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Abstract

In beauty e-commerce marketing, short video product placement serves as a critical touchpoint
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influencing user purchase decisions and conversion rates. As content-stream platforms like Douyin
have become central scenarios for traffic generation and brand exposure in beauty e-commerce, ad
avoidance behavior directly constrains marketing efficiency and commercial returns. This study fo-
cuses on the context of beauty short video product placement. Through the analysis of 362 valid
questionnaires, it systematically investigates the manifestations, core influencing factors, and un-
derlying mechanisms of user ad avoidance. The findings indicate that users exhibit significant three-
dimensional avoidance—cognitive, affective, and behavioral—towards beauty short video product
placement. Perceived goal impediment, perceived advertising clutter, prior negative experiences,
and advertising stimulus intensity were identified as core drivers of avoidance, with perceived goal
impediment not only exerting the strongest direct predictive effect but also significantly influencing
avoidance behavior through the mediation of affective avoidance. Age-stratified analysis revealed
that women aged 19~35 demonstrated more significant avoidance tendencies. Based on these re-
sults, and from an e-commerce marketing perspective, this study proposes systematic strategic rec-
ommendations for beauty brands, platform operators, and content creators to reduce ad avoidance
and enhance advertising effectiveness.
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Table 1. Linear regression analysis of factors influencing ad avoidance
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() 0.504 0.210 - 2.401 0.017
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Table 2. Descriptive statistics (M + SD) of female advertising avoidance responses across different age groups

2. NEFRE LM SR MRS+ M + SD)

ERE AN A [E] g 17 1% [ A7 9 el ik T el ik
18 & R LAF 3.50 +0.86 3.17+0.96 3.39+0.93 3.35+0.84
19~25 % 3.90 +0.79 3.98 +0.82 3.90 £ 0.84 3.93+0.74
26~35 % 3.90 + 0.82 4.02 +0.87 3.95+0.93 3.96 + 0.80
36 & KU L 3.52+1.01 3.55+1.05 3.61+0.91 3.56 +0.95
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Table 3. One-way ANOVA results of advertising avoidance response among females of different age groups
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(R A Rl ¥ F1{H WE M (p)
AT ] 36 3.821 1.274 1.902 0.129
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Table 4. Results of LSD post hoc tests for affective avoidance and overall Ad avoidance responses across different female age

groups
F 4. TEEHBALEIBERER., MHEEBEARMN LSD EERKEER
[R5 & (DH#E (RS FHMEZEMEJ-T) B2 (p)
19~25 % 36 & LA L 0.37265 0.032
45 Al
26~35 % 36 % K& UL I 0.40000 0.040
18 & K LLR 0.81111 0.023
19~25 %
36 & LA L 0.43232 0.025
{7 8K [ 3
18 % KULF 0.85152 0.021
26~35 %
36 % KU L 0.47273 0.029
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