
other community interaction features on short-form video platforms
amplify or diminish the impact of product placement content?

Suggested probes:

» Can you describe a specific example in which community interaction significantly shaped how your

audience responded to a brand collaboration?

* How do you manage negative comments or sceptical responses to your sponsored content?

Question 16.

How do you think about the role of social proof, such as high view
counts, many likes, or numerous positive comments, in convincing
your audience to trust and act upon your brand recommendations?

Suggested probes:

* Do you think Vietnamese consumers are more or less susceptible to social proof cues than

consumers you have observed in other markets?

* Have you ever deliberately engineered social proof signals for a brand collaboration, and if so,

how?

amiliarity, Brand Image, and Consumer
\

DL
Questions in this section examine how content creators understand the relationship between their content and
the brand perceptions held by their audience. Particular attention is paid to prior brand familiarity as a
moderating factor, the formation of brand image through repeated exposure, and the emotional connections that

audiences develop with brands featured in short-form video content.
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Question 17.

In your experience, how does your audience respond differently to a
well-known, established brand compared with a newer or less familiar
brand when each appears in your short-form video content?

Suggested probes:

* Do you think prior familiarity with a brand makes your audience more receptive to product

placement, or does familiarity sometimes reduce the novelty and impact of the content?

* How do you tailor your approach to introducing a lesser-known brand to an audience that has little

existing awareness of it?

Question 18.

How do you think your video content shapes or reinforces the image
that your audience holds of a particular brand? What aspects of short-
form video do you believe are most powerful in building or
transforming brand perceptions?

Suggested probes:

* Can you describe an instance in which your content noticeably shifted your audience's

perception of a brand, either positively or negatively?

* How important is the visual aesthetic, soundtrack, or editing style of a short-form video in

communicating a brand's personality to Vietnamese consumers?

Question 19.

How do you think about the emotional dimension of brand
communication in your content? In what ways do you attempt to foster
an emotional connection between your audience and the brands you
feature?

Suggested probes:

* Do you think Vietnamese consumers form stronger emotional attachments to brands through short-
form video than through other advertising formats such as television commercials or banner

advertisements?

* How does the parasocial relationship between creators and their followers influence the way

audiences emotionally engage with brands featured in creator content?

Section G: Reflective Closing (Question 20

The closing question invites the participant to reflect holistically on the themes discussed and to introduce any

perspectives or experiences that the preceding questions did not adequately address. This question is particularly
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important within the Gioia framework, as unanticipated informant perspectives often generate the most

theoretically generative first-order concepts.
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Question 20.

Reflecting on everything we have discussed today, is there anything
about your experience as a short-form video content creator working
with brands that you feel has not been captured, or that you believe is
important for this research to understand about the relationship
between content creation, product placement, and how Vietnamese
consumers perceive and connect with brands?

Suggested probes:

* Are there aspects of the Vietnamese digital media landscape or consumer culture that you think

outsiders often misunderstand in relation to how product placement works here?

* If you could suggest one change to how brands, platforms, or regulations approach product

placement in Vietnamese short-form video content, what would it be and why?

Post-Interview Protocol

Upon concluding the interview, the interviewer shall: (a) thank the participant sincerely for their
time and contribution; (b) provide a brief verbal summary of the topics covered and invite any final
comments; (c) confirm the participant's preferred contact method for the purpose of member
checking and transcript verification; (d) remind the participant that they will receive a
plain-language summary of the research findings upon completion of the study; and (e) ensure
the participant retains a copy of the Participant Information Sheet containing the researcher's
contact details and the institutional ethics committee contact for any concerns.

Table B.1

Summary of Interview Questions, Thematic Sections, and Associated Research Variables

o et e

A: Background Content creation journey and platform history Platform-mediated
consumer experience

2 A: Background Short-form vs. long-form platform affordances Platform-mediated
consumer experience

3 A: Background Creator-audience relationship and trust dynamics Source credibility;

social-media influence

4 B: Product Brand collaboration decision-making criteria Advertising adoption;
Placement brand familiarity

5 B: Product Information selection and content quality Argument quality;
Placement perceived usefulness
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B: Product Natural integration of brand messages Argument quality;

Placement advertising adoption
B: Product Advertising disclosure practices Source credibility;
Placement advertising adoption
C: Credibility Determinants of creator credibility Source credibility
C: Credibility Authenticity maintenance in sponsored content Source credibility;

advertising adoption
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10 | C: Credibility Audience perception of personal vs. paid content Source credibility;
social-media influence

11 | D: Usefulness Value creation beyond the commercial message Perceived usefulness;
argument quality

12 | D: Usefulness Engagement as a signal of advertising adoption Perceived usefulness;
advertising adoption

13  D: Usefulness Effective content types for purchase intention Perceived usefulness;
brand image
14 | E: Social Influence Social dynamics in the Vietnamese creator Social-media influence;
community advertising adoption
15 | E: Social Influence Community interaction features and their impact Social-media influence;

argument quality

16 | E: Social Influence Social proof and persuasion mechanics Social-media influence;
source credibility

17  F: Brand Image Familiar vs. unfamiliar brand audience response Brand familiarity; brand
image

18 | F:Brand Image Short-form video and brand image formation Brand image; perceived
usefulness

19 F:Brand Image Emotional brand connection and parasocial bonds | Brand image;

social-media influence

20 @ G: Closing Holistic reflective question and emergent themes All variables
(open-ended)

Note on References

This interview guide was developed with reference to the following methodological and substantive sources: Gioia, D. A.,
Corley, K. G., & Hamilton, A. L. (2013). Seeking qualitative rigor in inductive research: Notes on the Gioia methodology.
Organizational Research Methods, 16(1), 15-31. https://doi.org/10.1177/1094428112452151; Kvale, S., & Brinkmann, S.
(2009). InterViews: Learning the craft of qualitative research interviewing (2nd ed.). Sage; Creswell, J. W., & Poth, C. N.
(2018). Qualitative inquiry and research design: Choosing among five approaches (4th ed.). Sage; Magnani, G., & Gioia, D.
A. (2023). Using the Gioia methodology in international business and entrepreneurship research. International Business
Review, 32(2), Article 102097. https://doi.org/10.1016/].ibusrev.2022.102097, Eisend, M. (2009). A meta-analysis of humor in
advertising. Journal of the Academy of Marketing Science, 37(2), 191-203. https://doi.org/10.1007/s11747-008-0096-y;
Chaiken, S. (1980). Heuristic versus systematic information processing and the use of source versus message cues in

persuasion. Journal of Personality and Social Psychology, 39(5), 752—766.

APPENDIX C: Consent form
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Phiéu Thong Tin Ngudi Tham Gia &
Phieu BDong Y Tham Gia Nghién C&ru

Participant Information Sheet & Informed Consent Form

Tén dé tai Quang Céo Tich Hop Trong Video Ngén, Hinh Anh Thwong
Hiéu va Nhan Thirc Nguwoi Tiéu Dung: Nghién Ciru Dinh Tinh vé
Nguw¢i Dung Mang Xa Haoi tai Viét Nam

Study Title

Short-Form Video Product Placement, Brand Image, and Consumer

Perception: A Qualitative Study of Vietnamese Social Media Users

Nghién ctru sinh Kim Anh Dao — Nghién ctu sinh Tién si

Researcher Kim Anh Dao — PhD Candidate

Co sé& dao tao Tomas Bata University in Zlin, Faculty of Management and
Economics (FaME)

Institution

Email lién hé kim@utb cz

Contact Email

PHAN 1: PHIEU THONG TIN NGUOI THAM GIA

PART 1: PARTICIPANT INFORMATION SHEET

1. Loi Moi Tham Gia Nghién Ctu

1. Invitation to Participate

Ban dugc md&i tham gia vao mot nghién clu khoa hoc dang dugc thuc hién nhdm tim hiéu cach thic ngudi
séng tao ndi dung video ngdn tai Viét Nam tich hgp san phdm thuong hiéu vao ndi dung ctia ho, va cach thirc
qua trinh nay tac déng dén nhan thic, hinh anh thudng hiéu va quyét dinh tiéu dung cia khan gia. Trudc
khi quyét dinh tham gia, xin ban hdy doc k§ phiéu théng tin nay dé& hi€u ré muc dich nghién cltu, nhitng gi
dugc yéu cau tu ban, quyén Igi va quyén cua ban vdi tu cach la ngudi tham gia.
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You are invited to participate in a research study examining how Vietnamese short-form video content
creators integrate brand products into their content, and how this process influences audience
perceptions, brand image, and consumer decision-making. Please read this information sheet carefully

before deciding whether to participate.

2. Muc Dich Nghién Cttu

2. Purpose of the Research

Nghién citu nay nham khdm phd, théng qua phuong phap dinh tinh theo Phudng Phdp Gioia (Gioia et al., 2013),
cach thirc cac yéu té nhu chéat lugng lap luan, doé tin cady ciia ngudn théng tin, tinh hitu ich dugc nhan thirkc,
anh hudng xa hoi, mlc dd quen thudc vai thuong hiéu va hinh anh thudng hiéu dudc cdu thanh va thé
hién trong ndi dung video ngan trén cic nén tadng TikTok, Instagram Reels va YouTube Shorts tai thi trudng
Viét Nam. D{t liéu thu thap dudc s& dudc phan tich bang phdn mé&m NVivo 14 va gép phan xay dung mot
mé hinh ly thuy&t mai v& hanh vi tiéu diing ky thuat s& trong b8i cdnh Péng Nam A.

This study aims to explore, through the Gioia methodology (Gioia et al., 2013), how constructs such as
argument quality, source credibility, perceived usefulness, social influence, brand familiarity, and brand
image are constructed and expressed within short-form video content on TikTok, Instagram Reels, and
YouTube Shorts in the Vietnamese market. Data will be analysed using NVivo 14 to develop a grounded

theoretical model of digital consumer behaviour in Southeast Asia.

3. Tiéu Chi Tham Gia

3. Eligibility Criteria
P& du diédu kién tham gia nghién clfu nay, ban can dap (ng t&t ca cac tiéu chi sau:

To be eligible for this study, you must meet all of the following criteria:
Ttr 18 dén 35 tudi tai thoi diém tham gia phong van

Aged between 18 and 35 years at the time of the interview

La cbng dan hodc cu dan thudng tra tai Viét Nam
A citizen or permanent resident of Vietnam

Pang hoat déng nhff ngffGi sdng tao ndi dung trén it nhat mot trong cac nén tang: TikTok, Instagram
Reels, hodc YouTube Shorts

Currently active as a content creator on at least one of: TikTok, Instagram Reels, or YouTube

Shorts

P43 thuc hién it nhdt moét hop tac thffang hiéu, quang cdo cé tra phi, hodc tich hgp san phdm trong noi
dung video ngdn trong vong 12 thang qua

Has undertaken at least one brand collaboration, paid promotion, or product integration in

short-form video content within the past 12 months

Cé kha nang giao ti€p bang tiéng Viét hoac ti€ng Anh

Able to communicate in Vietnamese or English
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4. Quy Trinh Tham Gia

4. What Participation Involves

Néu ban ddng y tham gia, ban s& dffgc md&i tham du mét budi phong van ban ciu tric (semi-structured
interview) dién ra theo hinh thl(c cd nhan, riéng tff. Qua trinh tham gia bao gém céc bfféc sau:

If you agree to participate, you will be invited to take part in an individual semi-structured interview

conducted privately. The process involves the following steps:

Bfféc 1 — Xac nhan tham gia (trfféc phong van): Ky phi€u dong y va xac nhan da diéu kién tham gia.
Thdi gian: khoang 10 phut.

