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Abstract

The study of social media infomercials is of great social significance, but the current research
mainly focuses on the effect of infomercial placement, and has not paid enough attention to the
study of users’ psychological background. To study infomercials from the perspective of users’
psychology, this study further introduces the concept of participation experience on the basis of
perceived value, selects TikTok and Xiaohongshu platforms among popular social media platforms
to do empirical research, and then explores whether users’ experience at a specific moment in so-
cial media affects their evaluation of advertisements. The study finds that perceived value and
engagement experience are one of the influencing factors on users’ evaluation of social media in-
fomercials, and finds that the deeper the engagement entertainment experience and recognition
experience, the lower the evaluation of infomercials, which informs advertisers and platforms that
they should pay more attention to the sense of immersion and experience in infomercials, and fo-
cus on the users with negative emotions.
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W5 R 3 BRI IHAR R R I, & 2ER83h BN APP B IFmiK e, (&4 PC W4 o Al il 2 3 |
BRRS7 3 e 7%, B2 BRI AT SR BN TR, 2 T R ORI 7 i R 2 . R 2l LR R th Al
PHE BA T R AL S, AR AR T ABE RS E B O3t 2 5 (G B2 b, (5 B AR A H
RN HRY BB ARMHL G MK, RIS R 2 th 2B A RN AR A, DUERI(E BH 2%
R AR 05 ST oy E, EEEE S A A SRR, 52 B S RE B E, )
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2. XBEGRE R MR R
21 ARFEEHEERTE

ERIT R LI A S BRI B S Tz, 2T 2006 £E ) Facebook, %%
FRE RIS 5 A (Native Advertising) fHIBC R, JFANE BT SR EA HiEZ AL —: &
PR A AR RS T DR — B8 RAE T DS U AR S I 8L, A5 ) R SR
MRS, fF RSB T EA SIS, BRI T IR &GRS T G, R AR
REAE FEEAR AT A VEACE 85 SHEE IR R [2]. eAh, A5 EIAT & 10 H I R NAE AL AC IR 15 1
i, HESEE . SRR B R AT R GR, Bl R SRR I R LI A B AN I
AR, BRI R O AR RS B E K 3 ZE 3],

HETAHE RS IRTAL, A E R TR OV, PR AR SR, M T AT
SRR BRI SRR EER[A], DDA, SRR E B e, SO e
AP AR TR, RRBUEE B SRR BRI R P S SR, IF BT B 1SS
BW S R RE . FEYE S RYEM TP S R T A R A OR[5] . A ML AR AR T AR S A
R E AR, SHIET TR B A ZRORE R BN H AR A RS T
RN AR T 5 A5 6] o

2.2, BRAE

JEFIAN B NI A HYTE “BEN” g IR —FA R, TR R & ATTRHZ YR
BUR — AT sh A I W ) BEBE T AE o 0T V0 B Rk, IR 2 0 98 38 X BN R 2 AR R0 R A AT
BTG, RT P2 BUIR S5 B PPAN [71 DA S 9 3 2 B IS 5 BOAS B Z2 48 [8] » 7 SR I S B ) it 9
B EIUET IR E 4R SRR AR R, SRS FE 102 B PR N B 1) SsuIi s 5 e
PRI BDIRES RN 2% 2 BUAC R R R S

FHT, AN E I B 4 5 080G IS Bl LI I I AR T S5t R R P B AN (B ASE L [9] A B AL
T2 (0 A7 P B M RN A (B2 R [10], e4h, Groth B T RREIME BRI . OERIE . NEN
B AMEME PYF S A RR[11], BASR VAT P A s = E . DIReE. Hha e, 1 EMME
DL SN AR [12]

MG H FT BRI A SCH B AU Rk, FERCF AR =T, A0 6 BE BT S REIE
SN, 6 HAME R R BRI e E S, RIS B S P B (A AR A (VAM) AR S S AE
B, WRYEIEE— 8 - U R UL T BN SRR S G EBGE M A G Ui, HRR B A R
SE B R AR B [13], HR AR

