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Research on the Impact of Short Video Marketing on Consumer Trust of
Chinese Cross-border E-commerce Brands in the Brazilian Market
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Abstract : With the continuous development of cross—border e-commerce and short video marketing, Chinese
cross—border e-commerce brands have gradually shifted their development model from product
transactions to brand communication and consumer relationship building when entering overseas
markets. Consumer trust in brands has become a critical factor affecting the long—term development
of brands. Taking consumer trust in Chinese cross—border e-commerce brands in the Brazilian market
as the research object, this paper reviews studies related to short video marketing and consumer trust,
and analyzes the specific paths through which short video marketing affects consumer trust from four
dimensions: information transmission, relationship building, emotional resonance and cross—cultural
adaptation. The study finds that short videos can alleviate information asymmetry between buyers and
sellers through visual content display; strengthen relational trust with consumers via social interaction
and credible information sources; and consolidate the connection between consumers and brands
through emotional experiences. In the actual scenario of China—Brazil cross—border e—commerce,
language and cultural differences, logistics and after—sales problems, and various transaction risks
limit the above effects. Therefore, Chinese cross—border e-~commerce brands should shift from the
simple pursuit of traffic to long—term trust building. By improving information credibility, strengthening
local relationship interaction, promoting cultural localization and perfecting transaction guarantees, a
trust-building path can be formed where credible information, relational interaction, cultural localization
and institutional safeguards work together. The findings of this paper can provide references for
Chinese cross—border e—commerce brands to expand the Brazilian market and carry out localized
short video marketing.

Keywords : short video marketing; consumer trust; cross-border e-commerce; Brazilian market;
cross—cultural communication
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