Modern Marketing ZLTT 354, 2026, 16(2), 74-83 Hans X0
Published Online May 2026 in Hans. https://www.hanspub.org/journal/mom
https://doi.org/10.12677/mom.2026.162008

BEREBHARAPPI SHHRMBIARITAPTE
BRIz

—HESHFERNFMMER

e Ok, F O
KRR H TRE R, Ll
Weks H . 20254E11H13H; FRHHEM: 20264F5H2H; KA HMH: 20264FE579H

H E

B REFHH R IO, RIATHTRRBRNE, MEEHBINEEWE. R, RERALTEFTRE.
AP REEARG, BORBTRERR, MRRGEN ARBTG5 SRE o 78
Fmalal. vk, AAETHESEWER, DARRERIRAPP] EANR, BRWFHGR(vs. FWFH
GRAF TREBNERER, HFIANSFERMENTNZR. BERRERLE (N = 180, N2 =
190), A AILLFGEES S5EEAPPMEHETRS . AR Hit, BMEGREEZERAHAFSHTR
BE: HK #ESrEREMEGRS TRERBZMER e, BIMESRETHR T X
MNER EPIHRELERE, W58 THAZERSNL, HERE T TRERRE, R RRE T
BIROL. ABSERE T MEE RN ERI R ZE A RBA SHEEG R, FHELT “WEESR - e
R - TREE” WBRRE, NERRIRTBAIHAIT 6 SRS HR M T RIRKE.

XA
WEZR, BREFETE, HSFER, TRER

The Impact of Secret Scenes in
Self-Improvement App Advertisements on
Users’ Download Intention

—Mediating Role of Social Presence

Bing Fan, Hong Li*

Glorious Sun School of Business and Management, Donghua University, Shanghai

EIEE .

SCEG| M K, A AT APP T FREORRE I SO AL R B IR ). BUR TS E B, 2026, 16(2): 74-
83. DOI: 10.12677/mom.2026.162008


https://www.hanspub.org/journal/mom
https://doi.org/10.12677/mom.2026.162008
https://doi.org/10.12677/mom.2026.162008
https://www.hanspub.org/

&
=
N
N

Received: November 13, 2025; accepted: May 2, 2026; published: May 9, 2026

Abstract

In the realm of self-improvement consumption, the growing demand for low-profile engagement
has brought secret marketing to the forefront as a significant topic. However, existing research has
largely focused on traditional categories such as food and daily-use products, with scenarios con-
fined to intimate relationships, leaving the mechanism by which the secrecy of advertisements in-
fluences user behavior in self-improvement products unexplored. To address this gap, this study
draws on social influence theory to examine the impact of secret versus non-secret scenarios in self-
improvement app advertisements on users’ download intention, with social presence introduced as
a mediating variable. Through two scenario-based experiments (N1 = 180, Nz = 190) involving Eng-
lish learning and fitness apps, the study yielded the following findings: First, secret scenarios signif-
icantly enhance users’ download intention. Second, social presence partially mediates the relation-
ship between secret scenarios and download intention—that is, secret cues activate users’ psycho-
logical perception of being noticed and evaluated, thereby strengthening their motivation for social
avoidance and subsequently promoting usage intention. This mediating pathway remains con-
sistent across different product types. Theoretically, this study extends the boundaries of secret
consumption research to self-improvement and social media contexts, establishing an explanatory
framework of “secret scenario — social presence — behavioral intention”. Practically, it offers stra-
tegic insights for self-improvement products to implement precise content marketing on social plat-
forms.
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2. XEER SRR
2.1. XEEFA

2.1.1. RAEIHR

PRE TR A B AR A B S T 2 S R 5 B AT, A O AE T B S5 B, midkn
WY AR B RE T[] (2], —DRBEXAIFET, PR3 AT DRAMAR IS AT S, TR A 12— At =
B3, Slepian (2024)55 5 1, RAME S FFEL LR MR BB 51528, FFAEREEZE AL, Xt
W T AR AR ORFIE3] (4] AR SR BAE RS CAEM =2 A T7 10, BRI ARG 25 I 52 e B )
Z5E[5], PARGEMST AL RS B H 5 SRE A AR 8] 5C 200 R Bt AT N IR 2] (6]

