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Abstract

With the development of UP main advertising endorsement at station B, it has become a major
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problem for many advertisers to clarify the influence path of interactivity on users’ advertising at-
titudes. From the perspective of users, this paper proposes corresponding research hypotheses
through literature summary and theoretical analysis, and combines the characteristics of PUGC
videos at station B, focusing on the analysis of the relationship between the three factors of pres-
ence, flow experience, and group identity, and constructs a structural equation model with inter-
active factors as the antecedents, presence, flow experience, and group identity as the medium,
and advertising attitude as the result is tested and corrected for the Z-generation users. The study
found that there are three paths that interactivity can affect advertising attitudes. The main path
is from interactivity to presence to group identification to affect advertising attitudes; all three
paths need group identification to finally affect advertising attitudes. In view of the above conclu-
sions, advertisers can require the interactivity of PUGC videos at station B to start from streng-
thening the sense of presence, flow experience, and group recognition, so as to effectively influ-
ence users’ advertising attitudes.
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MHT, B w4 3.06 12 HVEH T, HoA 86% 4 bk 35 5 LLNH T, H T HE A K =ik 89 43,
A EEhEZ K 125 120k AR UP 30k 270 75, AHFEZREE 1000 /3, UP EH{ER PUGC
(Professional User Generated Content) 445 (5 351 & AR RAIR TB R 11 95%, 2021 4F UP E# A Ak il &
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BT B 3 K AR 32 FH P B AR, FIR SR B P B, (6 /3 A2 B MR ARTE B Sl T B A V5 301,
BT 7K 5 BOEIEAE PUGC MR BI85 KA RAE AR A b (1) St L2 e 7, T B 2 A i N
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B3 —7J7TH, fE B % PUGC AT FH 5 th I — L0 . 1) PUGC FLAIH B34 A2 an e 5 i FH
PTG A, RIS B4R I8 2) 7RSS R, IR R RSB AR, B4R CE P N T 5.
DA RESRAFBE 47 ()35 R A S B ) UP R ANA% . H AT 2806 T B 3l PUGC MLATIKI T 714 Hh T AR 1
ek, SR ESEMSE AP RN ER D, FT EIRUGRE T, A SOR @ SOk 45 EE
YW ST SR, i P T A EEHEAT RT T, 3R 7T B il PUGC AMUSUEL Bh e FH P T 25 A FEE S i 6 4%,
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Figure 1. Path model of the impact of PUGC video interactivity on user advertising attitude at station B
1. B ¥ PUGC #LSRE ZIMEXT A PI &S E SN0 B R EY
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Table 1. Measurement dimensions and measurement indicators
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3.2. [EBEITFREARIRESE

H 4R Likert 5 iR 1 Ko “RATEE” 8L “IRAVGNIA" 3 2 Fom “AEE” 5 “ANINFET
3R M - AR CHEEY BLONE” ; 5FRoR REE” B CRINET o RN R FEEN Z KA
SRR ORBEAR . N T IR MR DR AE N 5 I E A 12 ORI MU R, AR
A T B 22 ] o I s [ WS AT TR 438 1) A5 AT N T o A% DA A 2t , b = R i A 4
I R R AFAE S . LI 5T LA RR . SRAZ B 07 O TBORBHR 2 350 4, BRE ANt
304 a4, 0] [EISc N 87%.

3.3. kMgt

FEARPER . Y. ZHERE. PO A ISR 2 B,

IS A TS T R, BbE 128 N, Lotk 176 A, PERIELGIEEE 3/4, EGI&FHA A B uiH
BRI L] R EIT 69.74%J& T 18~24 %, & B i FARERZIRELH]. = P1E Ik 78.29%)8
TARLU F2], wET B uiH P2k, SRR 59.87%)8 T 2 42 K UL i [E], FEAKME
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Table 2. Sample descriptive statistics

2. ARSI

FRAR2ETY L lavaeS P 7y (%)

