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Abstract—The rapid growth of short-form video
marketing has transformed how brands engage
Generation Z consumers. However, despite the
widespread adoption of Brand-Generated Content (BGC),
little is known about which content characteristics
effectively build consumer trust and stimulate purchase
intention among this highly skeptical demographic. This
study investigates the effects of credibility,
informativeness, and entertainment on consumer trust
and purchase intention using a stimulus-based survey of
157 Generation Z motorcycle users in the Greater Jakarta
area. Data were analyzed using Partial Least Squares
Structural Equation Modeling (PLS-SEM). The results
reveal that credibility and entertainment significantly
enhance both consumer trust and purchase intention, with
consumer trust acting as a partial mediator of these
relationships, as both dimensions retain significant direct
effects on purchase intention alongside their indirect
effects through trust. In contrast, informativeness shows
no significant effect on either outcome. One plausible,
though tentative, explanation is an information overload
dynamic, in which excessive functional detail in short-form
BGC may disrupt the format's persuasive appeal;
however, this study did not directly measure cognitive
load, and the interpretation should be treated as
exploratory. These findings suggest that informativeness
should not be assumed ineffective, but may instead be
more suitable for later stages of the customer journey
through a content funneling approach that aligns
information depth with consumers' evolving needs. This
study contributes to the growing literature on short-form
video marketing by extending the understanding of trust
formation among Generation Z and offering actionable
implications for digital marketing strategy, while
acknowledging the limitations posed by its purposive
sample and single-stimulus design.
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I. INTRODUCTION

The digital landscape has fundamentally shifted
consumer behavior, particularly with the rise of
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Generation Z. Social media platforms have evolved from
mere networking sites to primary sources for lifestyle
inspiration and brand search [1]. Furthermore, as a
demographic with increasing buying power [2], [3], Gen
Z dominates social media platforms, such as Instagram
and TikTok, where short-form videos have become the
primary medium for information and entertainment [4].
Concurrently, the Indonesian automotive industry has
seen a significant evolution due to the increasing volume
of motorcycles [5], which has led to a rising demand for
advanced aesthetic and protection services, specifically
premium motorcycle salons. To capitalize on this growth
and secure long-term digital presence, these salons
heavily rely on Brand-Generated Content (BGC) through
short-form videos [6], [7], [8].

However, deploying BGC to this specific demographic
presents a unique challenge in earning their trust [9].
Generation Z possesses a high degree of persuasion
knowledge, making them inherently skeptical of
corporate promotional motives and naturally inclined
towards the perceived authenticity of User-Generated
Content (UGC) [10]. For BGC to effectively drive purchase
intention, it must first successfully navigate this
skepticism to build consumer trust [11], [12]. Previous
studies have shown that short video content attributes,
such as credibility, informativeness, and entertainment,
influence consumer attitudes, particularly trust, and
ultimately drive purchase intention [11], [13], [14].
Furthermore, a theoretical gap exists regarding how
specific video dimensions achieve this. While some
studies, such as Luo et al. [12] and Mustafi and Hosain
[15], argue that entertainment significantly builds trust,
Ghenie et al. [11] found it to be insignificant. To address
this gap and the practical challenges in the motorcycle
salon industry, this research investigates how the specific
characteristics of brand-generated short video content
can effectively build consumer trust and stimulate
purchase intention among Generation Z consumers.
Specifically, this study aims to answer three research
questions: (1) How does brand-generated short video
content influence purchase intention? (2) How does it
influence consumer trust? and (3) Does consumer trust
mediate the relationship between brand-generated short
video content and purchase intention?
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Il. LITERATURE REVIEW

Purchase intention represents a consumer’s tendency
and desire to buy a specific product or service, shaped
by their prior experiences, satisfaction, and emotional
attitudes [16]. Grounded in the Theory of Planned
Behavior, it serves as the most direct predictor of actual
behavior, indicating that higher intention significantly
increases the probability of an actual purchase
transaction [17]. Furthermore, it acts as a reflection of a
consumer’s planned future actions, bridging the gap
between their internal beliefs and tangible purchasing
decisions [18].