Step 1 — Consent (before interview): Sign the informed consent form and confirm eligibility.
Estimated time: approximately 10 minutes.

Bfféc 2 — Phdéng van chinh: M6t budi phdng van ban ciu tric kéo dai tir 45 dén 60 phut, dffgc
thuc hién qua Zoom, Microsoft Teams, hodc gap truc ti€p theo thda thuan.
Step 2 — Main interview.: One semi-structured interview lasting 45 to 60 minutes, conducted via

Zoom, Microsoft Teams, or in person by mutual agreement.

Bfféc 3 — Kiém tra ban ghi (member checking): Sau khi g& b&ng phéong van, ban s& nhan dffgc
ban ghi &m dffgc chuyén thanh v38n ban d& xem xét va chinh sira (néu can) trong vong 7 ngay.
Thai gian fféc tinh: 15 dén 20 phut.

Step 3 — Transcript verification (member checking): After transcription, you will receive a copy

of your transcript for review and amendment (if necessary) within 7 days. Estimated time: 15 to 20
minutes.

Bffdc 4 — Phan hdi két qua: Sau khi nghién clu hoan thanh, ban s& nhan dffgc ban tém tat két
qua béng ti€ng Viét néu ban mudn.

Step 4 — Results feedback: Upon completion of the study, you will receive a plain-language
Vietnamese summary of the findings if you wish.

5. Ruai Ro va Loi Ich

5. Risks and Benefits

Nghién clru nay dffgc danh gia I1a cé rui ro t8i thiéu. Khéng cé cu hoi nao lién quan dén thdéng tin ca
nhan nhay cam, sic khoe, tai chinh hay quan diém chinh tri. Tuy nhién, néu b4t ky cdu hdi nao khién
ban cdm thdy khong thoai mai, ban cdé quyén bd qua cau hdéi dé hodc dirng phdng van bat ky Idc nao ma
khéng can giai thich ly do.

This study is assessed as minimal risk. No questions concern sensitive personal information, health,
finances, or political views. However, if any question makes you feel uncomfortable, you have the right to

skip that question or discontinue the interview at any time without providing a reason.
Lgi ich truc ti€p: Tham gia gitp ban phan anh vé hoat dong sang tao ndi dung va chién Iffgc hgp tac thffong

hiéu ctia minh. Lgi ich gidn ti&p: K&t qua nghién clru s& déng gép vao hiéu biét hoc thuat va thuc tién vé tiép
thi k¥ thuat sé tai Viét Nam.
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Direct benefit: Participation provides an opportunity to reflect on your content creation practices and
brand collaboration strategies. Indirect benefit: Research findings will contribute to academic and

practical understanding of digital marketing in Vietnam.

6. Bao Mat va An Danh

6. Confidentiality and Anonymity

Toan bd théng tin ban cung cap sé dffgc bdo mat tuyét dgi. Danh tinh clia ban sé khong xudt hién trong bat
ky bdo céo, bai bao hay tai liéu nghién cru ndo. Thay vao d6, mdi ngffdi tham gia sé dffdc gdn mot ma sd &n
danh (vi du: P01, P02) trong toan bo qua trinh phan tich va cong b két qua.

All information you provide will be treated in strict confidence. Your identity will not appear in any report,
publication, or research document. Instead, each participant will be assigned an anonymisation code
(e.g., P01, P02) throughout analysis and publication.

File ghi am sé& dffgc m& hod va xoa vinh vién trong vong 48 gid sau khi hoan tit gd bang.

Audio recordings will be encrypted and permanently deleted within 48 hours of transcription

completion.

Ban ghi phong van va dir liéu nghién clru sé dffgc Iffu trir trén may chu dffgc ma hoa cua trffGng dai
hoc, chi nghién clru sinh va ngffgi giam sat dffgc phép truy céap.

Transcripts and research data will be stored on the university's encrypted server, accessible only
to the researcher and supervisor.

D{r liéu s& dffgc Iffu gilr t&i thi€u 5 ndm sau khi ndp ludn van, sau dé cdc mé dinh danh ca nhan sé& bi
tiéu huy theo dung quy dinh bao vé dir liéu.

Data will be retained for a minimum of five years following thesis submission, after which

personal identifiers will be destroyed in accordance with data protection regulations.

Khéng co thdéng tin nao du d& nhan dang ban sé& dffdc cdng bd trong bat ky hinh  thirc xudt ban nao,
k& ca luén van, bai bédo khoa hoc hay hdi nghi.
No information that could identify you will be published in any form, including the thesis, journal

articles, or conference presentations.

7. Tinh Twe Nguyén va Quyén Rat Lui

7. Voluntary Participation and Right to Withdraw
Viéc tham gia nghién clru nay hoan toan la tu nguyén. Ban khdéng bi ép budc phai tham gia va sé khéng bi bat

ky hau qua tiéu cuc nao néu ban tir chdi hodc rit lui. Ban c6 quyén rut lui khoi nghién clu bat ky 1Gc nao, k&
ca trong va sau khi phong van, ma khéng can dffa ra ly do. NéEu ban rat lui trffédc khi di liéu chia ban dffgc
nhap vao phadn mé&m NVivo 14, toan bd dir liéu lién quan dé&n ban s& bi xoa vinh vién trong vong 48 gid ké tir

khi nhan dffgc yéu cau rat lui cta ban.
Participation in this research is entirely voluntary. You will not be pressured to participate and will not

face any negative consequences if you decline or withdraw. You have the right to withdraw at any time,
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including during and after the interview, without giving a reason. If you withdraw before your data have
been entered into NVivo 14, all data relating to you will be permanently deleted within 48 hours of

receiving your withdrawal request.

8. Thoéng Tin Lién Hé

8. Contact Information

Nghién cwu sinh [Anh Dao Kim [kim@utb.cz]
(Researcher)

Ngwei hwéng dan
(Supervisor)

Ho6i déng Pao dirc

Nghién

cw
u (Research Ethics
Committee)

Néu ban ¢6 bat ky méi lo ngai ndo vé cach thire nghién ciru dwoc tién hanh va khéng muon lién hé truc tiép voi
nghién cuu sinh, ban co thé lién hé véi Hoi déng DPao dirc Nghién curu cua truong dai hoc theo dia chi trén. Moi

khiéu nai sé dwoc xir Iy mot cach bao mdt va nghiém tuc.
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Phu Luc C | Appendix C

PHAN 2: PHIEU PONG Y THAM GIA NGHIEN CcUU

PART 2: INFORMED CONSENT FORM
Xin luu ¥: Trude khi ky phiéu ddng ¥ nay, ban xac nhan rang
ban da doc va hiéu day du Phiéu Thong Tin Nguoi Tham Gia
(Phan 1). Néu ban c6 bat ky cau hoi nao, vui 10ng hoi nghién
ctru sinh trudce khi ky.
Please note: By signing this form, you confirm that you have read and fully understood the Participant

Information Sheet (Part 1). Please ask the researcher any questions you may have before signing.

Théng Tin Ngw®i Tham Gia

Participant Details

Ho va tén

Full Name (Tén nay chi dimg cho hé so dong ¥ — sé khong xudt hién trong nghién
curu)

Ma an danh P 0

Anonymity Code

Nén tang chinh TikTok Instagram Reels YouTube Shorts Khac / Other:

Primary Platform

Ngay phéng van / /

Interview Date

Xac Nhan Doéng Y — Xin danh d4u () vao mbi 6 bén duéi

Consent Confirmation — Please check () each box below
T6i d& doc va hi€u Phiéu Théng Tin Ngffsi Tham Gia (Phién ban 1.0) va da c6 du thsi gian dé can
nhéc viéc tham gia.

I have read and understood the Participant Information Sheet (Version 1.0) and have had sufficient

time to consider participation.

T6i hiu rang viéc tham gia 1a hoan toan tu nguyén va tdi cé thé rat lui bat ky IGc ndo ma khéng bj
anh hffédng tiéu cuc.

I understand that participation is entirely voluntary and that I may withdraw at any time without

negative consequence.

T6i d6ng y rdng budi phéng van sé& dffgc ghi &m vai muc dich g& bdng va phan tich, va téi hiéu rang file
ghi @m sé bi xo0a trong vong 48 gid sau khi hoan tat gé bang.
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1 agree that the interview will be audio-recorded for the purpose of transcription and analysis, and 1

understand that the audio file will be deleted within 48 hours of transcription completion.
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T6i hi€u rang thdng tin nhan dang ca nhan cua tdi sé dffgc thay thé bdng ma sd 8n  danh trong toan bd
tai liéu nghién clu va sé khéng dffgc cong bd dffgi bat ky hinh thic nao.

I understand that my personally identifying information will be replaced with an anonymisation

code in all research materials and will not be published in any form.

T6i hi€u rdng dir liéu cua téi sé& dffgc Iffu trf an toan trong t6i thi€u 5 ndm sau khi ndp luédn van va sé
chi dffgc str dung cho muc dich nghién clfu hoc thuat da dffgc phé duyét.

I understand that my data will be stored securely for a minimum of five years following thesis

submission and will be used only for the approved academic research purpose.

T6i ddng y tham gia kiém tra ban ghi (member checking) bang cach xem xét va phé duyét ban ghi
phong van cua to6i trong vong 7 ngay sau khi nhan dffgc.

[ agree to participate in member checking by reviewing and approving my interview transcript within

seven days of receiving it.
T6i hiéu rdng nghién clru nay da dffgc phé duyét bai Hoi ddng Dao dlc Nghién clru cha trffdng dai hoc
va dffgc ti€n hanh theo cic nguyén tdc dao dlc nghién clu véi con ngffdi.

I understand that this study has received approval from the university's Research Ethics Committee

and is conducted in accordance with ethical principles governing research involving human

participants.

T6i ddng y tham gia nghién clru nay.

1 agree to participate in this research study.

Pong Y B6 Sung (Khong Bat Budc)

Additional Optional Consent
T6i ddng y nhan ban tém tat két qua nghién clru bang tiéng Viét sau khi nghién cfu hoan thanh. Email

nhan két qua:

I agree to receive a Vietnamese-language summary of the research findings after completion. Email

for results:

T6i ddng y dé trich dan phong van &n danh cla t6i dffgc sir dung trong cac &n phdm khoa hoc phét sinh
tu nghién clru nay.
I agree for anonymised excerpts from my interview to be used in academic publications arising from

this research.