5 128 421

P55
gy 176 57.9
17 % LA 11 3.62
18~24 % 212 69.74

SRS
25~30 % 61 20.07
31 %KLL 20 6.58
mhE KU 22 7.24
K& 44 14.47

=]

AF 139 45.72
it &Lk 99 32.57
2 191 62.83
LR 83 27.3

B
H e EL 18 5.92
HoAth 12 3.95
LAERUF 56 18.42
1R 2 4 66 21.71

5 1] B 3t A

2 3| 34E 54 17.76
KEY 128 4211
B /RFE(0~3 1R) 148 48.68
P84 S B ub AR 2 HE(4~10 1K) 98 32.24
FREL0 XKLL L) 58 19.08
1/NBUT 145 47.7
U T B 3 TS K 1% 2 /NI 121 39.8
yAN 38 12.5

3.4. FHEKIE

PATTRS 97 3% J5 1) 304 A1 A5 SUFEAE F SPSSAU TE LR 3 W AR HEAT RUZ 73 M. SPSSAU U 43T 1) H
RIEbRELEE: KMO M. LRI, 7 ZfR e . T3 REUESE, DU TEER M8 B KO, it
AT B A B LA g, KMO EHTHIWE BIRIE SRS, LFEEEH THRR A &1 AR
T, 7 ZE R R AE T USSR BUKY, R #fir 2 50H T4 5 R 1 (4 ) A I00S B O% 2 [20]. 43 #r
7R, KMO {4 0.958 > 0.6, H¥ERee 4 A 32 BUE . RN, S0 Fmont B g 3L [F BEE S KT 0.4,
YA FE U 2 RE A A R B2 . 34, 3 N1 1T ZE iR 2R 23 9 8 31.201%. 27.952%. 12.882%,
Tie s I AR T ZEfRRE 2 72.035% > 50%, Fonit TS BB Re S A Ut R I Sk . A5 BE b FH TR
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FiRE AU U IR A FE R ) 1 [ B T SE v A PERE S, B Al S i) 38— B R FE [21] . 0T o,
{EREREME Y 0.966 > 0.9, IR FUE A5 i AR & 0% “CITCH”, /4 Iif) CITC {35 KT 0.4,
TR (B BA RIFIIMEGR R, FR W EEEEACE RIF. 6205 M, BFRE0RE R 2808
T 0.9, UlPHHGRG B E R, Rt B, DRI IR B AR B EOE 2 TS 1 .

NTRIGNA TS MR FE T LM M E T, AWFFRIERET SPSSAU AR BHIEME
B4 brd, DU PRAN AR &8 BB 1 0 B R - BTG A S g AT SR U T 5 -2 #r, e 3 DR 3ifif R 4K
FARALE 4 B AVE FI CR FEFR4E RHT/R o BEAN MR 55008 A 545l o = 620.443 (df = 237, p =
0.000; »*/df = 2.618), GFI = 0.848, AGFI = 0.808, CFI = 0.944, IFI = 0.945, RMR = 0.041, RMSEA = 0.066,
BN AR B i B Y AVE (B3R T 0.5, AN T/ FE AT & i AR & BT RECHEST L
HERE M > 12.614). £ LATA, BTG ERRAREEAE R T A2 K [, i SO
it 7 7R BEIE .

Table 3. Factor loading coefficient table

*® 3. EAFHEmAKEE

Factor T T3 PR e , e
(AR &) (B =) %Efg fff& (Std. Error) (CR fH) P (Si%‘gﬁﬁte)
WA HLE) FERATH IR 5 2T # s 1E REA ORI A 25 1.000 - - - 0.791
W2 H.5) TERUAI P A7 7E 78 15 200 I £ 8 T PN 8 1.036 0.066  15.785 0.000 0.818
W& H.5) TERST R A LE A 5y ) Bl N 2 0.998 0.066  15.103 0.000 0.790
PR 7)) A UP 38 AL E R o R 1.000 - - - 0.806
M T E) TERLARH SRAR LR R 9 25 0.942 0.058  16.335 0.000 0.818
Mol E R AT UP £ R AR PRI E T R L 0.945 0.057  16.455 0.000 0.822