BJE, SRR OB TR0 JE S50 S AF T B, MARTE R SIS 2 YR AP AE [
PRI RN BRI PAT IR DL 7] AR B E SOV B A Al N Bl B S 2R i i,
AR AE T AVE AT A B . AT FUR I, B SR S R R P A A, Hrh o™ i o o
FUaR 5(65%),  FUCAARRNE $7(12%) 5 IR 55T 2 (10%) [7]. R THAZH SR (M52m, B 705 i R 24518
e B, MEENH ST A B 2 S R, HETRAE T 98 ARG R BN TE 2 BRI LUMETRAN 7] 55—,
PR 3 I AR BESR T MR B 1K AN S F R (8] %=, Rodas 55(2020) 3L, Fb#H 22 =0
JEl L PR 7 A BE I AR AL (8]0 SRDY, DR 2 OGE,  BRETH 2 BT TR B AR, R
HMARAT (9]0 XL I AR 2 1 B 158 B SRS r X S ISR L 1 B LAt

2.1.2. HEFER

SRR I3 H 32 BEE T Latane (198 D42 H 4L S M EE, ZHES A MAE R MG — 77,
HWLEZ 517822 B8R ) ERCE « 98 i S 4a e EE[10]. Short 5(1976)7E (HAE
(At 2L BEEE) — g AR A AT —A], 54 Fulk 55(1987)BAHfE SO “ F AR B 2]
At NAE P9 O B - A7 TR ORRFE [ 11] [12]0 AMARISAS R BEA I 2 A7 R RN B 5 5, A EIMERAK U -
AR AT B AUARES Y 2 E RS S BN it [12] 0 1208 SCAE P28 B85 [ 13] BT 9 AT 2 UsAS 2 H
B0 Xu Z5(2019)4 H g SO Hoft MAAAE R ANFERE, HIGRR bR a3 [14].

DR, HSTEE RS G . 2 5EE. Argo 2520057 KL, TEHENM
M AAAE BRI P i e A AR R R AR B A/ MA B 0 2 1 ABIUES, 3
WGBTS, PRI, U MEARIEZ T | NG, ERIEE NI FEki15]. teoh, Haf7rE
JKAEIE AR THEAE[16]. FRTEXT U= S SRR R 147, DA Sl B P 258 (7= o B8 A ) 7 A B I 1 )
AT, AR T K[ 17]. HLES N IAFIE A L REER THIH 9 2 A0 037 I an S B -
T R R E R A EE[18].

AT NZETH, SRS S R ERIT N . Argo 25200516 H, A fFAESH Y KL fl
M HRATEZ AN ANRILED[15]. HEHEEZQ019)H SR, ML RBHSFEAEN DL, &
BRI GBI, SRR 2 HEAN BRI OEELR, 5 TSR HA[19]. F,
FESAFTE R E SR AL AT (20, FFRAMEIEE 2R T IR R VETE 247, RO AMATE St A7 7R
R T B8 A 2 i 5B R [21].
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2.2.1. MEARMTHEENR D

B HIRTEE b B A B P SCBL B O BEBRE S SR 4E L I N KR [22] 12K B ZHE,
BAELAED AR @SR, SRS IRS S R RIRA 3 APP). £ “85 710 5
AR TGRSR, RO B EEETHT O RE A BRI DB R . Ik, ASHTAUR
BT ABIIRTIR APP,  HL 5 5L i rP R B 2 BRI AR

DU WEFCG 1, 1 42 U AR % B B IETH™ il 0 B AT R o Y AR 48 (i A PR e B 2 06 [23]
[24]W] RECA MBI B 3RIRTH ABCE S 4IRS, ey R 0 AR A A s T AR 155 28 (il TRAZ AR [25]
[26]7R REIE LI 95 SRS HIRGE R BB, e 1228 i s o X BRYT, B BRI AT
5508 I AR S EAH O -

Rodas %(2020)it — 245, B3 B2 T RESRAL T 2 28 007 i RO A FERRALBOSE, - BIOGS BEUA i 2 7™ i
PR R, R EE AR S VPR (8] HELRTHERT, AR IS B BT ARG S, W REE
IR P23 w5 ARSI, Mg s AT v iEe . Sk, $Rlifiix:

HI: METAME S, BRI APP )i b RIUBAE I SOE RESRTH T P B0 PR e

222. HEFERMDNER

RAEAE SR EAE, MR B A AMATEERT, A IR 5T NS E A2 B, RIEX—
AR REAE SRR B BN[10] [12] [14]. T MR IE S (E BIERE, HAMAERT AL SHRAN, X
— SR WA R T M A S AR BRI 19]. BFFUREA, FH P RN SERA S P2 b i, A A7 (e ]
RELLFLEEIE N, MBEHARER27]. K0, E%NEISHEUFRMEEERT, AREIHTNAE
SEASGRAHEM, FHZEINAVEA, FMWAAEE SR Sl FhE S 7 & A B T [alkk th2s
o KU 0 K 4

UbAh, B R TR AR B L 22 0GR N E TR 2, FLJREE A P AN B [ AL T A A M 4% Hh ot
A BERA AR R, RIS AA 0 A BTN 9] 90 BBIER(2023) 48 H, At S A7 0 R 1 2 DR 4ROl 0
T SE R TR 21 ] PRI TE IR ARSN ST, R ARAE F e PR Re 08 el H Ak -5 AU [mTIRE K 77 % o 5T
HERSETHE APP i 5, FbE H I REE T — R RS R R, BRRF A AMARTE A QMR SR, B
2V E 7, MR TSR A X% APP (RRAT AR .

B TR A — TR A PR AS Br B XHMERREE T (RdE R, DRIMRT DAEIN, 24 4 b B A R R
S ERTURF SO EE, SR AR, JRER R ST R AL, BRI Sl
AT AT WA, 5 0P B2 E AR B 5 75 3R, (R 3k P @i R4 APP St 5 2T . T8 B2,
KRR S AFE B B 5 R AR RO EDIRA, W0 dEAMAE I (R 2 BT SR A K0 FE H bR

BT UL RS AT, FRHER R

H2: # S 7R AT 7 5oxt H BRAETH S APP FEGRIE MR m b R IE A E . RIARES TR
i, M ROE RIS A AR, s L R R
3. XWWITEERS

BiE “FHUUER” WS GAARPRE K, HXTHEEBESHEAREIT: —EH A Y%
3 EAIE A 25 47 B B F AR IR HEVE T, R PRI AN SL A D 3 B ) [ R R AR . X — LR 5]
KT —RHMERR 8 DR 7 AT B IRIRTH T S R B LR g s A T AR 2 s e B
WU 530 A AT 2 B2 L (), it 3T PRI St se ot H IR gk TR a6
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3.1. XE—: MEGRNTHERNZMW

3.1.1. SEEgit

UG — R R S (AR vs BB ME v B AR AT S R AP AR T SRR RS
R EA &2, DR TS0 1% Be i B st o S0 7= ik 2 N RN EE B PR T3S APP—— 815 2% ) 3.
ISR T — KGN “RY HE 7 WGBS N . 2963 B 5AEMBE AL 5 R AT . JEAL
SRR “PUBW MR SATFRTE; S ANRA g’ “MEITE” “EHLE
717 SRERRET SRR,

AR B N kR BV E N P 432 R IRTH 28 APP HURRUATA Y , REE AT R M X612 287 i 1 sk R B
AT AT BRI B BIETH APP () 580, W N EEEMA— MRS AR ST R
(i b AR, R FE N SRR 2 4B SR AR AT I, LR, @ LR =N AR
EHHTEA I . AR, XS MR, TEIRRHR A APP B R, 7 HEhR . < IRIER S
K5 2 THRIZHK APP. 7 SRANE M “UnBUsRA T, et/ T XK APP. 7

o, WARETERIE FIEN A NET APP | S BUR RIS, R BEAL 3 AC 22 Rk A 4 B R
B, WSS AR BRI A RO, FRATTE SR M SRR B IR,
DA P B TR ORI R . e, BlEFIKIGES FTEEERR. BHEROHES TR,
PRI AERE B ) LA B 7 R i R

3.1.2. XWERS5L

7E Credamo #1155 180 A #IK, Fralsy@dEE ks, SERICE R4 180 3, A dEfhs
83 N, MM 97T N, Bk 63 N, b 35%, &t 117 N, HE 65%, 19~24 % 46 N\, LK 26%,
25~34 % 73 N, itk 41%, 35 % &Lk 61 N, At 33%.