Consumer trust is defined as a strong belief and
positive expectation regarding a brand’s intentions,
particularly in situations that involve consumer risk and
vulnerability [19]. Comprehensively, this psychological
state is evaluated through the dimensions of
trustworthiness (integrity), benevolence (goodwill), and
the brand’s perceived competence in fulfilling consumer

Short Video Content

Credibility

expectations [20], [21]. Ultimately, establishing this trust
mitigates perceived risks and significantly boosts
consumer confidence, thereby encouraging them to
proceed with actual purchasing decisions [12].

Short-form video has emerged as a dominant digital
communication tool, offering a concise and accessible
format perfectly suited for fast-paced consumer
behaviors [22]. The effectiveness of this format is
structurally evaluated through three primary dimensions:
credibility, informativeness, and entertainment [11], [12].
Content  credibility refers to the perceived
trustworthiness, expertise, and overall reliability of the
information source [23]. Informativeness reflects the
content's capacity to reduce uncertainty and dynamically
demonstrate product features, effectively updating the
consumer’s knowledge state [24]. Finally, entertainment
captures the hedonic value and intrinsic enjoyment
derived from the media, functioning as a mood
management tool that fosters positive affective
responses [25].
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Figure. 1.
Conceptual Framework

Based on this conceptual framework, the following
hypotheses are proposed:

H1-H3: Credibility (H1), Informativeness (H2), and
Entertainment (H3) have a positive and significant effect
on Purchase Intention.

H4-H6: Credibility (H4), Informativeness (H5), and
Entertainment (H6) have a positive and significant effect
on Consumer Trust.

H7: Consumer Trust has a positive and significant
effect on Purchase Intention.

H8-H10: Consumer Trust significantly mediates the
relationship between Credibility (H8), Informativeness
(H9), Entertainment (H10), and Purchase Intention

Ill. METHODOLOGY

This study employs a quantitative, explanatory
research approach utilizing a stimulus-based survey
design to accurately measure consumer psychological
responses and behavioral intentions [26], [27]. The
target population comprises Generation Z individuals
(aged 18-29) residing in the Jabodetabek area who are
active Instagram and motorcycle users. A non-
probability, purposive sampling technique is applied to
reach this specific demographic [28]. The minimum
sample size is determined using the inverse square root
method, which requires at least 155 respondents for a

model of this structural complexity and expected path
coefficients [29]. A total of 157 valid samples are
successfully collected, satisfying the requirements for
robust statistical power.

Data collection is conducted through an online
questionnaire utilizing a five-point Likert interval scale
[27]. To prevent recall bias and ensure a uniform
evaluative frame of reference, the instrument
incorporated a targeted stimulus where respondents
were required to watch a single, standardized brand-
generated short video lasting 79 seconds. This video,
sourced directly from PT SCT Motor Indonesia, uses a
curiosity-driven hook followed by a step-by-step visual
demonstration of the motodetailing process, from the
vehicle’s initial condition to its fully restored, polished
result. It was selected as the stimulus because it reflects
the brand’s positioning as a premium motorcycle salon
emphasizing visual transformation and craftsmanship,
making it representative of the BGC format typically used
in this industry segment.

The collected data are analyzed using Partial Least
Squares Structural Equation Modeling (PLS-SEM) via
SmartPLS 4. PLS-SEM is selected because it is highly
suitable for explanatory research in predicting target
constructs and testing specific mediation pathways
without strict multivariate normality assumptions [29].
The analytical procedure is executed in two stages. First,
the measurement (outer) model is evaluated to establish
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indicator reliability, internal consistency (Cronbach's
Alpha and Composite Reliability), and construct validity
(Average Variance Extracted and Heterotrait-Monotrait
Ratio) [29]. Subsequently, the structural (inner) model is
assessed using a bootstrapping procedure to test the
significance of both the direct relationships and the
mediating effects [29].

IV. FINDINGS AND DISCUSSION

A. Measurement Model Evaluation

The measurement model is evaluated to ensure the
reliability and validity of the research instrument. During
the initial data screening, reliability issues caused by

Table I.
Measurement Model Evaluation

acquiescence bias toward negative-scaled items are
identified. These items are systematically eliminated to
correct data entry inconsistencies and prevent distorted
reliability results. As presented in Table |, the refined
constructs demonstrate strong internal consistency. All
Cronbach’s Alpha and Composite Reliability (CR) values
exceed the 0.70 threshold [29]. Convergent validity is
also established, with all Average Variance Extracted
(AVE) values well above the minimum acceptable level of
0.50 [29]. Table Il confirms that the discriminant validity
of our measurements remains below 0.90 [29].