H1: FEAAS A & B Rsn 2 e 2 52 2 Xz 615 BT & B vFh

[F 4 A 7010 R Qe SRR (L A AR e 4 155 2= 2 i FH P 1% T B8 B 2 VPl 2

23. 5%

XTHE NSNS, FAEVFZMARE L[14], N2 5EBKUHH TR, Hilde &8 K2
SN “—MEZE R, Z4EMER, JETXSEIA N BRI L — N2 EE &5 AR R AK
7 [15], XS 5 LA AT & AR BARIE B ] DL 5 2O, 5 S H 2 A EH BN LR,
BAESSE B A SR AR w] LTSI 984T, BLACS A ALY H il my DATSTIN R A 20 2 1Y)
P [16].
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MAZ AR G W AU AS AR S T 5t et 1T A, (R RIBEA RS S 1A
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RS2 T Q2: fEZ S IRIRYEIE, I o DA A 36 X 4SS B4R 5 77 A A b o4 2

24. FEABERY

T, H RIS H 2 MR EAAT & CA ROy — P s IR [19], H P2 EET AR shPLRE R
IR G, IEEARHIE . e SR R [20155, Jf BGRB8 2 18] p 2 FeAb g 2 1 H P A8
PR EZMER O, B SRR TR R AL AR, &N TFaZ AR IS
RIRFR, TRTFERZMAEARR: W2 H AR ELT RAA AL HL T R 1F 678 2 5% LT 462
HAMY, AR BERKR[21].

1 H 6 T AR A AR G KRB T rf, 28 T — RIS A, Bi— MR A AR &
Mk Z A AR S BT LU TT . R, AT XS LE B B AT & FVN LB 6 Z BT & 2 7
PER R B NE B F, FFARYE — SO SR« SRR 15 5 & R 72T 20 B A2 15 58 A
1”7 (Dahlén, 2005) 4 Hi 4 i% -

H3: AEEH A EARY 6 B 2 72 W P 2 51858

Ha: AE A HAR 6 B 22 722 52 md FH P BN

H5: AR BT & 2 2 X 6 07 & PPl

3. iRA*%
3. TENESER
1] 25 HH I B £ B 6 BRI 40 2 6 R p 4 et A U A BT T R R, DA B R O

RA[ {5, {E5]HERN, AR ERMAT T —rE, MIEAHTE 75 Py 2806 HiE 4738 24 108
FE M.

311 HEEMNE

IERENNE S8 P X S AR T 6 3R S 5 Ji5 20 3o ol B R 45 R R R 2 PR 1 T BN
FUWT o AT FAIBEN RS BANE . BREII RN BRI AL ST AN E . SRR A 2 A AN DY 4
J&, K2 sa R (Likert) F AU E R BTN &, 1% R ARIE 2 272 W] 1) Belch (1986) )& &A% M A
1B SUG BB EN I A H 3R B R B A 13 AN

Z: 5 0R 56 e F P AE R 5 I Z1 BT A P AR 5 A S RIS B 2 5 (0 15 I B SR B8 SRR RIAT g, IX A
WiRZ 4R, AR SH Hilde $eHAHCERIMCIRE, BS54 %5 5K . Wl S2br
R 2 HE) . QIS BE R SNAYERE, 8 /0% (Bronner & Neijens) BV A7 /3 X Fh AL xt H
BTN, BSNS54 R RRARE 22 AN
3.1.2. HEZEEMNE

X 2 5k AR WA I 38 ) AL A AR 45 VPl 2 25 Smit. Van Meurs & Neijens SR AN 7 73l 1]
TH Sk &, B — SRS N BB S TR AR A S
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3.2. BRWIER

