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Abstract

With the rapid popularity of short video platforms, TikTok has become the core advertising channel
of the brand. How to build a stable brand memory and shape a positive brand association in a more
than ten-second fragmented scene is an urgent problem to be solved in the field of marketing com-
munication. This study chooses TikTok carbonated drink short video advertisements as an experi-
mental stimulus. Based on the theory of emotion, information, narrative transportation theory and
association network theory, it analyzes the independent main effect of emotional intensity and nar-
rative structure and the interaction between the two, and tests the intermediary transmission value
of brand memory and brand association. Adopt 2 (emotional intensity: high/low) x 2 (narrative
structure: story-type/information-type) experimental design in the subject room, select 4 15-sec-
ond Coca-Cola advertisements to carry out manipulation pre-tests, and recruit 102 18~35-year-old
high-frequency TikTok users to complete the questionnaire experiment. The results show that high
emotional arousal and story-based narrative can independently positively improve brand memory
and brand association; the two have significant interactive effects, and the combination of high emo-
tional arousal + story-based narrative has the best communication effect. This research improves
the theoretical framework for the formation of short video advertising memory, and provides an
empirical basis for the collaborative creative design of TikTok advertising of fast-moving consumer
brands.
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2) AU 45K (Narrative Structure)
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Table 1. Emotional intensity x narrative structure interaction effect variable design
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Table 2. Experimental group design
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Table 3. Emotional arousal scale
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RIS 5 FRIA 75
EAL WEZ I, BEEHER .
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EA3 I ARG T B A N .

4.5.2. RhEICIZ I E IR
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Table 4. Brand memory
4. mmhRICIZ M ERER

AT JEI N 7% 7
BM1 5 T URICER) S H B R AR . FF TR RR
BM2 PURBRAS S BLEENIA T35 2 (Fhik) PR (& T HLIT)
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Table 5. Brand Association Scale

5 mMEEIEER

I R 7% eSSt
BA1 RN 2% it Wt 21 B AR B DR L 3R] 1B B 5 2 TR
BA2 LT R T AR I R R Likert 7 43
BA3 J o A FRICAE B it S S O M Likert 7 43
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Table 6. Brand attitude scale
% 6. mESEEXR

BTG S R 7%
AT1 FREWGEA L
AT2 AN AIXA i MEE A5
AT3 URAR T ZRAU= M, BB REA M.
AT4 FRRE R 70 At A AT

455, BRIKRICFAIR
WE BRI R IGAE ) 15 B R EGR T . S MK B A B RN A R, HROARG 6 H
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Table 7. Manipulation check
7. BREIG IR

B FRIA ¥ et)
FELS S PRBRA S RIE AR A Likert 7 4
(e et WABREAE YT A B RHS Likert 7 4

456. BEXERSIFHITE
WEBANOGI S5EETEBAEEE, MR ZAREMEEHG T 8T, JERlE B2 B 1,
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Table 8. Table of basic information and control variables

*8 EAERSEHTER

IG5 FRIRA 2
EAL ME S, BIEBARE BE).
EA2 BT EERRAE T R A R Sl .
EA3 ISR T IR K RN .

5 MR%ZI

AHTFEIL RS 102 4446 BOREAS (1 [ 46 T A 25 AT RA MM, 48R T S AR FEARFAE S AR 1
JERIGE . ARG AN S S IZTT T R, NIRRT USSR 1 SRR -
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Table 9. Research sample data sheet

F 9. ARERKIER

EAS I3 B H 41 E (%) SRRE (%)
'y 52 50.98 50.98
1) Bt
% 50 49.02 100.00
18~25 % 47 46.08 46.08
18 ZLLF 13 12.75 58.82
2) IEMFR: 26~30 % 24 23.53 82.35
31~35 % 9 8.82 91.18
36 % KU I 9 8.82 100.00
LR 59 57.84 57.84
3) 5T AF 26 25.49 83.33
AR 14 13.73 97.06
R LT 3 2.94 100.00
1~2 & 6 5.88 5.88
A)1E P25 A 4 3~4 K 41 40.20 46.08
BHE AR 5~7 % 45 44.12 90.20
7L 10 9.80 100.00
5) T N & 83 81.37 81.37
UERBUE B ARG TAE? B2 19 18.63 100.00
&t 102 100.0 100.0