Construct Indicator Outer Loadings Ca CR (rho_c) AVE
Credibility CrdO1 0.765 0.788 0.876 0.592
Credibility Crd02 0.860 0.788 0.876 0.592
Credibility Crd03 0.885 0.788 0.876 0.592
Informativeness InfO1 0.864 0.830 0.897 0.703
Informativeness Inf02 0.877 0.830 0.897 0.703
Informativeness InfO3 0.847 0.830 0.897 0.703
Entertainment EntO1 0.896 0.862 0.916 0.745
Entertainment Ent02 0.878 0.862 0.916 0.745
Entertainment EntO3 0.882 0.862 0.916 0.745
Consumer Trust CTrO1 0.848 0.865 0.908 0.784
Consumer Trust CTr02 0.805 0.865 0.908 0.784
Consumer Trust CTr03 0.845 0.865 0.908 0.784
Consumer Trust CTrO4 0.877 0.865 0.908 0.784
Purchase Intention PIntO1 0.845 0.814 0.875 0.712
Purchase Intention PInt02 0.825 0.814 0.875 0.712
Purchase Intention PIntO3 0.846 0.814 0.875 0.712
Purchase Intention PIntO4 0.454 0.814 0.875 0.712
Purchase Intention PIntO5 0.804 0.814 0.875 0.712
Table Il
Discriminant Validity (Htmt)
CR IN EN CT Pl
Credibility
Informativeness 0.837
Entertainment 0.721 0.725
Consumer Trust 0.883 0.703 0.686
Purchase Intention 0.735 0.806 0.808 0.586

B. Structural Model and Hypothesis Testing

The structural model exhibits moderate to substantial
explanatory power, predicting 55.4% of the variance in
Consumer Trust (R? = 0.554) and 45.7% of the variance
in Purchase Intention (R? = 0.457). Table Ill summarizes
the structural path analysis, combining both direct and
mediating effects. The path analysis reveals that
Credibility and Entertainment are significant drivers of

both Consumer Trust and Purchase Intention. Because
their direct effects on Purchase Intention (H1, H3) remain
significant even when Consumer Trust is included in the
model, Consumer Trust functions as a partial mediator
for these two dimensions (H8, H10) rather than a full
mediator, where the content dimensions influence
purchase intention both directly and indirectly through
trust. Consumer Trust also holds the highest predictive
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power on Purchase Intention among all constructs (H7:
T=15.484). Conversely, the Informativeness dimension
consistently failed to reach significance across all paths
(H2, H5, H9), with p-values of 0.067-0.068 falling
marginally above the conventional a = 0.05 threshold

applied in this study. While these values approach
significance, they do not meet the pre-specified criterion
and are therefore treated as non-significant; this
proximity to the threshold is discussed further as a
limitation of statistical power in the Discussion section.

Table III.

Hypothesis Testing Results

H Path B-Value T-Statistics P-Value Result

H1 CR—PI 0.296 4.703 0.000 Supported
H2 IN — PI 0.075 1.488 0.068 Rejected
H3 EN — PI 0.207 3.432 0.000 Supported
H4 CR—-CT 0.437 5.072 0.000 Supported
H5 IN— CT 0.111 1.496 0.067 Rejected
H6 EN — CT 0.305 3.706 0.000 Supported
H7 CT — Pl 0.678 15.484 0.000 Supported
H8 CR—-CT—PI 0.296 4.703 0.000 Supported
HO9 IN— CT — Pl 0.075 1.488 0.068 Rejected
H10 EN - CT — PI 0.207 3.432 0.000 Supported