TEREEERMEERLE Cronbach’s o = 0.885, IRZEMERET43HT 7R KMO 1H°4 0.745 (p < 0.001).
H B R R KT 0.8, BUERF &R, AR EF, #ilpsisy IRk Wl FRSEXTT
G T S TRINAE I (p > 0.05), AN 22 FI5EM R 2 (p = 0.016 < 0.05), [FULAE G SR T 204, 2
DA R WA A 56 32 0

PSS R E N R0 = JEMEA, 1= MEd), FTHRERANNTE, 2R, 7
BREW T Z 0. ZHIRIEE RER, | 5SS DA BN AR E(F=0.520,p = 0.472 >
0.05), Ui PR EE R AR J7 sAE AL IR — 8 75 22 50 P RSSO 50 285 SR Sl B50a s /2 7 22 5% 1
(F=2.817,p=0.095>0.05). g HEZEMZS SRS HDT, HHXET T 25k, 45
R, 7 ZE SR S RIS IR T (F=2.372, p=0.125>0.05), J7ZFME. a5l R TFR
APP T 8B B AFAE B LI (F = 126.457, p <0.001), EI4b T A4 HIMR(M e =5.64, SD e =1.02)
XfEFIETE APP (1 TR R E S T AR H AR M e = 4.20, SD sue = 0.73). % HIIE
T2 APP T s EAAAE B F(F = 14.979, p < 0.001). fE&HI T HEERGE, | &G RAME K
BRSO I B EME T FEEIE, 3 H AN E(F=126.457)i% & T2 1 R (F = 14.979), 20T
CEIRRRFERE, Hh, M see S AR S s A SO e i R R’
W HI1 19 2 50E .

32. KW= HEFERNDMERA

3.2.1. SEREIT
SR FH DAL 3 55t (b s 2 /AR R 35 4H) O B R B PR SR R R KT AL B ik o B BRARTH ™ ik M 5 2
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f% B — FreR A B AR 2R 5, e — k4 “FitForee” [f@ B N ARAHZ

H“Eﬁﬂﬁﬁiﬁ%iﬁ”ﬁﬁk SRR B SR ATFRE IR MRE AR A« fh far J e Ag &
“%&MWW%%A”£%L,k$%E%ﬁ%Hﬁﬁ LRINEE DS

SRR ERSE Xu SQO1)MF A gEI[14], FERIELIAEFAET . BITREMERSE “HA
ARES MR« “RBIANFTRERRIERII” « “HATTRERTER R o DA IR 4 Nl
Wik, RM-CEEREAT I . BITRERN Cronbach’s a %009 0.920, {5 R,

BEAh, S IR 7 AR LR %) E AR B S A AT LRAL” ) [28]-[31]. A RELAEIK( “ BN

A RES IR AE BBk, AT B R ) [32] [33] EETRTH “ NI ORA 1887 HIE B
AT HERR

PARXESEl LT APP [ AN A0 TE S, RS B RN B Al B AR A S AR AS () T o Dl
X A IR B, EORPOR WL ORI A%, Dm Rk T RZOE R BES,
PR FKOIAGH S AAERER, TREREER. BAMMRNESI, D@ FRR Al FEe. &
PiAE I HI A A R IR AR .

3.2.2. IWERS5WL

7 Credamo %% 190 4K, Fragilsyi@id e i dr, UL RHBRTATREA . B2 Ilich 34
F45 190 £, HAHEREA 96 N, B 94 N FrA#Arh B4 54 N, (HEE 28.4%, Ltk 136 A, o5
b 71.5%, 18 % LAF 1 N, HEE 0.5%, 19~24 % 42 N\, HEE22%, 25~34 % 83 N, 5tk 44%, 35 %
UL E 64 N, i 33.5%.

X pE S AR IR IR DY AN IS T 3R R I = AN BT RS BEEAT RS 5%, Cronbach’s a ¥IKT 0.8 (#L2x4F
FEIK = 0.920, FHEIE = 0.885). HSfEAERKIK KMO 1524 0.844 (p < 0.001), FHEIEM KMO 15N
0.747 (p <0.001), FoHFERISIAAE 0.8 LA .