T6i sén sang dffdc lién hé lai cho moét budi phong v&n ngdn (t5i da 20 phut) néu can lam rd thém dif liéu
trong qua trinh phan tich.

I am willing to be contacted for a brief follow-up interview (maximum 20 minutes) if data

clarification is needed during analysis.
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Chit Ky

Signatures

Nguwoi Tham Gia / Participant Nghién Cttu Sinh / Researcher

Tén / Name: Tén / Name:
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Ngay / Date: / / Ngay / Date: / /

Nguoi Chirng Kién (néu phong van tryc tié€p) / Witness (if in-person interview)

Tén / Name:

Ngay / Date: / /

Luu y quan trong / Important Note:

P&i vai phdng van truc tuyén qua Zoom hodc Microsoft Teams, sy ddng y bang 18i ndi clia ngffdi tham gia sé& dffgc ghi &m vao dau budi phong van thay thé& cho chit ky trén phiéu nay.
Ngffdi tham gia s& xac nhan béng 18i rdng ho d& doc va hi€u Phiéu Théng Tin Ngffdi Tham Gia va ddng y tham gia nghién cltu. Xac nhan nay cling cé gia tri phap ly tffong dffang chir
ky theo quy trinh da dffgc H6i dong Dao di'c Nghién clu phé duyét.

For online interviews conducted via Zoom or Microsoft Teams, verbal consent from the participant will be audio -recorded at the beginning of the session in lieu of a written
signature. The participant will verbally confirm that they have read and understood the Participant Information Sheet and agree to participate. This verbal confirmation carries

equivalent legal standing to a written signature under the approved ethics protocol.

Xin gitk lai mét ban sao ciia phiéu ndy cho muc dich luu triv cd nhén. / Please retain a copy of this form for your personal records.
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APPENDIX D: Nvivo1l4 coding sheet
Phu Luc D | Appendix D
Bang Ma Hda NVivo — Phueng Phap Gioia

NVivo Coding Sheet — Gioia Methodology | First-Order Concepts Second-Order Themes Aggregate
Dimensions

Tén dw an NVivo SFVPP_Vietnam_Qualitative_v1.nvpx

NVivo Project Name

Nghién ctru Quang Céo Tich Hop Trong Video Ngan, Hinh Anh Thffong Hiéu & Nhan Thirc Ngffdi Tiéu Dung tai Viét Nam
Research Short-Form Video Product Placement, Brand Image & Consumer Perception in Vietnam

Giai doan ma hoa Vong 1 — Ma héa Bac 1 (Free Nodes) + Bac 2 (Tree Nodes) + Chiéu Kich Téng Hop

Coding Phase Round 1 — First-Order (Free Nodes) + Second-Order (Tree Nodes) + Aggregate Dimensions

Phan mém NVivo 14 (Lumivero, 2023) — Ma héa tha cong (Manual Coding Mode)

Software NVivo 14 (Lumivero, 2023) — Manual Coding Mode

Téng sb tham gia 23 ngffdi sang tao nodi dung video ngan (P01-P23) | 23 Vietnamese short-form content creators

Total Participants

Téng hang trong bang 35 vi du ma héa minh hoa (trich xuét tir tap dir liéu thwe) | 35 illustrative coding examples

Total Coded Rows

Céu Triic Node NVivo 14 — Phan Céip Ba Bic

NVivo 14 Node Hierarchy — Three-Level Structure
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Bang dudi day trinh bay cau tric phan cdp node (tree nodes) trong du an NVivo 14, phan anh ba bac phan tich cia Phudng Phap Gioia. Node Bac 3 (cha cua cha) la cac
Chiéu Kich T6ng Hgp; Node Bac 2 |a Cha Dé Ly Thuyét; Node Bac 1 1a M& In-Vivo tir ngédn ngif clia ngudi tham gia. / The table presents the hierarchical node structure
in NVivo 14, reflecting the three analytical levels of the Gioia Methodology.

Céap Node Loai Node NVivo | Tén Node (Chiéu Kich Téng Hop / Chu Bé Bac 2 Pwong Dan NVivo NVivo Path Bién Nghién Ctru Research
Node Level NVivo Node Type / Ma In-Vivo) Node Name Variable

Bac 3/L3 | Parent-of-Parent Relational Credibility & Information Quality \Nodes\Aggregate Dimensions\D1_Credibility_InfoQuality Source Credibility; Argument Quality
Node Perception

Cép Node Loai Node NVivo | Tén Node (Chiéu Kich Téng Hop / Chu Bé Bac 2 Bwong Dan NVivo NVivo Path Bién Nghién Ctru Research
Node Level NVivo Node Type / Ma In-Vivo) Node Name Variable

Bac 2 /L2 Parent Node (Tree) Perceived Influencer Authenticity \...\D1_Credibility_InfoQuality\Authenticity Source Credibility

Bac 1 /L1 Child Node (Free) Dung that sén pham / Genuine personal \...\Authenticity\genuine_product_use Source Credibility
use

Bac 1/L1 Child Node (Free) Khan gia phat hién quang cao gia / \...\Authenticity\audience_detection_fake_ads Source Credibility
Audience detection inauthentic ads

Bac 1/L1 Child Node (Free) Ttr chéi hop tac vi gié tri dao dirc / \...\Authenticity\ethical_brand_rejection Source Credibility
Declining on ethical grounds

Bac 1/ L1 Child Node (Free) BPam phan kich ban / Script negotiation \...\Authenticity\script_negotiation Source Credibility
authentic voice

Bac2/L2 Parent Node (Tree) Content Informativeness & Relevance \...\D1_Credibility_InfoQuality\Informativeness Argument Quality

Bac 1/ L1 Child Node (Free) Théng tin bé sung ngoai quéng céo / \...\Informativeness\supplementary_product_info Argument Quality
Supplementary product info

Bac1/L1 Child Node (Free) Loc nhan hang theo déi \...\Informativeness\audience_relevance_filtering Argument Quality
twong / Audience-relevance
filtering

Bac2/L2 Parent Node (Tree) Source Trustworthiness Assessment \...\D1_Credibility_InfoQuality\Trustworthiness Source Credibility

Bac 1/L1 Child Node (Free) Chuyén mén tich Iy / Accumulated domain | \...\Trustworthiness\accumulated_expertise Source Credibility
expertise

Bac 1 /L1 Child Node (Free) Chuén bj ky thuét truée hop tac / \...\Trustworthiness\technical_preparation Source Credibility

Technical pre-collab prep

Bac 3/L3 | Parent-of-Parent Socially Anchored Advertising Adoption \Nodes\Aggregate  Dimensions\D2_Social_AdoptionNorm Social Media Influence; Advertising

Node Adoption
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Bac2/L2

Bac1/11

Bac1/11

Bac2/L2

Bac1/11

Céap Node

Node Level

Parent Node (Tree) Peer Influence on Acceptance \...\D2_Social_AdoptionNorm\Peer_Influence Social Media Influence

Child Node (Free) Lan truyén qua mang xa héi than quen / \...\Peer_Influence\close_network_diffusion Social Media Influence
Close network diffusion

Child Node (Free) Hiéu trng nhém sau chia sé / Group \...\Peer_Influence\group_purchase_effect Social Media Influence
purchase effect

Parent Node (Tree) Normative Social Pressure \...\D2_Social_AdoptionNorm\Normative_Pressure Advertising Adoption

Child Node (Free) FOMO va xu hwéng 'hot' / FOMO trending \...\Normative_Pressure\FOMO_trending Advertising Adoption
pressure

Bac1/L1

Bac2/L2

Bac1/L1

Bac1/L1

Bac 3/L3

Loai Node NVivo Tén Node (Chiéu Kich Téng Hop / Chu Bé Bac 2 Pwong Dan NVivo NVivo Path Bién Nghién Ctru Research
NVivo Node Type / Ma In-Vivo) Node Name Variable
Child Node (Free) Tham chiéu nhém ngang hang / Peer \...\Normative_Pressure\peer_reference_group Social Media Influence
reference group pressure
Parent Node (Tree) Viral Engagement & Social Proof \...\D2_Social_AdoptionNorm\Viral_SocialProof Social Media Influence
Child Node (Free) S6 ligu tong tac nhw béng chiing xd héi/ | \...\Viral_SocialProoflengagement_metrics_proof Social Media Influence
Metrics as social proof
Child Node (Free) Comment mua hang nhw béng chirng xa \...\Viral_SocialProoflourchase_comment_proof Advertising Adoption

hoi/ Purchase comments as proof

Bac2/L2
Bac2/L2
Bac2/L2

Bac 3 /L3

Bac2/L2

Bac2/L2

Bac2/L2

Parent-of-Parent Brand Familiarity as Cognitive Anchor \Nodes\Aggregate Dimensions\D3_BrandFamiliarity Brand Familiarity
Node

Parent Node (Tree) Prior Brand Knowledge Activation \...\D3_BrandFamiliarity\Prior_Knowledge Brand Familiarity
Parent Node (Tree) Recognition-Based Evaluation \...\D3_BrandFamiliarity\Recognition_Eval Brand Familiarity
Parent Node (Tree) Brand Exposure Frequency Effect \...\D3_BrandFamiliarity\Exposure_Frequency Brand Familiarity
Parent-of-Parent Affective Brand Image Formation \Nodes\Aggregate Dimensions\D4_Brandimage_Affect Brand Image
Node

Parent Node (Tree) Emotional Connection to Brand \...\D4_Brandlmage_Affect\Emotional_Connection Brand Image
Parent Node (Tree) Brand Personality Attribution \...\D4_Brandimage_Affect\Brand_Personality Brand Image
Parent Node (Tree) Purchase Intention Shift \...\D4_Brandlmage_Affect\Purchase_Intention Brand Image
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Béac 3/L3 | Parent-of-Parent Platform-Mediated Consumer Experience \Nodes\Aggregate Dimensions\D5_Platform_Experience Perceived Usefulness

Node
Bac2/L2 Parent Node (Tree) Short-Form Video Affordances \...\D5_Platform_Experience\SFV_Affordances Perceived Usefulness
Bac 2 /L2 Parent Node (Tree) Algorithmic Content Discovery \...\D5_Platform_Experience\Algorithm_Discovery Perceived Usefulness
Bac 2 /L2 Parent Node (Tree) Immersive Viewing Experience \...\D5_Platform_Experience\lmmersive_View Perceived Usefulness; Brand Image
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Bing M Héa Chi Tiét — 35 Vi Du Minh Hoa

Detailed Coding Sheet — 35 Illustrative Coding Examples
Bang D.1

Bang ma hoa Gioia: Trich din gbc (Bac 1) Cha Dé Ly Thuyét (Bac 2) Chiéu Kich Tong Hop véi vi du
tr 23 nguoi tham gia. NC = Ghi cht; NP = Ma ngudi tham gia; * = Truong hop phui nhan (Negative
Case). / Gioia coding table: Raw quotes (1st-order) Theoretical Themes (2nd-order) Aggregate
Dimensions with examples from 23 participants. * = Negative case.

