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The Impact of Narrative Styles of Short Video In-Feed Ads for Rural Specialties
on Consumers' Perceived Value and Purchase Intention
Xinyan Wang!, Siyu Xu!,Xiaoxiao Wang!,Yu Chen"”
(!Huaibei Institute of Technology, Huaibei, China)

Abstract:Against the backdrop of the deepening Rural Revitalization Strategy, the promotion of rural specialty products
remains challenging. Short video platforms have emerged as crucial channels to break this predicament. However,
current rural short video advertisements often suffer from rigid storytelling and severe homogenization, leading to
significant disparities in conversion effectiveness. Existing research lacks sufficient exploration regarding how narrative
styles influence consumer decision-making. Grounded in the Stimulus-Organism-Response (S-O-R) framework, this
study constructs a model examining the impact of narrative styles in rural short video advertisements on purchase
intention. The research decomposes narrative perception into four dimensions: emotion, fun, functionality, and
interaction. Using a questionnaire survey method, data was analyzed through SPSS, incorporating validity testing,
correlation analysis, and regression modeling. The empirical results indicate a significant positive correlation between
narrative perception, perceived value, purchase intention, and recommendation intention, explaining 92.7% and 90.2% of
the variance in purchase intention respectively. Perceived value is found to positively influence purchase intention, which
in turn affects recommendation intention. Additionally, rural identity plays a significant moderating role in this pathway.
Based on these findings, this study suggests that rural e-commerce optimize their narrative strategies, shifting from pure
product promotion to conveying emotional and social values. This research fills the gap in the narrative study of
geographically indicated rural specialty products in short videos, providing empirical evidence and strategic references
for rural e-commerce marketing under the background of Rural Revitalization.

Keywords:Rural Specialty Products; Short Video Advertisements; Narrative Style; Perceived Value; Purchase Intention;
SOR Theory
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