R FREA, 20 YR AR BN, Lotk 50.98%, FPE 1 49.02%, FEMSHE A Hh S AN [H]
PERSZ AN T 5 BN 5K SZ . fERRSEK) b, 18~25 S REAA L EL 46.08%, 26~30 % FE4A 5 EL 23.53%, 30
% UL T BRI & 79.61%, WORFEARLDERBHANE, XE5RE PGP ER S EE 8. ¥
T, LR EZT & ik 97.06%, 1B SZ AR Z ZCE AR R m . BHE 8 ARy, BEEAEA 3 1K
F UL BRI LG 94.12%, BoRSZAT TG BAA B A AR . BOE A oK, 81.37%IMZ U1 A M
HTE S BABCE A G TAE, SRR RR AR R P B .

5.2. I BRRAMGEHIR(HL)

LR EMPOR S Ao B RAEE SR, TR IURIRE . RS GTHE, | & 1 R R
ARG WA 100

Table 10. Basic indicators of advertising emotional arousal effect

= 10. I E AR EAhE AR

e PR RME BOKME CPIME AREE PR
6) WA Hh, FBEBHER B, 102 1.000 5000 2118 1.171  2.000
7) KBTS A T SRAITE AN . 102 1.000 5000 2196 1.343  2.000
8) I E AT T IR R ELE R . 102 1.000 5000 2235 1.291  2.000
9) J7 i I AL TR BV RIRZ 102 1.000 5000 2.863 1.449  3.000

10) JEIEFRIBRBFIE PR (IR BB, M), 102 1.000 5000 2382 1.251  2.000
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B HL $2i: 5 RO AR S R BN R BAT IR 52 . Bl o Mra R B oR, FENS R N4
L S EE P AME 2.118) 1 % A (CFME 2.196) B BB I B (P 2.235) 14 T UK
RHNZ) 5 B WA 25 fRIIN  AE A B . SR, T BB IR A BN R (T 18 2.863) Ml 2 1 2))
RORCFEIE 2.382) XM i, BT AU OT R BATAE, (B B AR 28 e (1 52 e A8 IR el k]
Wy HL USRI SC8F: T S SERENS oM R EN 5, (BAEIMEEA IR, & 248 S alE it —2»
PESE TG 2R ILT -

5.3. ITHEMBHR(H2)

GEE AN S R R IR SRV, BRI I BRI BT, )T S AR A
fitifiAm WA 11

Table 11. Basic indicators of the effect of advertising narrative

F 11 [ ENERREMIER

LR FEAR  BME BRKME CFRME bRMEZE I
11) AT H YT DR 102 1.000 5.000 2275 1.055 2.000
12) J7 &5 A E RN A ORGSR . 102 1.000 5.000 2225 1319 2.000
13) 7 NEBRAETHE — N, AR . 102 1.000 5.000 2.843 1584  3.000
14) T E A T LR A id A s B 102 1.000 5.000  3.137  1.641 3.000
15) I AL IR R Ak S . 102 1.000 5.000 2814 1481 3.000

USRS B CPIIME 2.275) AW SIS (PR 2.225) 5 IR BLESS, BTS2 ARKS T
RIS RN A AEZ R, )i DL IRR T AR ELHER 7 i (T 2 1E 2.843). AR5 300 dh i
B CF 294 3.137) DL K MU a5 My 4R 82 G R B (T 294K 2.814) b T 487K, SRS i HY
BB XT R SACIZ AR B €, (BRI e SRR, R R e
BVEA R 5T, (HEA A AR Bt X eI S E B EARRAER . ik, H2 331508 A
) R O S AL R RCR 5 TR AT R