Ma NP P| Trich Dan Géc (Bac 1) Original Ma In-Vivo In-Vivo Chu bé Bac 2 Chiéu Kich Téng Hop | Bién Nghién | Ghi Cha Phan Tich / Memo (NVivo
articipa Quote (1st-Order Concept) Code (NVivo Free 2nd-Order Theme Aggregate Dimension | Clru Research Memo Link)

nt Node) (NVivo Tree Node) (NVivo Variable
Parent-of-Parent)

1 P03 "Minh ludn dung thir san pham it Dung that / Perceived Relational Credibility Source Creator explicitly links authenticity to
Dong 47 | nhat mét tuan trwée khi quay video. | Genuine personal | Influencer & Information Quality Credibility personal product testing; strong
Néu minh khéng that sw thich thi use Authenticity Perception marker of source credibility. Potential

minh sé tir chéi hop tac, du tién link to anti-commercialism attitude.

nhiéu dén dau.”

"I always try the product for at least a
week before filming. If | don't genuinely
like it, I'll turn down the collaboration, no
matter how much they pay.”
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P07
Dong 82

"Khan gia cta minh rat nhay. Ho biét

ngay khi minh dang quang cao ma
khoéng cé trai nghiém thwc. Minh da
tirng bi comment 'gia tao' va minh
khéng bao gi® mudn diéu dé xay ra
lai."”

"My audience is very perceptive. They

can tell immediately when I'm promoting
something | haven't experienced. | once

got comments calling me fake, and |
never want that to happen again.”

Khan gia phat
hién quang cao
gia / Audience
detection of
inauthentic ads

Perceived
Influencer
Authenticity

215

Relational Credibility
& Information Quality
Perception

Source
Credibility

Negative case: past authenticity
failure as a learning moment.
Audience  policing of creator
behaviour — important social
influence dynamic.



4

Ma NP P
articipa
nt

Dong 34

P11
Dong 59

P05
Dong 101

Trich Dan Géc (Bac 1) Original
Quote (1st-Order Concept)

"Video cia minh cung cap théng
tin chi tiét vé thanh phan, cach
dung, gia ca — nhirng thi*r ma nhan
hiéu khéng néi hét trong quang cao
chinh thirc."” "My videos provide
detailed information about ingredients,
usage instructions, and pricing —
things the brand doesn't fully cover in
their official ads."

"Minh chon nhan hang ma minh nghi
la phu hop vé&i d6i twerng khan gia
cta minh — 18 dén 25 tuéi, quan tam
dén skincare va lifestyle. Néu khéng
lién quan thi du tra bao nhiéu minh
ciing khong nhan."

"l only choose brands | think are relevant
to my audience — ages 18 to 25,
interested in skincare and lifestyle. If it's
irrelevant, | won't accept regardless of
the fee.”

"Minh nghi uy tin dén tir sw nhét
quan. Minh da lam vé beauty ba nam
rdi, va khi minh review san pham,
moi ngwi tin vi ho biét minh cé kién
thirc chuyén mén trong linh vwc
nay."

"l think credibility comes from
consistency. I've been in beauty for three
years, and when | review a product,
people trust it because they know | have
expertise in this area.”

Ma In-Vivo In-Vivo
Code (NVivo Free
|\ [eTe [}}

Théng tin bd
sung ngoai
quang cao /
Supplementary
product
information

Loc nhan hang
theo ddi twong /
A udience-
relevance brand
filtering

Chuyén moén tich
lay theo thei gian
| Accumulated

domain expertise

Chu bé Bac 2
2nd-Order Theme
(NVivo Tree Node)

Content
Informativeness
& Relevance

Content
Informativeness
& Relevance

Source
Trustworthiness
Assessment
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Bién Nghién
Ctlru Research
Variable

Chiéu Kich Téng Hop
Aggregate Dimension
(NVivo
Parent-of-Parent)

LCIEUTNEIRS NI Argument Quality
& Information Quality
Perception

LCIEUTIEIRS LI\ Argument Quality
& Information Quality
Perception

Source
Credibility

Relational Credibility
& Information Quality
Perception

Ghi Chu Phan Tich / Memo (NVivo
Memo Link)

Clear articulation of argument quality
— creator as information

intermediary.  Aligns  with IAM

construct of information usefulness.

Relevance as editorial criterion —
connects to argument quality through
audience-product fit. Could inform
second-order theme around content
gatekeeping.

Domain expertise as credibility
dimension —  consistent  with
Ohanian (1990) source credibility
model. Noteworthy: expertise is self-
reported.



Ma NP P | Trich Dan Géc (Bac 1) Original Ma In-Vivo In-Vivo
articipa Quote (1st-Order Concept) Code (NVivo Free
nt Node)

Chu bé Bac 2
2nd-Order Theme
(NVivo Tree Node)

Chiéu Kich Téng Hop
Aggregate Dimension
(NVivo
Parent-of-Parent)

Bién Nghién
Ctlru Research
Variable

Ghi Chu Phan Tich / Memo (NVivo
Memo Link)

"Minh khéng bao gi& ky hop déong Chuén bi ky thuat | Source FCIEUT GRS CLI A Source Credibility Pre-collaboration due diligence as
Dong 73 déc quyén v&i mot nhan hang néu trwéc hop tac / Trustworthiness & Information Quality credibility ~maintenance strategy.
minh chwa hiéu ré san pham. Khan Technical Assessment Perception Links to argument quality — creator
gia hoi rat nhiéu cau héi ky thuat — gr(:paration as verifier of brand claims.
efore

minh phai tra loi dwoc.”

"l never sign an exclusive contract with a
brand if | don't fully understand the
product. My audience asks very technical
questions — | have to be able to answer
them."”

collaboration

7 P09
Dong 28

Social Media
Influence

Peer Influence on
Acceptance

Lan truyén qua
mang xa hoi than
quen / Diffusion
through close
social network

"Khi minh thiy ban bé trong nhém
chat ciing chia sé video vé san
phdm d6, minh bat diu té6 mé.
Khéng phai chi vi creator néi tiéng
noéi ma con vi ngwei xung quanh
minh ciing dung." "When [ see friends
in my chat group also sharing videos
about that product, | start to get curious.
It's not just because a famous creator
mentioned it, but because the people
around me are also using it."

Socially Anchored
Advertising Adoption

Distinguishes between parasocial
(creator) and peer influence. Close
social network amplifies creator
endorsement — two-step flow of
communication.

P02 "Minh nhan ra réng san pham cua Hiéu &rng nhém Peer Influence on Socially Anchored RSQOEIRYE/E] Viral peer diffusion driving group
Dong 115 minh dwo'c mua nhiéu hon sau khi sau chiasé/ Acceptance Advertising Adoption Influence purchase behaviour —  strong
cac ban trong I&p cta khan gia bat Group purchase evidence of normative  social

dau chia sé video d6 v&i nhau. Mot
ngwei chia sé, ca nhém mua.”

"l noticed the product | featured got
more purchases after my viewers'
classmates started sharing the video
with each other. One person shares,
the whole group buys."

effect post-
sharing
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Ma NP P| Trich Dan Géc (Bac 1) Original Ma In-Vivo In-Vivo Chu bé Bac 2 Chiéu Kich Téng Hop Bién Nghién Ghi Chu Phan Tich / Memo (NVivo
articipa Quote (1st-Order Concept) Code (NVivo Free 2nd-Order Theme Aggregate Dimension | Ciru Research Memo Link)

nt Node) (NVivo Tree Node) (NVivo Variable
Parent-of-Parent)

"Mot s6 ban nhan tin héi minh 'chjoi | Tham chiéu nhém | Normative STIE WG I Bl Social Media Creator  perceives normative
Déng 66 ' ban em ciing diing cai nay, co that ngang hang / Social Pressure Advertising Adoption Influence pressure  operating on  their
sw toét khéng?' — cau héi dé cho Peer reference audience — important second-
minh théy rf?\ng ap lwc xa hodi dang group pressure person observation of social norms

dﬁy ho dén quyét dinh mua.” influencing advertising adoption.

"Some followers message me asking
‘Chi, my friend also uses this, is it really
good?'— that question shows me that
social pressure is pushing them toward
a purchase decision.”

10 P06 "® Viét Nam, néu san pham dang FOMO va xu Normative Socially Anchored [RACICLiNgle] FOMO as a Vietnamese Gen Z-
Doéng 44  'hot' trén TikTok thi moi nguw®i cam hwéng ‘hot' / Social Pressure Advertising Adoption Adoption specific driver of advertising adoption
thay minh can phai thu dé khong bij FOMO and — culturally grounded insight directly
lac hau. Pic biét 1a Gen Z — ho rét trending product from informant language. Flag for
SIO’ F6MO.:' ) ) pressure negative case check.

"In Vietnam, if a product is 'hot' on
TikTok, people feel they need to try it to
avoid falling behind. Especially Gen Z —
they are very afraid of FOMO."

11 P12 "Video minh dat 2 triéu lwot xem Sé liéu twong tac | Viral Engagement & Socially Anchored ESleezIRV/elE] Algorithmic amplification converts

Dong 90 | khong phai vi minh ndi tiéng ma vi nhw bang chirng | Social Proof Advertising Adoption Influence metric visibility into social proof —
coéng ddng TikTok bat dau duet va xa hoi/ important _ platform- '

stitch lai. Khi con sé d6 xuét hién, Engagement mediated mechanism. Intersects with

metrics as social Dimension 5.

moi ngw®i cho ring san pham dé
i ng gsanp Oroof

phai dang tha."

"My video reached 2 million views not
because I'm famous but because the
TikTok community started duetting and
stitching it. When that number appears,
people assume the product must be
worth trying.”
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13

14

Ma NP P | Trich Dan Géc (Bac 1) Original
Quote (1st-Order Concept)

articipa

nt

Dong 53

P04
Dong 38

P08
Dong 71

"Comment 'em ciing mua réi, thay
t6t 1am chij 0i' dwéi video ctiia minh
thuyét phuc ngwi xem tiép theo ho
n bat ky I&i nao minh néi trong
video." "Comments saying 'l bought it
too, it's really good!' under my video
convince subsequent viewers more than
anything | say in the video itself."

"Khi minh gi&i thiéu mét nhan hiéu
ma khan gia chwa biét, minh can
danh it nhat 30 giay dau tién dé xay
dwng bbi canh — nhan hiéu nay tr
dau, ho lIam gi. Néu la nhan quen roi
thi minh vao thang san pham dwegc."
"When | introduce a brand my audience
doesn't know, | need to spend at least
the first 30 seconds building context —
where this brand is from, what they do.
If it's already familiar, | can go straight
to the product.”

"Khi minh nhac dén mét thwong
hiéu ma khan gia da biét tir trwwérc,
phan *rng trong comment nhanh ho
n nhiéu

— ho tag ban bé ngay lap tirc vi ho
da c6 san ky trc vé nhan hiéu doé.”
"When | mention a brand my audience
already knows, the comment reaction is
much faster — they immediately tag
friends because they already have
existing memories of that brand."