TSN RN, PR TR M TR SRR R A T EE B A B =
F(p>0.05).

BTN . T ERESIENALZREO= JEMEH, 1= Ed), BRI APP THE
JEONR AR &, BT R 2 W BB I St H B AR T #WMTW%FﬁEﬂﬁgmw—ﬁmgw:
0.001), BIAL-FRAZEH M R(M we =5.65, SD ue = 1.09)%} HIRIZTHIE APP () N8k = B % 5 T AR Fh %
HIBARM wue =458, SD s = 0.90). B H1 FRRAFIE.

LT RIS A RS XA BEATH M T, SRR 1 PR,

Table 1. Correlation analysis

1. XML

AR a5 SRR TEER
1A IR 0.428"*
THRER 0.471" 0.441"

VE: "FRp<0.05, TEFp<0.01, EFp<0.001.

uw@%%m*#ﬂﬁﬁ,hﬁwmmﬁaﬁé,iAﬁf@ﬁ¢ AR, NEREE NIRRT
B4, GRRHCTE 2): , RS N R A RN R (b = 0.471, p < 0.001), UiHARRE
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Yy scn] B IR M) s g R R R s B, AR I SO AL S AR AR IR ) 1E 7] SN {2 3 (b = 0.428,p < 0.001);
B, PN ARG, IS0 a2 B I BT 23 (= 0.346,p < 0.001), [FIF #2547 75 2%
Sob R B B ) 1 [F) 52 I 2 (b = 0.293, p < 0.001). FEAABA AL E N F = 38.593, HRMMEIR
Ufo 256 FIREE IR oA AR ERAERL A 3 o0t T 3R R 1 R e A2 35 43 s A —— AR A TR 2%
Wi, BB SR UL AR TE SR AR, B I R T 6 R IE TS APP I N EEE, WA

& H2 15 25810 .
Table 2. Regression analysis
2. EYASHR
. Y= F#HEE M = & A71E Y= FHERE
i B | o 2 B 3
i 4,583 4302 3.460™
X = FE 5 0.471" 0.428"" 0.346™
M= AR 0.293™

VE: "FR p<0.05, TEFp<0.01, “EFp<0.001.

BT BRI HERR . 1%, DM s B R EO0= dEM%A, 1= F%H), 725 ithe
P, BIRALERER. BRI NIRRT T Z 00T, IR ANOVA MR EIR, FEg sttt
BAFAERE Z(F=0.000, p=0.996>0.05, M yusa =444, SD yuwa = 1.548, M wen =4.44, SD ue
a =1.763), RIS B A GERAAEAE B EE(F=1.053, p=0.306>0.05, M yusa =5.49, SD yus
i = 1.330, Musa =529, SD usa = 1.388), FE S EERFAMNAAERZZME = 0.7, p = 0.404 >
0.05, M yuws =5.36, SD puun =1.224, M gwn =521, SD geu =1.277), B, WTVIDHERREACHEERE.

BEJE, BB AR AR B A BRI 10 700 BB . DR 50 (0 = FERREEA, 1 = Fb%
H). thostbi. AIRMERR. WBHRI VAL RE, DUNEEEANAR, #TEES T, SRR, B
AABFE RN THREBN R E, FRNAKIRFEF =37.430,b=0.494, p <0.001). LA 50 =
A, 1= FEA). thalbik. BERMEER. HERVAZE, DS FEECoN R &, AT
8T, @REH, HREME SNSRI R EF=24.812,p=0.431,p<0.001). LAFE%E
F(0= e, 1= MEA). Hamark. o, ARMAEEK. BRI ML E, UTHEER
AR, HATEIE T, 455REH, MEGEA N ERERNREEE B =0.373 <0494, p <0.001), &
SRR N IR R B (b = 0.282, p < 0.001), WP/ N sk Fafet, FE b nl it — B HER B A1
fRRE o

