Task 3 – Source Evaluation Template 
Student Details
Name and student ID: Bogdan Alexandru Moga 2538618
Topic chosen: The use of social media to promote businesses
Title of source: Influence of short video content on consumers purchase intentions on social media platforms with trust as a mediator
Author(s): Luo, C., Hasan, N.A.M., Zamri bin Ahmad, A.M. and Lei, G.
Year published: 2025
How did you find this source?
I found this source through Google Scholar. I searched for recent articles using terms such as “short video social media marketing”, “product demonstration videos” and “purchase intention”. I opened several results, read their abstracts and checked the publication dates before selecting this article.

Why did you choose this source?
I chose this source because it is closely connected to both my topic and my own experience. I promote Paloma UK car air fresheners mainly on Facebook, and I have also used Instagram and TikTok. I noticed that short “how to use the product” videos performed better than basic product advertisements. As this type of product was unfamiliar to some UK customers, the videos helped explain how it should be used. The article examines whether useful, easy-to-understand and entertaining short videos can build consumer trust and influence purchase intention.
Is this relevant to the topic?
Yes. It is directly relevant because it studies short video marketing on social media and its effect on customer trust and purchase intention. This helps explain how social media can promote a business by educating customers, presenting products clearly and influencing purchase intention.
Is this a useful article?
Yes. The article is useful because it explains how short video content can influence consumer trust and purchase intention on social media. It examines important features such as usefulness, ease of understanding and entertainment. These findings help explain how businesses can create more effective video content to promote products and communicate with customers.
Is this an academic source?
Yes. It is a research article published in Scientific Reports. It includes a literature review, research hypotheses, a clear method, data from 372 valid questionnaires, statistical analysis, results, limitations and a reference list. Scientific Reports uses expert peer review.
When was it published? Is it recent enough? Why?
The article was published on 13 May 2025. It is recent enough because social media platforms and short-video formats change quickly, and a 2025 article reflects current marketing practices. However, this area develops rapidly, so later research may be needed to confirm whether the same findings remain relevant in the future.
Author Credibility
Who is the author? What are their qualifications or expertise?
The article was written by Chengdan Luo, Nurul Ain Mohd Hasan, Abdul Mua’ti Zamri bin Ahmad and Guosheng Lei. Three of the authors are affiliated with Universiti Putra Malaysia, and one is affiliated with Burapha University in Thailand. Their university affiliations are shown on the article page.
Nurul Ain Mohd Hasan is an Associate Professor with a PhD in Communication. Her areas of expertise include communication technology, mass communication and organisational communication. This academic background is relevant to research about social media and consumer behaviour.
Reliability
Is the source reliable? Why?
Yes, I consider the source reliable because it was published in Scientific Reports, a peer-reviewed academic journal from Nature Portfolio. The article clearly explains its research method, data analysis, results and authors’ contributions. The researchers used 372 valid questionnaires and tested the reliability and validity of their measurements. However, the participants were consumers from China, so the results may not apply in exactly the same way to consumers in other countries.
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