Ma In-Vivo In-Vivo
Code (NVivo Free

Node)

Comment mua
hang nhw bang
chirng xa hoi /
Purchase
comment as
social proof

Xay dwng béi
canh nhan hiéu
m¢ei / Context-
building for
unknown brands

Kich hoat ky trc
thwong hiéu /
Brand memory
activation

Chu bé Bac 2
2nd-Order Theme
(NVivo Tree Node) (NVivo

Parent-of-Parent)

Viral Engagement &
Social Proof

Socially Anchored
Advertising Adoption

Prior Brand
Knowledge
Activation

Brand Familiarity as
Cognitive Anchor

Prior Brand
Knowledge
Activation

Brand Familiarity as
Cognitive Anchor
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Chiéu Kich Téng Hop
Aggregate Dimension

Bién Nghién
Ctlru Research
Variable

Advertising
Adoption

Brand Familiarity

Brand Familiarity

Ghi Chu Phan Tich / Memo (NVivo
Memo Link)

User-generated social proof in
comment sections as persuasion
mechanism —  creator clearly
distinguishes this from their own
endorsement power.

Creator explicitly strategies differ for
known vs unknown brands —
30-second threshold is an in-vivo
operational  definition of brand
familiarity effect.

Speed of audience response as
indicator of prior brand knowledge
— novel operationalisation
emerging from informant language.
Strong first-order concept.



15

16

17

Ma NP P
articipa
nt

P15
Dong 49

P20
Dong 84

P10
Doéng 62

Trich Dan Géc (Bac 1) Original
Quote (1st-Order Concept)

"Minh thay logo cua thwong hiéu X
xuéat hién moi noi trén TikTok. Khi
minh hop tac v&i ho, khan gia cua
minh khéng can minh giai thich nhiéu
— ho da nhéan ra ngay."

"l see brand X's logo everywhere on
TikTok. When | collaborated with them,
my audience didn't need much
explanation — they recognised it
immediately.”

"Nhirng nhan hiéu néi dia Viéet Nam
nhw X hay Y — khi minh gi&i thiéu,
khan gia da c6 san cam xuc tich cwc
vi ho thay ba me ho dung tir nhé.
Minh chi can két n6i san pham méi
vé&i ky rc d6."

"Vietnamese local brands like X or Y —
when | feature them, my audience
already has positive emotions because
they saw their parents using them from
childhood. I just need to connect the new
product to that memory."

"Minh da hop tac véi thwong hiéu
d6 ba lan trong sau thang. Pén lan
th ba, chi can nhin thidy mau sac
bao bi, khan gia ctia minh da nhic
dén san pham trong comment truéc
khi minh kip néi."

"I collaborated with that brand three
times in six months. By the third time,
just seeing the packaging colour, my
audience was already mentioning the
product in comments before | even
spoke."

Ma In-Vivo In-Vivo
Code (NVivo Free
Node)

Nhan dién tec thi
qua logo /
Immediate logo
recognition

Thwo'ng hiéu noi
dia va ky trc tudi
th / Domestic
brand nostalgia
memory

Quen thudéc qua
tiép xuc lap lai /
Familiarity
through repeated
exposure

Chu bé Bac 2
2nd-Order Theme
(NVivo Tree Node)

Chiéu Kich Téng Hop
Aggregate Dimension
(NVivo
Parent-of-Parent)

Recognition-
Based Evaluation

Brand Familiarity as
Cognitive Anchor

Recognition-
Based Evaluation

Brand Familiarity as
Cognitive Anchor

Brand Exposure
Frequency Effect

Brand Familiarity as
Cognitive Anchor
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Bién Nghién
Ctlru Research
Variable

Brand Familiarity

Brand Familiarity

Brand Familiarity

Ghi Chu Phan Tich / Memo (NVivo
Memo Link)

Ubiquitous TikTok presence creating
brand recognition prior to creator
endorsement — suggests brand
familiarity precedes and mediates
creator influence.

Intergenerational brand familiarity
specific to Vietnamese domestic
brands

— culturally distinctive first-order

concept with strong potential for
negative-case ...
Mere exposure effect clearly

articulated by creator — packaging
colour as conditioned trigger for

brand recognition. Strong
candidate for representative
quotati...



18

19

20

Ma NP P
articipa
nt

P13
Dong 77

P02
Dong 96

P16
Dong 41

Trich Dan Géc (Bac 1) Original
Quote (1st-Order Concept)

"Sau khi minh ding video vé nhan dé

5 1an, follower ctia minh bat dau tw
tag thwong hiéu vao comment ctia
nhirng video khac khéng lién quan
— tre 1a ho da két néi thwong hiéu
doé véi kénh cua minh."

"After | posted about that brand 5 times,

my followers started tagging the brand
in comments on completely unrelated

videos — meaning they had associated

that brand with my channel."

"Khan gia ctia minh néi ring khi
nhin thidy minh dung san pham do,

ho cam thay san pham 'c6 cam giac
sang' du gia khéng cao. Tirc Ia minh

da giap thwong hiéu nang tdm hinh
anh trong méat ho."”

"My audience says that when they see
me using that product, they feel it is
‘luxurious' even though the price is not
high. Meaning | helped the brand
elevate its image in their eyes."”

"Minh nhan thay riang sau khi hop
tac véi thwong hiéu X, nhiéu nguwoi
nhan tin néi 'em thay nhan dé gio
tré trung hon, hién dai hon'. Trwéc
doé ho nghi nhan dé gia va ci."

"l noticed that after collaborating with

brand X, many people messaged saying

‘that brand feels younger and more
modern now'. Before that, they thought
the brand was old and outdated.”

Ma In-Vivo In-Vivo
Code (NVivo Free
Node)

Lién két thwong
hiéu véi kénh
creator /
Brand-channel
association

Creator nang
tam hinh anh thw
ong hiéu /
Creator-mediated
brand image
elevation

Lam tré hoéa hinh
anh thwo'ng hiéu
/ Brand image
rejuvenation
through creator

Chu bé Bac 2
2nd-Order Theme
(NVivo Tree Node)

Brand Exposure
Frequency Effect

Emotional
Connection to
Brand

Emotional
Connection to
Brand
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Chiéu Kich Téng Hgp | Bién Nghién
Aggregate Dimension | Ciru Research
(NVivo Variable
Parent-of-Parent)
1Ll WSETO BT Brand Familiarity

Cognitive Anchor

GG STET RO EL W Brand Image
Formation

GGG STEN LR GET N Brand Image
Formation

Ghi Chu Phan Tich / Memo (NVivo
Memo Link)

Unprompted brand-channel linkage
by audience — suggests creation of
a brand node in audience memory
architecture. Theoretically rich for
brand familiarity model...

Creator explicitly

describes image-
transfer ~mechanism —  their
personal aspirational image

attributed to the brand. Connects
affect and perceived brand quality.

Longitudinal brand image shift —
before/after framing provides implicit

temporal comparison.
Strong qualitative
evidence for brand image

transformation through ...



21

22

Ma NP P
articipa
nt

P05
Dong 118

P18
Dong 57

Trich Dan Géc (Bac 1) Original
Quote (1st-Order Concept)

"Nhan hiéu nay cé personality phu
hop vé&i minh — nang dong, sang
tao, khong ngai thtr méi. Khi minh
gi¢i thiéu ho, khan gia khéng chi
nhin thiy san phdm ma nhin thay ca
phong cach séng."

"This brand has a personality that
matches mine — energetic, creative,
willing to try new things. When | feature
them, my audience doesn't just see the
product, they see a whole lifestyle."”

"Minh cha y réng cac thwong hiéu
nwéc ngoai khi muén tiép can giei
tré Viéet Nam thworng tim dén creator
c6 phong cach tré trung, tw do — vi
ho muén mang hinh anh dé sang
thwong hiéu cia minh."

"l notice that foreign brands wanting to
reach young Vietnamese consumers
often seek out creators with a youthful,
free-spirited style — because they want
to transfer that image onto their brand."

Ma In-Vivo In-Vivo
Code (NVivo Free
|\ [eTe [}}

Nhét quan ca tinh
thwo'ng hiéu va
creator /
Brand-creator
personality
congruence

Nhan hang nwéc
ngoai dung
creator dé ban dia
héa hinh anh /
Foreign brand
localisation
through creator

Chu bé Bac 2
2nd-Order Theme
(NVivo Tree Node)

Brand Personality
Attribution

Brand Personality
Attribution
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Chiéu Kich Tong Hop | Bién Nghién
Aggregate Dimension
(NVivo

Parent-of-Parent)

Variable

GGG OERIEW RGN Brand Image
Formation

GGG STEN LR GET N Brand Image
Formation

Ctlru Research

Ghi Chu Phan Tich / Memo (NVivo
Memo Link)

Brand personality congruence with
creator identity — Aaker (1997)
dimensions implicitly present.
Central mechanism of image transfer
in product placement.

Deliberate brand image localisation
strategy — foreign brand using
Vietnamese creator as cultural
image adaptor. Unique cross-cultural
brand image dimension for...



23

24

Ma NP P
articipa
nt

P03
Dong 103

P21
Dong 79

Trich Dan Géc (Bac 1) Original
Quote (1st-Order Concept)

"Sau video ctia minh, t6i thay link
san pham trong bio dwoc click hang
nghin lan trong 24 gi®. Nhwng diéu
quan trong hon la nhiéu ngw®i nhan
tin néi 'em khéng mua ngay nhwng
em di Iwu lai dé xem lai' — tirc 1a ho
dang can nhac."

"After my video, | saw the product link in
my bio being clicked thousands of times
within 24 hours. But more importantly,
many people messaged saying 'l didn't
buy immediately but | saved it to revisit' —
meaning they were actively considering
it."

"Video minh khéng thuyét phuc
ngw®i mua ngay — né thay déi cach
ho nhin san pham dé6. Ba tuan sau,
mot ban nhan tin 'hédm qua em thay
san pham dé trong siéu thi va em
nhé& dén video ctia chi nén mua'.”
"My video didn't persuade people to buy
immediately — it changed how they
perceived the product. Three weeks
later, someone messaged: 'yesterday |
saw that product in the supermarket and
remembered your video, so | bought it""

Ma In-Vivo In-Vivo
Code (NVivo Free
|\ [eTe [}}

Hanh vi lwu dé
xem lai nhw tin
hiéu y dinh mua/
Save-to-revisit
as purchase
intention signal

Anh hwéng tré
dén quyét dinh
mua / Delayed
influence on
purchase decision

Chu bé Bac 2
2nd-Order Theme
(NVivo Tree Node)

Purchase
Intention Shift

Purchase
Intention Shift

223

Bién Nghién
Ctlru Research
Variable

Chiéu Kich Téng Hop
Aggregate Dimension
(NVivo
Parent-of-Parent)

GGG OERIEW RGN Brand Image
Formation

GO STEN LRGN Brand Image
Formation

Ghi Chu Phan Tich / Memo (NVivo
Memo Link)

Save behaviour as intermediate
stage between awareness and
purchase — creator identifies a new
behavioural indicator of purchase
intention beyond direct convers...