C. Discussion and Managerial Implications

These findings provide profound insights into
Generation Z's cognitive processing of brand
communications within the automotive aesthetics
industry. The paramount significance of Credibility
highlights that Gen Z demands authentic, unexaggerated
visual portfolios. This finding is consistent with Ghenie et
al. [11], who similarly identified credibility as a significant
predictor of trust in short-form video marketing.
Likewise, the significant effect of Entertainment aligns
with Luo et al. [12], confirming that engaging and
enjoyable content strengthens consumers’ trust and
purchase intention. However, this result contrasts with
Ghenie et al. [11], who reported that Entertainment did
not significantly influence trust. The discrepancy may
stem from differences in industry context. The present
study focuses on a premium motorcycle aesthetic
service, where visually engaging and emotionally
appealing content naturally complements consumers’
motivations. In contrast, Ghenie et al. [11] examined a
broader social commerce context in which entertainment
alone may not have been sufficient to establish trust. The
current finding also supports Ghenie et al.'s [11] “low-
effort watching” strategy, suggesting that highly
engaging and casual content signals brand benevolence
and helps overcome Generation Z's inherent persuasion
knowledge [10].

In contrast, Informativeness is consistently non-
significant across H2, H5, and H9. This finding
contradicts Ghenie et al. [1 1], who found Informativeness
to be a significant determinant of trust. One plausible
explanation is an “information overload” dynamic, in
which dense, procedural, or technical content disrupts
the storytelling narrative of short-form BGC, causing it to
be perceived as an aggressive hard sell rather than a
trust signal [30], [31]. This interpretation is consistent
with Liu and Cabading [13], who suggest that in
industries where visual appeal and emotional satisfaction
are prioritized, purely functional value often needs to be
integrated into more creative content formats. However,
it is important to note that this study did not directly

measure perceived information load or cognitive burden;
the “information overload” explanation is therefore
offered as a plausible post-hoc interpretation of the non-
significant path, not a directly tested mechanism. The
proximity of the p-values (0.067-0.068) to the
significance threshold also suggests the possibility of an
underpowered effect rather than a true null relationship,
which future research with larger or more diverse
samples could help clarify.

Managerially, these findings advocate for a content
funnelling strategy rather than a one-size-fits-all
approach, grounded specifically in the dimensions that
showed statistically supported effects. Because
Credibility and Entertainment are the only dimensions
with confirmed significant effects on both trust and
purchase intention, brands should prioritize these two
elements, such as credible visual transformations and
entertaining storytelling, to capture attention and
establish trust at the top of the funnel, while embedding
functional information within engaging narratives rather
than presenting it as dense technical explanations. Given
that Informativeness did not show a significant effect in
this study's short-form, top-of-funnel context, this does
not mean detailed information is ineffective altogether;
rather, it suggests informativeness may be better suited
to later funnel stages, where consumers actively seek
analytical detail. More detailed information, such as
pricing, service specifications, and promotional terms,
could instead be tested at bottom-of-funnel touchpoints,
including captions, pinned comments, or direct
communication channels. By aligning content depth with
consumers’ stage in the marketing funnel, brands can
potentially maximize audience retention, strengthen
trust, and improve purchase conversion, while
informativeness is repositioned for later testing rather
than assumed to be ineffective.

D. Limitations and Future Research

This study is subject to several limitations that warrant
consideration. First, the reliance on a purposive sampling
method and a single, standardized video within a
stimulus-based survey design restricts the external
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validity of the results. Second, the sample is specifically
confined to Generation Z respondents in the
Jabodetabek area evaluating a premium motorcycle
salon. Consequently, these findings have limited
generalizability and may not seamlessly translate to
other consumer cohorts or different industries. Future
research should explore multiple stimuli across various
platforms and demographics to validate the consistency
of these structural relationships.

V. CONCLUSION

This study demonstrates that brand-generated short-
form videos influence Generation Z's purchase intention
both directly and through building consumer trust.
Specifically, Credibility and Entertainment significantly
enhance Consumer Trust and Purchase Intention, with
Consumer Trust acting as a partial mediator of these
relationships, whereas Informativeness does not
generate significant effects in this context. These findings
extend the growing literature on short-form video
marketing by highlighting the central role of trust in
overcoming Generation Z's skepticism toward brand-
generated communications, while offering a tentative
explanation, an information overload dynamic, for the
limited effect of informativeness that warrants further
empirical testing. Consequently, marketers should adopt
a content funnelling strategy that prioritizes credibility
and entertainment in early-stage content, while testing
more detailed informational content at later stages of the
customer journey. These conclusions should be
interpreted within the boundaries of the study's
purposive sample, single-stimulus design, and industry-
specific context, as outlined in the Limitations section.
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