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Abstract: This study explores the influence of short video content such as Instagram Reels and YouTube 

Shorts on consumer purchase intention in Mysore. The proliferation of short-form videos has 

revolutionized marketing, especially among young audiences. This research analyzes factors like 

entertainment, influencer promotions, product demonstrations, creativity, and promotional offers that 

impact buying behavior. Data was collected from 150 social media users via structured questionnaires. 

Results indicate that engaging short videos significantly enhance brand awareness, product interest, and 

impulse buying. Young consumers are highly responsive to visually appealing and relatable video content. 

Businesses can leverage short-form video marketing to strengthen engagement, trust, and conversion rates. 
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