I 47 1% MBS FAT 5 N I X T V) 38 10 i 1.000 - - - 0.903

I 47 1% MBS RA 5 NP 25 B 2R 1 0.975 0.044  22.334 0.000 0.867

I 37 2% MBS IA NTERIER IR 1.027 0.050  20.580 0.000 0.835

IR B IHEIA FIH A% T7 G 28 HAHS RS SE. 0.926 0.046  20.233 0.000 0.828

I 47 % BRI LE A — Pl 2 0.920 0.045  20.358 0.000 0.831
WYKL M R B 52 1.000 - - - 0.914
W RN WU Hh kb B 2 J% 0.982 0.041  23.738 0.000 0.879
WS R LN M H b I 1) S A3 AR P 0.959 0.043  22.148 0.000 0.854
IS RN MWEHHOSAHE LRI EH 0.924 0.047  19.594 0.000 0.807
WS/ ENI Sy W Hh B 3 577 4R Hhox Jl AN UK 0.917 0.047  19.719 0.000 0.810
b IN H AR ARSI ELE) ) BT iR 1.000 - - - 0.877
FEARA A ag?ﬁ:ﬁg%iﬁfgiggﬁg 0.983 0.046  21.565 0.000 0.875
FEARA H AL B R 1.004 0.048  20.928 0.000 0.862

AEFRAT — TR A R R
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BN LR Qa%f@ﬁif%gﬁﬁﬁﬁﬂ 1.030 0.047  22.011 0.000 0.883
FEAAA [ N B ORI ) AL F A P o ik 1.035 0.048  21.776 0.000 0.879
[T AR SR ERER A T R W] LRI 1.000 - - - 0.900
[T AR SRR ) T R L) 0.960 0.046  21.001 0.000 0.879
JTESE SR ERSER A I RAEAHE R 0.988 0.050  19.780 0.000 0.847

Table 4. Model AVE and CR indicators
5z 4. ¥EB) AVE F1 CR 555

Factor P TT =R AVE 8 HEEH CRIE
N2 H.5) 0.640 0.842
vag eS| 0.665 0.856

Wi 3% % 0.728 0.930
WS RN 0.729 0.931
pis 2N INE| 0.766 0.942
IS 0.767 0.908

UbAh, M5 X33 Pearson #H5G AVE V77 HUE AT DAG H M S AR A b & AN AR B[] AH G &R
$/-F 0.800~0.876, HHEEEXEIIAETE 1.0, XHZERLAGUE. EE XA KER P, ks
I AVE T 5 18R 0.853, KT [AF[AIAH 2 & B4 s B 1o R MH 0.813, FonHEA RIFHIX 5 %0% .
OIARSE T AVE -7 #4849 0.854, KT IA ¥ [A1AH ¢ R & 4 nHiE ¥ 5 K AE 0.785, Fn HEA RIFHIIX 5
RUEE o BEAARINE () AVE ~FJ5 MR 0.875, K T-IA A AH ¢ REAHME i K fE 0.813, R HAA RiF
X . | AR AVE I HRME N 0.876, K TR [A1AH 5¢ R B WA 1 5 K fE 0.600, FomH A
A RUFIIX 520

Table 5. Discriminant validity: Pearson correlation and AVE square root value
5 XA : Pearson X5 AVE FH1RIE

WA TLE) PR L5 Il 37 TN/ RN 2 USNG] ITERE
N2 BB 0.800
W F) 0.841 0.815
I/ 7 & 0.643 0.655 0.853
WYKL 0.705 0.752 0.785 0.854
HEAAA 0.622 0.597 0.813 0.735 0.875
ITESE 0.323 0.364 0.514 0.463 0.600 0.876

