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Abstract

With the rapid development of digitalization and social media, the advertising industry is undergoing
unprecedented changes. In this environment full of challenges and opportunities, interactive video
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advertising, as a new form of marketing, has risen rapidly on the e-commerce platform, showing
great potential and importance. Dong Yuanyuan (2023) pointed out that visual marketing led by
pictures and videos, as external visual stimulation, can greatly attract the attention and interest
of the audience. Visual marketing not only enhances the flow experience of consumers, but also
significantly enhances their impulsive purchase intention. This paper aims to explore in depth the
actual impact of interactive video advertising on user engagement and purchase intention on e-
commerce platforms. Through qualitative analysis of interactive video ads and the collection and
analysis of interview data, this study analyzes how interactive elements enhance user engagement
and promote their purchase behavior. This not only provides a new perspective and in-depth
understanding of the field of advertising and consumer behavior, but also provides an empirical
basis for advertisers and marketers to optimize advertising strategies. In a highly competitive
market environment, the findings of this paper are expected to help enterprises stand out in
advertising and marketing strategies, and achieve more effective marketing communication and
brand building.
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Table 1. Analysis of demographic characteristics of the sample
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Table 4. Results of hypothesis verification
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