AW T SR N2 B 0 50 44tk AR P AT BORAT S, ARAE 2 U5 I RIS S AR
ToRBHECABEAR . A A SUER], FERTUSCER B BRI TP IRE, DA 2 R IVE R BUE TR, b
JERHE EP aRHT R0, JRI iR 312 i, AR 305 i, A AR 94%. FHodr, Jivk S
10.49% (32 \), (5 Lk 89.51% (273 N); 4% 18 %/ DL T4 2.95% (9 N), 18~25 %574 69.93% (195 \), 26~30
%N 25.57% (78 N\), 31~40 %/ 4 5.25% (16 N), 41~50 %N 1.31% (4 N\), 60 % DL 14 30.98% (3 N\). A
WL BT RS AN AR &, BRIz )25 1 52 U5 AR ANV T o A BEAR TG G A AL LR

4. EWHES R

ML HAT, A A ST G BN BAOME . BRI A S B AR S A A
ZH5ENRIR. Z5RERER. 250K RERSSIG 2R 2R ERR, N ERAM T #
NN T PO A SRR B S A M RIRR R, 7 O kAT 2 ek Bl

Table 1. The correlation of each study variable
# 1 BEMRTEEXXER

il mam SR BRI e sump sgpe SOWE SOEE L uw s

PO 1 ST i I T Y e ,
B e SO SR e Tmam O T L I
i i i m
BRI .
i
I8 7 .
P 0.747 1
RIS . .
WA 0.482 0.386 1
JRENI A2 - - -
Liﬁf?\;?;#ﬁz 0.460 0.318 0.710 1
2 5 . . . .
Zg;;/ -0.319 -0.327 -0.258 -0.287 1
Z: 5K 1% o - . - -
= ;Tﬁ;é —0.342 -0.267 -0.272 —0.366 0.587 1
2 5 . . . . . .
if’;i - —0.284 —0.200 -0.401 -0.521 0.415 0.455 1
2k
Z 5K % - o - - - . -
/;‘?Kf;;%:] -0.272 -0.182 -0.225 -0.273 0.362 0.354 0.294 1
i
2 5 . . . . . . . .
%J_i?;;ﬂ -0.179 -0.124 -0.267 -0.302 0.358 0.402 0.368 0.621 1
2 5k . . . . . . . .
%ﬁ?;}[r/ -0.162 —00.062 -0.370 -0.429 0.253 0.298 0.420 0.467 0.640 1
EVEAE 0.169™ 00.09 0.292™ 0.352™ -0.227" -0.216™ -0.296™ —0.055 —0.036 —0.006 1

TN TR IRAE 5% 10% 14K F E .

ML 2 AP, BRI BAME . BB RINE . RS RN AT R A A AR
NEARR, KA A AR R A R N IR AR R AT M R AT ATRLE H, B RPN
0.130, FWRERIMAIEEME . BARGRRMME. BAIMAE S S IE . B0 HAE 2 MR8 R R iR
F P AL AR BT i 13% 15 . [IH 7 REH F = 10.899, P <0.05, MMENANHAERE R
A — AT LR 3 R e R AR i B PG T AR A RS BT S VR . AT BRI AR, BN RS B
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0.085 (t = 0.505, P = 0.614 > 0.05). /BA1%: KA E—0.133 (t = —0.862, P = 0.389 > 0.05)FH/E A (14158 WY 2%
A 0.123 (t = 1.17, P = 0.243 > 0.05) -5 H P X +E S AR AL 35 B VEAL AN 2 3540 5%, (BB A (1) #E 2> v fr
Y {H 0.54 (t = 3.626, P = 0 < 0.05)5 A /7 X 1A EARAE B 1 PPl 2 TR AAAE 3 IR R &R .