P BLAMUAT I BT A AVE 7R
4. SSERIREGR D

B ¥ PUGC #SIE SN A P &S ERN R mEEE
FEW FERLR (5 FEA R BERF A SR G, 7RI L s M E R 7 R piis A28 1 v 9 4% T A o S
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BHILLF B IHUETEFR: ¥* = 634.835 (df = 242, p = 0.000; 4*/df = 2.623), GFI =0.845, AGFI=0.807, CFI
=0.943, IFI =0.943, RMR =0.041, RMSEA =0.066. %% FERE L B8 A% Fh 4% TR 06 8 b e AT 3]
Krgesisk. b 2/df fIELE /N T 3, RMR /NT 0.05, RMSEA fEi& Y, FRMKITEFF4EHIE 0.8 1%
it 0.9, BIZ AT LU AR RE T ELANME LIRS 88 (OIS AN AR A [E A N AR B | S

G- apuy
RE
e Imsmk
0.794 0.677 .
K &
0.501 G 0.339 SE
0.816

0.421 0.212

RY:
Z N\

B#

O,

2*=636.392; df =246; ,%df=2.587; GFI=0.844; CFI=0.943; AGFI=0.810; RMR =0.041;
IF1 =0.944; TLI=0.936; RMSEA =0.065

Figure 2. The impact path of PUGC video interactivity at station B on user advertising attitude
2. By PUGC #LSRE SR A P &S E I ERE

% 6 SRR BAG I 45 F o MR AT LIS, BT G378 OO AR I6: 3 2L A S 25 (1K) 5 1) 2 5
15 37 B O RARTG . BRI R BB LA BB R RN O AR I8 X B[R] LA S B R Ry s A
INFEIRS T A AT BB s S . B H1. H2. H3. H4. H5. H6 il 74t 5.

Table 6. Hypothesis test results
= 6. MIGHIGLER

X—>Y bR R % SE z(CR1H) p AR R R

H1: Hzt — iz 0.689 0.043  16.024  0.000 0.677 P

H2: Hzhtt — ks 0.397 0.039  10.069  0.000 0.421 2

H3: gz — Ok 0.464 0.039 11987  0.000 0.501 2

H4: gk — FELIR 0.621 0.055 11.365  0.000 0.601 Py
H5: OER — BN 0.236 0.067  3.536 0.000 0.212 2
H6: BHRINFE — T HSE 0.619 0.094  6.601 0.000 0.539 2

e SRR R R

5. &g
5.1. ARG CHTTER

ASCHEFUE 104 B 3t PUGC UM BB 1R PR 300 1 4 A5 FE s B A, Fs 1 DAL Bk R 2 9 iR

DOI: 10.12677/0rf.2023.133166 1653 18 %5 S 2


https://doi.org/10.12677/orf.2023.133166

PIAt RIS AR S . BEACARDVEEAN AT R . d T B ol XTI RS ok 1, B 5N
HAbHIE TR B T AN R R, AT AR Rk I Ay AR, AR ORI
Wk, AR BRI RS RV R A AR R BT AL, SRRBMOAR W, DR =2
RIIFE I Ao BETEACHL, AHECT Bk ORI 0 L Bl kB T 32 T M T S0 ) 3 28 P2 ™ it A
ISR AR[22], B iGN (M B ARBE SR SR AT 3T, 55 eI 3 SRR B Lo AR 560 ) il 3 A8
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N TS 5 358, A AR O BB VR I iR 56 SRR D[R] AN TS 5 A5 L, iR A2 @ A
B AP 237 8 A U A R FERE AN T2 ) s = 2R BRAR AT 5 E A B MO [F) A RE de 50 m
S FEAINF R EZNEMENE 7 B s ARBC T HA T 5 RF IR TE, RN ARZ I RAE . L,
B Ui N E A ERIBAL, B E TR AN R — AR

5.2. EERR

B, AT LS RAE7R T AN FILE B ¥ N TSI EZAE . JFH, IS TR, O
VARYS: . AN ] =3 Z AR R 5¢ 2R DA S RO B AR s i 3 AT Co SR B ot 3 ot 285 FEE PR 2 0 0 23U
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