5.4. I &XmEICIZSENTR AR (H3)

P RS2 i RRIBAEAH DGR 70, LML 15 68 B2 AR i RN R B G 2 R, S I i i
giitai R ILE 12,

Table 12. Basic indicators of brand memory

= 12, A IZE e

4R B B/ME BKME CFIME WEE A
16) J 5 LIRS R B T B AR 1 IR BB R 102 1.000  5.000 3.000 1.449  4.000
17) J7 5 WAL FRICAE S 5t S J5 0 e 102 1.000  5.000 3.275 1.624  4.000
18) FRAEARAR MMZ AL 5 o (1 bR 5 2 slogan.. 102 1.000  5.000 3.088 1.321  3.000
19) J7 5 LIRS Z S R A T AR A 102 1.000  5.000 3.500 1.454  4.000

20) KM E, XA EEEASEEA T RIEFRENA . 102 1.000 5.000 3.255 1.287 3.500
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5.5. X EMMIZLDHT(HE)

R Z M s R BoRn, 5 IERGRE E RN &% (p < 0.05), AL ERNEE (P < 0.01); 1FHEKEE
X FUHLE AT I 2 (p < 0.05), H4 15558 3 F5 .

51 S AT R R GR O 08

© EBFRRFES AT, wiE B G L1245 50 23 s TR B g 4H (p < 0.05);

@ TEME BAARE A, i L A 5 s g 2E 1) ot B 1249 2 AR B 3 22 S (p > 0.05);
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SEE = K BELRARRE N TEALH -

H—, BESWFE LI FAE, I EER A A B SRR A T R 08U,
EtE M ] AR R e R B R SSRGSk, DL AL
KRR, 38 R G FE S
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o I SRR Y SR - 12 TREs, 2 RIS AR SR A AR R - PR SRR
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K= H SRR T AL I B R R GRS AR K ER AE B AL, 12
XA HIVE I S ARAL s W RACE AR5, WSTBORIE I m st . X WIEmH, s adigim
BRI VR 1 B T i R AZ R, S5 ARAE SR PR

6. ARLEL
6.1. I"HENERREAMBEEYRNXEBEAR

HAER Y, SR AN S BT 25 M RS 25 1 5 i S 12 S R SR R, BRI T H2 R,
BIE 5 QR R GRS R B, W RIS A RN S 5 B AR

6.2. BEMAX REEIREERABIR

TR, TSR AR, (SR R, HL RIS . R
BN 2 e LT S 2 QU S, DASCBLTE R R A 0 R RRAR R

6.3. MESHENGZSIEREBBRERIRMMEEIR

s o) RS A R T LAR 4 il R ED SRR AR AR, H3 B A BIAL T 70 SCHF o U A RIS 1% 25
RBRAMR, BEBH I REE L 2 A MO E 2B, 1855 BB 52 A0 B IETHT AR

6.4. BERRE + HEINFASHBYUREM
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6.5. MREBRMESAKRE
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6.5.2. KRFEMRBE
F, VREASGE, JFREESLR, RIAHE I AR AE BN RS fae 2
B, WEPESERSEATE, SRR SRS NS SRENEHZER;
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FEVY, NS E B AR B K R AATE 3 SR AR G, A T S R (R SO

7. MREEN

B, BT S AR B SR AR A R BT R SO EL, IR A RS2 AR
TE A ORE, AERAANBRAICZ 5, SR T bl A RE RS HE ARG T

Hx, W R TB . MAALSE. &R, AOREELE R BESL®S, FRNERRE
MPAN 5 E, FTHREMAR IS 5 RS E IS, LSz A S BE B IR L iR A,
REEBESHER RS, PR SAERT O E SR, T ENAEESE AN L, PZAN
oty FRHAME[L8]. R AR P SEIL A PRI A, AT SR D AT P BB RCR . I T &
OMIEE 7 T AT 5 A, RENS iR KA BB R A 52 AR N o
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