Delayed purchase decision with
explicit attribution to creator video —
challenges assumption of immediate
conversion in  short-form  video
advertising. Important ...



26

27

Ma NP P| Trich Dan Géc (Bac 1) Original
Quote (1st-Order Concept)

articipa
nt

Dong 31

P11
Dong 55

P22
Dong 88

"Video 15 giay budéc minh phai chon:

hoac la théng tin, hoac la cam xuc.
Minh khéng thé lam ca hai. V&i san
pham ky thuat thi cwc ky khoé vi
ngw&i dung can nhiéu thong tin hon
15 giay cho phép.”

"A 15-second video forces me to
choose: either information or emotion. |
can't do both. With technical products
it's extremely difficult because users
need more information than 15 seconds
allows."

"TikTok cé tinh nang series video
cho phép minh chia san pham thanh
3-5 tap ngan. Minh dung Part 1, Part
2, Part 3 dé giir ngw®i xem va cung
cép da thong tin theo thei gian.”
"TikTok's series feature allows me to
split a product across 3-5 short
episodes. | use Part 1, Part 2, Part 3 to
retain viewers and deliver sufficient
information over time."

"For You Page cua TikTok that ra
rat théng minh — né hiéu khan gia
cta minh muén gi va day video cua
minh dén ding ngwi. Minh khéng
can phai chay quang cao néu noi
dung dua tét." "TikTok's For You Page
is actually very intelligent — it
understands what my audience wants
and pushes my videos to exactly the
right people. | don't need to run paid
ads if the content is good enough."”

Ma In-Vivo In-Vivo
Code (NVivo Free
|\ [eTe [}}

Gi&i han dinh
dang video ngan /
Short-form format
constraint on
information

Seri video nhw
giai phap cho giéi
han dinh dang /
Video series as
format constraint
workaround

Thuat toan nhw
coéng cu phan
phéi mién phi/
Algorithm as free
distribution tool

Chu bé Bac 2
2nd-Order Theme
(NVivo Tree Node)

Short-Form Video
Affordances

Short-Form Video
Affordances

Algorithmic Content

Discovery

224

Chiéu Kich Tong Hop | Bién Nghién
Aggregate Dimension
(NVivo

Parent-of-Parent)

Variable

Platform-Mediated Perceived
Consumer Experience [QUSE/gl=3]

Platform-Mediated Perceived
Consumer Experience QUSEI[gl22

Perceived

Platform-Mediated
Consumer Experience QRUSEI[gl8

Ctlru Research

Ghi Chu Phan Tich / Memo (NVivo
Memo Link)

Format constraint as a tension
between argument quality and
platform  affordance — directly
relates to perceived usefulness

ceiling imposed by short-form format.

Creative platform exploitation to

overcome argument quality
constraint

— creator-driven innovation within
platform affordances. Strong

practical implication.

Creator frames algorithm as a
benevolent partner rather than
opaque system — this attitude
shapes content strategy. Contrast
with negative cases where
algorithm...



Chu bé Bac 2
2nd-Order Theme
(NVivo Tree Node)

Bién Nghién
Ctlru Research
Variable

Chiéu Kich Téng Hop
Aggregate Dimension
(NVivo

Ma In-Vivo In-Vivo
Code (NVivo Free
|\ [eTe [}}

Ma NP P| Trich Dan Géc (Bac 1) Original
Quote (1st-Order Concept)

Ghi Chu Phan Tich / Memo (NVivo

articipa Memo Link)

"Minh ttrng bi giam reach dét ngot

Thuat toan

Algorithmic Content

Parent-of-Parent)

Platform-Mediated

Perceived

NEGATIVE CASE — Algorithm as

* Dong 96 | sau khi ding video c6 gan '#ad'. phan biét noi Discovery Consumer Experience RUSEV/gl=3] barrier  to  advertising  reach
TikTok dwong nhw han ché phan dung thwong contradicts positive algorithm
phéi néi dung thwong mai so v&i ndi mai / Algorithm framing in row 27. Important variation
dung thuan organic. Diéu nay anh diS(?rirr:ination for constant comparison; flags d...

2 A3 X A - 2 agains
ht’ro"r'ig trwc tiep den hiéu qua quang commercial
cao. content
"l once experienced a sudden drop in
reach after posting a video tagged '#ad".
TikTok seems to limit the distribution of
commercial content compared with
purely organic content. This directly
affects advertising effectiveness.”
29 P09 "Khi minh dang xem video mét Twéng twong Immersive Viewing Platform-Mediated Perceived Self-projection as mechanism of
Dong 43 | chiéc 4o va bdng thay minh twéng nhap vai trong Experience Consumer Experience QRS I[gl immersive experience —
twong minh dang mic né — doé 1a video ngan / phenomenologically rich first-order
lac san pham 'séng' trong tam tri. Immersive self- concept. Connects perceived

Video ngan tao ra trai nghiém nhap
vai ma TV khéng lam dworc."

"When I'm watching a video of a shirt
and suddenly imagine myself wearing it
— that's when the product 'lives'in my
mind.

Short-form video creates an immersive
experience that TV cannot achieve."

projection in
short-form video

225

usefulness to hedonic engagement
theory.



30 P14 "Video ngan x6a mé ranh giéi gitra Xéa me ranh Immersive Viewing Platform-Mediated Perceived Native advertising naturalness as

Dong 112 néi dung giai tri va quang cao. gi®i giai tri va Experience Consumer Experience RUSEV/gl=33] core platform affordance — creator
Ngw®i xem khdong nhan ra minh quang cao/ articulates  this as  deliberate
dang xem quang cdo — day la wu Blurring ente strateg‘y.. Rai§es ethical question re:
diém I&n nhat so v&i banner hay rtainment-adverti advertising disclosure...

pop-up truyén théng." "Short-form B ey

video blurs the boundary between
entertainment content and advertising.
Viewers don't realise they're watching an
ad — this is its biggest advantage over
traditional banners or

pop-ups.”

Ma NP P| Trich Dan Géc (Bac 1) Original Ma In-Vivo In-Vivo Chu bé Bac 2 Chiéu Kich Téng Hop | Bién Nghién | Ghi Cha Phan Tich / Memo (NVivo
articipa Quote (1st-Order Concept) Code (NVivo Free 2nd-Order Theme Aggregate Dimension | Clru Research Memo Link)
nt Node) (NVivo Tree Node) (NVivo Variable
Parent-of-Parent)

"Am nhac trong video ngéan rat Am nhac nhw Immersive Viewing Platform-Mediated Brand Image Audio-emotional ~ congruence  as
Dong 64 | quan trong. Khi minh chon trending | c6ng cu dinh hinh | Experience Consumer Experience brand image formation mechanism
sound phu hep v&i cam xtc caa cam xuc thwong — intersects Dimensions 4 and 5.
san pham, ngw®i xem cam nhan hi¢u / Music as Trending sound as cultural referent
san pham theo cam xuc cua bai brand emotion specific to Vietnamese TikTok...

nhac — day la cach minh dinh shaping tool

hinh brand feeling." "Music in short-
form video is very important. When |
choose a trending sound that matches
the emotional tone of the product,
viewers experience the product through
the emotion of the music — this is how |
shape brand feeling."”
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32

33

P23
Dong 71

P04
Dong 89

nt

"Minh da tir chéi mét hop déng I&n
vi thwo'ng hiéu dé tirng c6 scandal
vé méi trieong. Khan gia cta minh
rat quan tam dén sustainability —
néu minh nhan, minh sé mét long
tin cua ho."

"I turned down a major contract
because that brand had a previous
environmental scandal. My audience
cares deeply about sustainability — if |
had accepted, | would have lost their
trust.”

"C6 nhirng lic minh phai thwo'ng
lweng rat nhidu véi nhan hang. Ho
mudn minh néi nhirtng cau ma minh
thay qua 16, khong that. Minh luén
stra lai script dé giong néi giéng
minh hon, tw nhién hon."
"Sometimes | have to negotiate
extensively with brands. They want me
to say things | find exaggerated and
inauthentic. | always revise the script to
make it sound more like me, more
natural.”

Ma NP P| Trich Dan Géc (Bac 1) Original
articipa

Quote (1st-Order Concept)

T chéi hop tac Source

vi gia tri dao dirc | Trustworthiness
/ Declining Assessment
collaboration on

ethical grounds

Pam phan kich Perceived

ban dé bao toan Influencer

giong diéu / Script | Authenticity
negotiation to

preserve

authentic voice

Ma In-Vivo In-Vivo
Code (NVivo Free
Node)

227

Cha bé Bac 2
2nd-Order Theme
(NVivo Tree Node)

FCIEUT RS CLI NI Source Credibility Values-based brand rejection as
& Information Quality proactive credibility protection —

Perception emerging theme around ethical
selectivity as credibility maintenance.
Important for negative-...

REIEUTNEINSCCI AV Source Credibility Creator agency in resisting brand
& Information Quality narrative control — process-level

Perception insight into authenticity construction.
Rare access to backstage
negotiation dynamics.

Chiéu Kich Téng Hop
Aggregate Dimension
(NVivo
Parent-of-Parent)

Bién Nghién
Ctlru Research
Variable

Ghi Chu Phan Tich / Memo (NVivo
Memo Link)




34

*

35

P16
Dong 103

P10
Dong 47

"Minh nhan thay khi san pham
khéng phu hep vé&i tone mau sac
trong video ctia minh, khan gia cam
thay bi 'pha v& trai nghiém'. Ho
khéng comment vé san pham ma
comment 'video nay tréng la qua'."
"l notice that when a product doesn't
match the colour tone of my videos, my
audience feels the 'experience is
broken'. They don't comment on the
product, they comment 'this video looks
strange".”

"Minh khdng chi ban san phdm —
minh ban 'lifestyle’. Khi ngw®i xem
nghi dén minh, ho nghi dén mét
cudc sbng tré trung, ning dong,
thanh céong. Thwong hiéu nao phu
hop v&i hinh anh dé thi minh hop
tac.”

"l don't just sell products — | sell a
lifestyle'. When viewers think of me, they
think of a young, dynamic, successful
life. Whichever brand fits that image, |
collaborate with."

Béat hoa thAm my
lam gian doan trai
nghiém /
Aesthetic
dissonance
disrupting viewing
experience

Immersive Viewing
Experience

Creator nhw Brand Personality
ngw®i ban phong | Attribution

cach séng /

Creator as

lifestyle seller

228

Platform-Mediated Perceived
Consumer Experience RUSEV/gl=33]

GGG STE NG ETEN Brand Image
Formation

NEGATIVE CASE — Aesthetic
mismatch as product placement
failure mode. Visual brand-channel
congruence as necessary condition
for immersive experience
maintenanc...