Table 2. Multiple regression analysis table (Perceived value and information flow advertising evaluation)
2. ZREASTRENNESERRI S1TMH)

ARAREAL R E PR R EL
R t BEN
B FRALE R Beta VIF
() 2.826 0.458 6.171 0
A BANE 0.085 0.169 0.045 0.505 0.614 2.617
RENT IR R B -0.133 0.154 -0.071 -0.862 0.389 2.285
JRAT L SZ N 28 4 E 0.124 0.106 0.094 1.17 0.243 2.168
AN AL 2 AL E 0.54 0.149 0.288 3.626 0 2.111
R? 0.130
F 10.899
P <0.001

M 3 TH1, B EERRAKE. S 5HEAKEK. S 5RMAKRK,. S5l RRK. 254
A BRI AN 2 5 QIR A I ARy B AR &, TAPREFH P AR S AR B 2 IO PP 1 D AR B AT [
GhHTe MFE3TTLLEH, B R*(E M 0.126, EKES SHURAKEK. S 5RBAKR. 25 IRARL.
S5 RRRIR . 25458 B IRKHEA 2 5 00F AR AT DURREF P P8 (E Bt 5 R R 1 12.6%,
JHH P <0001, FHZEH—AELESNH A HE SR SR RERm R D-W A 1.888 4%k
T2, UEBHASCHRFRRATC A EAHCME, FEAREE Z MG RO R, HEARBERE T, s,

Table 3. Multiple regression analysis table (Engagement experience and information flow advertising evaluation)

# 3. ZREEASHRESKESERRT STH)

HKArfh R FrdEfk R 2L
R t BEN
B PrUERE iR Beta VIF
(&) 6.126 0.444 13.813 0
Z 515 R AR -0.534 0.329 -0.115 -1.624 0.005 1.65
Z 5 A ek —0.465 0.42 -0.08 -1.106 0.27 1.732
Z 5% -1.054 0.243 -0.289 —4.345 0 1.47
2 55 92 bR R AR 5% 0.013 0.321 0.003 0.04 0.968 1.714
2 53158 H gl ik i gk 0.247 0.354 0.058 0.699 0.485 2.283
Z 50055 0.359 0.206 0.13 1.744 0.082 1.844
R? 0.126
F 6.964
P <0.001
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MNF 3 T A1, B 5 A 56 /8 —0.465 (t = —1.106, P = 0.27 > 0.05) % 5 52 i fd Fl 4436 /8 0.013 (t =
0.04, P = 0.968 > 0.05). 2 5+L4 H AR K 8 0.247 (t = 0.699, P = 0.485 > 0.05) 12 5 fill i A 46 &k 0.359 (t
= 1.744, P = 0.082 > 0.05)5 H 7 5§ #: 2 ARG Bm) 5 WPl 2 AR R E X R, HS 5B IRARKRIK
—0.534 (t = -1.624, P = 0.005 < 0.05) 12 5 il 5l 1A% —1.054 (t = —4.345, P = 0 < 0.05) 5 {Ffii Z [A1 /77 &
ENEP

WRHE# 4 1153, Z % ~N-1.478, P=0.14>0.05, HEEEWHABEAGFELEZEZER, /NI app
HELE app PSSR & 22 (8] 72 57 FE AN BRI 25 520 F P 0 T AR A8 RS BT 5 VR4S

Table 4. Platform differences on information flow advertising evaluation
F 4 FEERMERBRI GG

PLT z P
15 % app 4 (3.625~5.5) —1.478 0.14
/NS app 4 (3.5~5)

5. AIRGERSEN
5.1. fiRER

A TTE BT PO AL GRS I R S 22 BEAINME. S ERREATEERZ
[ EER, R SHIE D BT T AR A8 . RYE L EBAR I Ge T b, W] DURRAIEASHI TE P i i) B o

W4 5 Fa, TSR 6 TS A BT S 2 R BURFIANME AN 2 5 2 SR 6 B
WK RN, ST MR B AT LT ) D QLe RSB X TR L 4 52 2> Fom i 77 X i1 6 15 20
JTERIVEE? Q2: ESHRIGYEE T, T 2 DIWIRARR A B8 X Ak AL GEAR T o A AR AR 2

Table 5. Hypothesis testing
2 5. FIRIIE

% 2T
HL: {ERE Sl £ ] (8 2 B PR P T 2 £ SR 25 T r
H2: 2 5AEASHEERT R ARI 5 FH PRR AS R 25 VA s
H3: R EIIRE AT & (2 5 2 B P 15 5 P RHer
Ha: REIRE AT £ 1022 5 e B PR P O (i RHr
H5: REIRE AT & B0 P XHZ T G 10 4 T4 RHr