W, kA iR, BIRBERER. B RTHE NP A B EIAT RAS PR R A ER . fhe
LA B[R0 VA 2 A 5 R s, Fib 3 37 sseont A2 EE AR B 11 VA R ECAS i 3 (F = 0.000, 5 = 0.000, p = 0.996 > 0.05),
S RO R AR R A B H R BN B3 (F=28.770, 5 =0.115, p=0.073 > 0.05), Bt HEAE Ah N2 E
HARAL . BRBEREEA s R EIR, B2 s B IR A RBAREF = 1.053, b =
=0.075,p=0.306>0.05), H AL T S B REA B2 (F=28.382,5=0.104, p=0.106 > 0.05),
B BB E AR A B RA AL . EERTHIENE T4 R IR, AR SO 1 4 32 T R R A
B#E(F=0.7,b=-0.061,p=0.404>0.05), EMEFHRIAENPNLEWAR. 2k, AHEHRRH 2t
B HIRRARER. BT B MERR, XA TIME SRS TEEEN RN, WIEIATE
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4. 5L 5RBR
4.1. FELS

AT T PG S, ) ASEIE 52 5] 5425 APP ARl —BURBURLE T 5 7 s A T A
YRR AT M N BRI NSRRI R SRR EE RIS E, IESE T A
JEIEAE B IIETH™ ) S ORI E I o XS5 R TP R . oG, EARSSBATREE T, “ Ak
ks “B5ZENE” BLGAE R W RSB B HIRTHT O DU 2 . ) s AR
FE 77 AR R HE RIS 3 S oI RO B SR, DIt B ROB SR BR LIRS, i (et T MR
K, Rodas 55(2020) i Bk EF £ 28 PTINJRIH 2% 2007 i A FEAR AL (8] T B EREETH - A B 5
B B R VIR SC, R Sl I 7 2 “ 0SS 7. BB " MBIt e, #t—2Bamfl 1 IRA
MIERSE, RERTTTHER.

BEAN, SEEG TAURAESE, AR AR RAERLE SR N B R I R T A AR . BT
Ho MEE S IE Y 9m A A ARG, BRI APP BN BRI . BRI HERR AR 2 UL
H HA B NG B R TT5 B AR Ja AR A, UL IAAE AT AR 5 P AR ORI A% oL . A
WFIIN LA EE, B8 A AE TR E 0 R ZI i (3] 24 & il “fafir” S54mnt, AR5l
SRS I uEOR A e “UETTRESEDE” (OB . X POV TE LSS A ARG, S A6 T F P oA A
M2 AFAE RSN, A S A NGRS PEPP O KPR, TS TH AL A AR 120 AR Ak S B ik
NAFAEBANRCEL” [0 — 2 [10], Ik DA “ M 20 R " IRB b At A7 ARSI B AR BT IR 3
At AR BBEGE P 2 DR A A ARG T 7 A ABE R [21] [27] A% i i b i R AT
MfEE, AP SRt 1 REREIE SR B B TH SCRT it Stk 2 B AL I AR R 7 58 o IR A Ak A AR TS A
FURAT 9217, TR XS SR A8 2 Ra 23 A i) APP (IR IR, S A3 S e i R 30
.

4.2. FRIL TR

B, AU TR B BRI S NS . BEA SO T TR k. H T SR AL
A, ASCRTE TOR RAE A 2 JARTESE 7 b, 87 7R AR S IR B A M A
FRAIFERIALE, BRI GAE AN F 7 20 P AT AR 2 5 O B R B AL OB A B A

Fok, AWFFERAL 7R 2O B S R AR . I 5 AR AFE B E N b th A AR, #EE
BAlE 7 HERITTREC e ST CME R S AR TONERT MR, TR
DURFIAL S VA I AT 3 S RAT SRR BE RN AESN 7, T8 178 2 B SR s AT N I S LER IR e

43. BHEBT

AT, HEAE BRI, CAEATEh AR SRR OV D UMETRR . X BRI AL
B G SRR IR E B S, Fem bl “Rb s A L e .

T, LAE B IRIETHE APP [ E B T T ANBLT =J5 AT SRR DAk 55—, EAr A
MERREREE FE G RS, R IR TR AR AR AR 2 k™, 5T 9 AR A el AN S R BT R R
P e T E A RO o B R, PRI S ALK 2 i B T, MELE M . B E AL AT N RS B (E
R TP IRE PR A A, BRI PO ARG O R S R G, MR
THEGERL. H=, BFCIH. SCREgHaTax R, KA “ M AT M. E e P %
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OIAE . TERTH S, AR N EIE R L, SIS RS S BRI Bk, PR A R
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