Creator self-conceptualisation as
lifestyle curator — deeply tied to
parasocial relationship theory.
Strongest articulation of brand image
as aspirational ident...



MAiu Ghi Chii Phan Tich (Analytical Memos) — NVivo 14

Sample Analytical Memos linked to Coding Nodes

Trong NVivo 14, mbi node dudc lién k&t v3i mdt Memo phéan tich ghi lai ly do phan loai, lién k&t Iy thuyé&t va cac quyét dinh phan tich. Dudi day Ia ba vi du Memo minh
hoa. / In NVivo 14, each node is linked to an analytical memo recording the rationale for classification, theoretical connections, and analytical decisions. Three sample
memos are shown below.

Node: genuine product use (D1 Authenticity Genuine personal use)

Ma In-Vivo nay xuat hién & 14 trong 23 ngffoi tham gia (PO1, P02, P03, P05, P06, POS, P09, P11, P13, P14,
P16, P18, P20, P22). Su xuat hién véi tan suat cao (60.8%) goi y rang "dung that san pham" 13 chuan muc
dffoc chia sé rong rai trong cong déng creator tai Viét Nam, khong chi 1a dac diém cé nhan. Piéu nay co thé
phan anh ap lyc chuan muec tir khan gia Viét Nam, nhiing ngffoi dat ky vong cao vé tinh xac thuc. Can kiém
tra cac trffong hop pht nhan (negative cases): P07 va P19 bay t6 hoai nghi vé kha niang duy tri chudn muc nay
khi s6 1ffong hop tac ting.

This in-vivo code appears across 14 of 23 participants (60.8%), suggesting that 'genuine product use' functions as a shared normative expectation within the Vietnamese

creator community, not merely an individual characteristic. This may reflect audience-imposed credibility norms. Negative cases: PO7 and P19 express scepticism about
maintaining this standard as collaboration volume increases — flag for second-order theme revision.

Node: FOMO _trending (D2 Normative Pressure FOMO and trending product pressure)

Khai niém FOMO (Fear Of Missing Out) xuat hién mét cach tu phat trong ngdn ngit cia 9 ngffoi tham gia
ma khong dffoc goi y boi bat ky cau hoi nao. Pay la bﬁng chirng manh mé réng FOMO la mot dong luc noi tai
va dffoc nhan thirc rd rang trong hanh vi tiéu dung Gen Z tai Viét Nam. Can xem xét liéu FOMO hoat dong nhff
bién diéu tiét (moderator) hay bién trung gian (mediator) trong mé hinh 1y thuyét. Lién két 1y thuyét tiém
ning: Cialdini (1984) vé nguyén tic bang chirng xi hoi; Baumeister et al. (1994) vé nhu cau thudc vé
nhom.
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FOMO concept emerged spontaneously in the language of 9 participants without any prompting — strong evidence that FOMO is an internally recognised motivation in
Vietnamese Gen Z consumer behaviour. Theoretical question: Does FOMO function as moderator or mediator in the model? Potential links: Cialdini (1984) social proof
principle; Baumeister et al. (1994) need to belong.

Node: delayed purchase influence (D4 Purchase Intention Delayed influence on purchase)

Trffong hop P21 (Dong 79) cung cap bang ching vé anh hffong tré (delayed influence): ngffoi xem mua san
pham 3 tudn sau khi xem video, tai diém ban vat 1y, va truc tiép quy anh hffong cho video. Piéu nay thach thuc
gia dinh pho bién trong nghién ctru quang cdo sb rang tac dong cua ndi dung ngan 13 tic thi. Pay 1a khai niém
doc dao xuat hién trong dit liéu va can dffoc xem xét nhff mot thanh phan 1y thuyét mdi trong mo hinh tong
thé. Mtrc d6 bao hoa 1y thuyét: Chu dé nay xuat hién & 6/23 ngffoi tham gia

— chffa dat bdo hoa, cin tiép tuc thu thap dit lidu.

P21 (Line 79) provides evidence of delayed purchase influence: viewer purchases product 3 weeks after watching, at a physical retail point, and directly attributes
the decision to the video. This challenges the assumption that short-form content exerts immediate impact. Novel concept requiring consideration as a new theoretical
component. Theoretical saturation status: Appears in 6/23 participants — not yet saturated, continued data collection needed.
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Ghi Chi Pam Bio D$ Tin Cy Phan Tich

Analytical Rigor Notes

Nhat quan ma hoa (Coding Consistency)

Tét ca cac quyét dinh ma héa dffoc ghi lai trong Memo dinh kém v&i mdi node trong NVivo 14. Sau mdi 5 cudc phong
vén, bang ma héa dffgc xem xét lai dé dam bao tinh nhét quan. All coding decisions are documented in memos attached
to each NVivo 14 node. After every 5 interviews, the coding sheet is reviewed to ensure consistency.

Kiém tra bio hoa (Saturation Monitoring)

S6 Iffong ma moi xuét hién dffge theo ddi sau mdi vong ma hoéa. Bio hoa 1y thuyét dffoc xac nhan khi ba vong lién
tiép khong phat sinh node mdéi & bac Parent. New code emergence is tracked after each coding round. Theoretical
saturation is confirmed when three consecutive rounds yield no new Parent-level nodes.

Phan tich truong hop phu nhan (Negative Case Analysis)

Céc hang dffgc danh du (*) trong bang 1a trffong hop pht nhan — dif liéu méau thuin v6i xu hfféng chinh. Mdi trffong
hop phu nhan dffoc ghi chu chi tiét va tich hop vao qua trinh xay dyung Iy thuyét. Rows marked (*) are negative cases —
data that contradicts the dominant pattern and must be integrated into theory building.

Kiém tra ban ghi (Member Checking)

Sau khi hoan tit ma hoa béc 1, tom tit chu dé dffoc gui lai cho 5-7 ngffoi tham gia dé x4c nhan tinh chinh x4c cua cach
dién giai. After first-order coding, thematic summaries are returned to 5-7 participants for confirmation of interpretive
accuracy.

Tai liéu tham khao / References: Gioia, D. A., Corley, K. G., & Hamilton, A. L. (2013). Seeking qualitative
rigor in inductive research: Notes on the Gioia methodology. Organizational Research Methods, 16(1), 15-
31. https://doi.org/10.1177/1094428112452151 | Bazeley, P., & Jackson, K. (2013). Qualitative data analysis
with NVivo (2nd ed.). Sage. | Lumivero. (2023). NVivo 14 [Computer software]. https://lumivero.com

APPENDIX E: Questionnaire
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Dear Participant,

My name is Kim Anh Dao, and I am a PhD student at Tomas Bata University in Zlin,
Czech Republic. [ am conducting a study that examines the effects of product placement
in short videos on brand image.You are kindly invited to take part in this research by
completing a short questionnaire. Participation is voluntary, and the questionnaire is
anonymous all responses will be treated with strict confidentiality and analyzed only at
the aggregate level. The collected data will be used solely for academic purposes.

Your contribution is highly valuable, and I truly appreciate your cooperation.

If you have any questions or require further information about this study, please do not
hesitate to contact me.

Thank you very much for your time and support.

Sincerely,
Kim Anh Dao
PhD Student, Tomas Bata University in Zlin

Kinh giri nguoi tham gia,

T6i tén 1a Kim Anh Dao, hi¢n dang 1a nghién ciru sinh Tién si tai Pai hoc Tomas Bata &
Zlin, Cong hoa Séc. Toi dang thuc hién mdt nghién ciu nham dénh gia tac dong clia
viéc 16ng ghép san pham trong cac video ngan 1én hinh anh thuong hiéu.Ban vui 1ong
tham gia nghién ctru ndy bang cach hoan thanh bang cau héi ngén. Viéc tham gia 1a tu
nguyén va bang cau hoi dugc an danh. Moi cau tra 101 sé duoc bao mat tuyét dbi va chi
duoc phan tich & cép do téng hop. Dt li€u thu thap dugc s€ chi dugce sir dung cho muc
dich hoc thuat.Dong gép cua ban rat co gia tri va toi thuc su tran trong su hop tac ctia
ban.Néu ban c6 bat ky ciu hoi nao hodc can thém thong tin vé nghién ciru nay, xin vui
long lién hé vai toi.

Cam on ban rat nhiéu vi da danh thoi gian va su h tro.
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Dear Participant,
o Thank you for taking the time to participate in this survey on social media. I
sincerely appreciate your involvement.
« To help us match your responses across different parts of the study, we kindly ask
you to provide your email address. Please be assured that your information will
remain confidential and will only be used for research purposes.

Kinh gtri Nguoi tham gia,
« Cam on ban da danh thoi gian tham gia khdo sat nay trén mang xa hoi. T6i chan
thanh cam on su tham gia ctia ban.
« Dé gilp chiing t6i so sanh cu tra 1oi cta ban giira cic phan khac nhau ctia nghién
clru, vui 1ong cung cép dia chi email cua ban. Xin hiy yén tim ring thong tin ciia
ban s€& duoc bao mat va chi dugc st dung cho muc dich nghién curu.

Section 1: Screening section
Phan 1: Phan sang lgc
Question 1: Do you ever watch any short video online?
Cau hoi 1: Ban c6 bao gio xem video ngan truc tuyén khong?

Yes No
[ Co L] Khong
Question 2: Are you 18 years old or above
Cau héi 2: Ban di du 18 tudi chua?
Yes No
R 1 Khong

Question 3: How many days per weeks do you usually watch short video
in the past month ?

Cau hoi 3: Trong thang qua, ban thuong xem video ngin bao nhiéu ngay
mdi tuan?

1 to 2 days 3 to 4 days
Ll 1 dén 2 ngay [ 3 dén 4 ngay

2 to 3 days above 5 days
U 2 dén 3 ngay L1 trén s ngay

Question 4: Please provide your email address.
Question 4: Please provide your email address.

My email is:
Email cua to1 la:




Section 2: Demographic
Phdn 2: Nhén khau hoc

Gender (Gioi tinh)

Male Female

[] Nam L] Nir
Age (Tuéi)
[] 18-25 [ ]26-35 [] 36-49 [] 50-65

Education (Trinh dé hoc vin)

[1 High school (Trung hoc phé théng)
[[] Undergraduate (Dai hoc)
] Postgraduate (Sau dai hoc)

Number of hours using social media (to watch short video/ reels per day)
So gio su dung mang xa hoi (dé xem video ngan/video ngan moi ngay)

] <30mins (it hon 30 phut)
mins to 1 hours ut dén 1 gio:
[] 30mi 1 hours (30 phiit dén 1 gio)
our to 2 hours io dén 2 gio
[] 1h 2 hours (1 gio dén 2 gio)
[]  More than 3 hours (Hon 3 gio)

Watched short video/reels from (Pd xem video ngan tir)

[] Facebook [] Twister
[[] YouTube Shorts [ ] Instagram
[] TikTok

Watching short video clip/reel has become into a regular daily for me
Viéc xem cac doan video clip/video ngan da tro thanh thoi quen thuong
ngay cua toi.