1) BBt AL B S TP RS A B T VA Z AR B IR R R . A R
HATEAEY-G, FFAH TS5 PG B 5g m HAL 2 AL RGN, X% & RS B & 2L IEH )
VRO, WA G BAE A SR AN N IRZIRENR B AN B O AR IZT 6 LSRRI,

2) Z S5RGBT A Z AR B E Ak R B 2 5K
A&, JEMNPSAS TSR, SRS ISR RGEER, W ZF & fE BT S A E
RAE— R LR TR TR H NS S5 ERT G I, HUTR R RGBIR, B Bt o
A5 S AT
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3) Z5IRGHRLE H P AR SRS SR T B AR B R OC R . 25 R B A
MBAEIZT G R UK RIS S, IF AT OB IS B b 3ee A BOARR ISR L, Bz T a4t
AZGEAAR S BPPE R A7

5.2. B5itie

FERLAS AR AT SUB IR ) 5 BT — BISN B ik — I, JF AR T30, Rt
2 4TRSS 95 T 1K TR RO J9, e B 15 BT 5 B 24 F T 5 4
SRR T RS B AR R 0, U T B R, FLARE T4
Go TS, SRR TR R AR, B SRR LR, (HR, T
ASEEN {5 B 35 AR ATIE T FR 1508 AL SR O SR 5 K0 A S IERIE T P LB AL,
T R AR IR TS 2 DR R R AT € AR SR TS T 68 05 LR 7 A
RIRGWAT, SETIE 5 TS AR AL, P01 P S R I A S 217 O
S IO (5 B0 00T, 6T LA B DR SORARAA i, AT 85 R A TR R SR 5 Bt 25
BORARHL SR, AP T 9

1) ERLH ST R A RO BRI RR, R M A ST 607 A
SR G EBT I AR, I SHRTT G B 42, 798 LR, PP LT
B0 B 1 EILET P, SRS — BRI B, () SRR 50 SRR
TERVRIH ST £, TSR T € T LA S P RE A R SRS IE, TN T A, REAE
W AT 4 £ 5 LSRRI 7, RAEICHE SRR, $RTEFRLP FE 07 6 A0 (3 B4 (T 1 9
BUMEL, SO R TR P (2 B A3, T R I R VRS0 AT 7 1, 38 S Ao
R EIC AT BRALE %

2) AU 07 0, AN R R R P . 24P P12 A AT 6 P AR 5 0 1
RO, SCRRIS (B, R BT R LTI T PP OB R, B LA
RSSO AL, RTTEE TRMAR . (E200 N TR AR R T, |4 RSB R I B
P BRI R, R P VTR, IR IS, 1 VR, HS S IOTE
AT 35 AR U PO L RR AT, AT T ISR O P A B £
T N LSBT 6 BT R TP 58 Z ISR, A #5 KR ST A AR
L, CEVR S SR RUEROIE, SRR HOERRE AR, DU P M 1 B2 1 R HE A7
R VR, AT, SEEIRT EOR.

3) VR PO GRS AR, AL ST B LR IR, FOH %
PERTRAG, TSR R T BT 6 DA T RSO, R 0P
ST O UL SN T I 5 1A S L KT 5 0 01, B2 T T
B 200t R B K SURTIORORE, BRS80SV R S5 B BUR AR (0I5, 85
R 0 R A

U SRR SO PP RS ST IR0 25 15 A B R A8 RSORS00 A R
Fo ATHATGE B BT T TR, RO TI RIS . A AT
12 ST RADUURE R LI £, TSR B FFSHE, MR, R, B
WL RS HOEE, JH RIS T A RS AR, SRR AT 5 SR Ea 0 H B A
R, LKA RIS S R, RRIHIICT UL LA S R KR, AT T
Jedt L.
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