) > 4 S
Strongly disagree | ) ( —) Strongly agree
Rét khong dong y L D S— L L Rat dong y
Disagree Neutral Agree

Khéng dong y Trung lap DPong ¥
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Before answering the following questions, please take a moment to recall
any short video(s) you have watched that included product placement (for
example, a product shown or mentioned as part of the storyline).Think
about how the product appeared within the video and how it was connected
to the story. Then, answer the questions below based on your memory of
that experience.

Trudc khi tra 1oi cdc cdu hoi sau, vui long danh chit thoi gian dé nhé lai
bdt ky video ngdn ndo ban dd xem cé chén san pham (vi du: san phdm
dwoc hién thi hodc nhdc dén nhu mot phcfn cia cot truyén). Hay nghi vé
cach san pham xudt hién trong video va cdch né két néi véi cau chuyén.
Sau dé, hdy tra loi cdc cdu hoi bén dwéi dwa trén ky e ciia ban vé trdi
nghiém do.

Section 3: Product Pl'acement and Perceived usefulness
Phan 3: Vi tri san phdm va tinh hiru ich dwgc nhan thirc
Product relevance (Mic d¢ phit hop ciia sin phim)

I think the product fits within the story well.
T6i nght san pham nay rat phu hop voi cau chuyén.

1 2 3 - 5
Strongly disagree Strongly agree
Rat khéng dong ¥ - Rat dong ¥
Disagree Neutral Agree
Khoéng dong v Trung 1ap Dong ¥

I think it made sense to have the product included in the story.
T6i nghi viéc dua san pham vao cau chuyén la hop ly.

1 2 3 4 5
Strongly disagree Strongly agree
Rat khong dong ¥ - Rat dong ¥
Disagree Neutral Agree
Khéngdong ¥  Trung lap Dong y

[ feel the inclusion of the product in the story was appropriate.
Toi cam thdy viéc dwa san pham vao cdu chuyén la phu hop.

1 2 3 B 5
Strongly disagree Strongly agree
Rat khéng dong ¥ - Rat dong ¥
Disagree Neutral Agree
Khong dongy  Trung lap bong y
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Emotional Appeal (Stec hip dén cdm xiic)

After seeing the short video, I had intense feelings.
Sau khi xem doan video ngan, téi co nhitng cam xtic manh liét

1 2 3 -+ 5
Strongly disagree Strongly agree
Rét khong dong ¥ . Rt dong
Disagree Neutral Agree
Khéng déng ¥ Trung lap Déng ¥

I was emotionally attracted by the key message of the short video.
T6i bi thu hut boi thong diép chinh cua doan video ngan.

1 2 3 - S5
Strongly disagree Strongly agree
Rit khéng dong ¥ - Rat dong y
Disagree Neutral Agree
K.héng dc')ng _\"' Trung ]ép Déng ‘\"'

The emotional aspect of this ad leads me to like the short video
Khia canh cam xuc cua quang cao nay khién toi thich doan video ngan nay.

1 2 3 4 5
Strongly disagree Strongly agree
Rit khéng déng ¥ : Rét dong ¥
Disagree Neutral Agree
Khéng dongy  Trung ldp Déng ¥

Product influencer Fit (Mirc d dn khop giita san pham va ngwoi anh huéng)

The pairing of the influencer with the product is natural.
Su ket hop gitta nguoi co suc anh huong va san pham tu nhién.

1 2 3 4 5
Strongly disagree Strongly agree
Riét khéng déng ¥ - Rat dong ¥
Disagree Neutral Agree
Khéngdong ¥  Trunglap  Dong¥

The product's image matches well with the image of the influencer.
Hinh anh cua san pham phu hop voi hinh anh cua nguoi co svc anh huong.

1 o 3 B 5
Strongly disagree Strongly agree
Rat khong dong ¥ - B Rat dong ¥
Disagree Neutral Agree
Khéngdongy  Trung lap bongy
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The product is highly appropriate for the influencer.
San pham rat phu hop voi nguoi co suc anh huong.

1 2 3 - 5
Strongly disagree Strongly agree
Riét khéng dong ¥ : — Rét dong ¥
Disagree Neutral Agree
Khéng dongy  Trung ldp bongy
Trustworthiness (Tinh dang tin cay)
The short video is sincere.
Video ngan chan thanh.
1 2 3 4 5
Strongly disagree | | Strongly agree
Rét khong dong ¥ : — Rét dong ¥
. Disagree Neutral Agree
Khong dongy  Trung lap Dong y
The short video is persuasive.
Video ngan co swc thuyeét phuc.
1 9 3 -+ 5
Strongly disagree | | Strongly agree
Rit khong dong - — Rat dong ¥
. Disagree Neutral Agree
Khongdongy  Trung ldp Dong ¥
The short video is reliable
Video ngan dang tin cay
1 2 3 - 5
Strongly disagree | | Strongly agree
Rét khong dong ¥ : Rét dong ¥
Disagree Neutral Agree
Khong dongy  Trung lip bongy

Influencer Popularity (Sw néi tiéng ciia ngwoi cé anh hwong)

The influencer is famous.
Nguoi co siec anh huong rat noi tieng.

1 s, 3 + 5
Strongly disagree Strongly agree
Rit khéng dong ¥ ' Rit dong ¥
Disagree Neutral Agree
Khong dongy  Trung lap Déng ¥

The influencer has a lot of followers.
Nguoi co swec anh hwong co rat nhiéu nguoi theo doi.

1 2 3 - 5
Strongly disagree || Strongly agree
Rat khong dong ¥ - Rat dong ¥
Disagree Neutral Agree
Khéngdongy  Trung lap bong ¥

237



The popularity of influencer is increasing.
Do pho bién cua nguoi co sicc anh huwong dang ngay cang tang.

1 2 3 + 5
Strongly disagree | | Strongly agree
Rét khong dong ¥ - S Rat dong ¥
Disagree Neutral Agree
Khéng déng ¥ Trung 13p Déng ¥

The influencer video has a lot of comments under each published video.
Video cua nguoi co suc anh hwong co rat nhiéu binh lugn dudi moi video duoc

déng tdi.
1 2 3 4 >
Strongly disagree | | Strongly agree
Rét khong déng ¥ : Rét dong ¥
Disagree Neutral Agree
Khéngdongy  Trung ldp Déng ¥

Perceived usefulness (Nhdn thirc vé tinh hitu ich)

The information provided by the influencer in short video is valuable.
Thong tin do nguoi co sirc anh huong cung cap trong video ngan rat co gia tri.

1 2 3 4 5
Strongly disagree | | Strongly agree
Riét khong déng ¥ , Rét dong ¥
Disagree Neutral Agree
Khéngdéng ¥ Trunglip  Dong¥

The information provided by the influencer in short video is informative.
Thong tin do nguoi anh hudng cung cap trong video ngan mang tinh cung cap kién

thirc
1 2 3 - 5
Strongly disagree Strongly agree
Rat khong dong ¥ - S Rat dong ¥
Disagree Neutral Agree
Khong déng ¥  Trung lap bong ¥

The information provided by the influencer in short video is helpful.
Thong tin do nguoi ¢6 strc anh hudng cung cap trong video ngdn rat hitu ich.

1 2 3 + 5
Strongly disagree Strongly agree
Rét khong dong ¥ : — Rét dong ¥
Disagree Neutral Agree
Khéng dong ¥ Trung 13p Déng ¥
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Section 4: Ad Adoption
Phan 4: Sw chdp nhin quing cdo
I agree with the information in the short video.
T6i dong y véi thong tin trong video ngan.

1 2 3 -+ 5
Strongly disagree || Strongly agree
Rat khong dong v - Rat dong ¥
Disagree Neutral Agree
Khong dongy  Trung lap bongy

I rely on that information in the short video adverting for future purchase.
161 duwa vao thong tin trong video quang cao ngan do dé mua hang trong twong lai.

1 2 3 - 5
Strongly disagree | | Strongly agree
Rat khong dong ¥ - Rit dong ¥
Disagree Neutral Agree
Khéngdongy  Trung lap bongy

Section 5: Social media influence
Phin 4: Anh hwéng ciia mang xi hi
The most products recommended in the short-video platform are accepted and like
by the majority of users, so I will also accept.
Hau hét cdac san pham dwoc dé xudt trén nén tang video ngan déu dwoc da s6
nguoi ding chdp nhdn va yéu thich, vi vy téi ciing sé chdp nhan.

1 2 3 - 5
Strongly disagree Strongly agree
Rat khéng dong v - Rét dong ¥
Disagree Neutral Agree
Khéng dongy  Trung ldp Dong ¥

[ will follow the views of other viewers (comments by viewers) to accept the
product in this ad.
T0i sé theo doi quan diém ciia nhitng ngu"O’z xem khac (binh ludn cua nguoi xem)
dé chap nhdn san pham trong qudng cdo nay.

1 2 3 + 5
Strongly disagree Strongly agree
Rét khong dong ¥ - Rét dong ¥
Disagree Neutral Agree
Khéng déng ¥ Trung 13p Dong ¥

Section 6: Brand familiarity
Phin 6: Su quen thugc clia thwong higu

I know well the brand of this influencer recommendation.
101 biét ro thwong hiéu cua loi gioi thiéu tur nguoi co siec anh huong nay.
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Strongly disagree Strongly agree
Rat khong dong ¥ - Rat dong ¥
Disagree Neutral Agree
Khong dongy  Trung lap Dong ¥

I am very familiar with the brand of this influencer recommendation.
T0i rat quen thuoc voi thwong hiéu cua loi gioi thieu tu nguoi co suc anh huong

nay.
1 2 3 - 5
Strongly disagree — | Strongly agree
Rat khéng dong ¥ - Rat dong y
Disagree Neutral Agree
Khéng dong ¥  Trung lap bong ¥

Section 7: Brand Image
Phén 6: Hinh dnh thwong hiéu
I think that this brand is friendly.
To1 nghi thuong hiéu nay than thién.

1 2 3 -+ 5
Strongly disagree | | Strongly agree
Riét khong dong ¥ - — Rat dong ¥
Dlsagee Neutral Agree
Khéngdongy  Trung ldp Dong y
I think that this brand is modern.
T61 nghi thuong hi€u nay hién dai.
1 2 3 + 5
Strongly disagree Strongly agree
Rat khong dong - Rat dong ¥
stagrge Neutral Agree
Khong dongy  Trung lap bong ¥

I think that this brand is useful.
T61 nghi thuong hi¢u nay hiru ich.

1 9 3 4 5
Strongly disagree | | : ; Strongly agree
Rat khéng dong ¥ - g Rat dong ¥
Disagree Neutral Agree
Khéngdongy  Trung lap bong ¥

I think that this brand is popular
To1 nghi thuong hi¢u nay pho bién.

1 2 3 + S
Strongly disagree Strongly agree
Rit khéng déng ¥ - — Rat dong ¥
Disagree Neutral Agree
Khéngdéngy  Trunglip  DPéngy

Thank you for your participation
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