Operations Research and Fuzziology 125 582, 2024, 14(1), 619-627 Hans Xl
Published Online February 2024 in Hans. https://www.hanspub.org/journal/orf
https://doi.org/10.12677/0rf.2024.141058

ZE X FREH SEANNSE R EI D
BNRNEE

wEH, TF, A
R TR, L

Wk H . 2023412 H8H; S HEM: 20234F12H28H; KA Hi: 20244F2H29H

R

ETEWH ST LREER BRIV, ABFRUZEARIE N, KA RERERT R, B E T2
WAL A UK 5 FF LogisticBl H 7%, AT ZEANSERR) & KR ML AR B /1% M, Ff Python
J€ B hFE P SCA G AT DAATRETE ST SRR IR, T AR IR S SIS . BTFRRM:
B EXNT GRS AEE A ERER, EREERASMRAR, BRI &R RE KR
MR P IESE T R RBAESE. ET450, AREEAS &R 3R AR .

K
ZHAR, SN, R

Survey on Generation Z’s Attitude towards
Short Video Advertising Implantation and
Its Impact on Commercial Realization
Potential

Lili Xu, Jingjing Gao, Shengmin Liu

School of Business, University of Shanghai for Science and Technology, Shanghai

Received: Dec. 8", 2023; accepted: Dec. 28", 2023; published: Feb. 29", 2024
Abstract
Based on the rapid development of the short video advertising industry, this research takes the
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Generation Z group as an example, uses the method of questionnaire survey, through factor analy-
sis, independent sample T-test and ordered Logistic regression for data analysis, and their impact
on the commercial realization potential of short video advertising is analyzed. In addition, Python
crawler is used to supplement web text analysis to break the limitations of research objects, un-
derstand different users’ attitudes toward short video ads. The research shows that short video
advertising has a positive effect on advertisers and products, but has a negative impact on users’
browsing experience, and the biggest factor affecting the commercial realization of short video
advertising is users’ willingness and attitude to buy products. Based on the conclusion, suggestions
are put forward to improve the commercial realization ability of short video advertisement.
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3.1 EEFITESTENE

A T ER F  ERE AR T BRI AR 45 & 10 5 vl o 18] 5 A SR E — F R IR AT R . RS
=85y, BN EREAER, HpaiEmn. £t Bk, B CilmANEE. B 0%
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3.2. EEXRMSHAmER

1) 1A RS 15 FE R

TETR & SR B, LAER 4> Z tARER AV E N R B AR A, LR R 45 100 4y, o &m 3 92 1,
A BRI EE ) 92% . FRAE TR A AF A 1 500 F ) 45 Hh Y R AT (S U A IS, X —AME RUE A IS AN T
1 e AT I B, FEXF 4> R BT R B R AT 8 SR, RN R RIE R E . E R
o, ABRFSR U 719 4, AR 677 i, AR 94.16%. FEF R SPSS26.0 X ) 4L
AT EE . — S, REERIFE 0.8 ML, & RIUKT 0.6, WFHEEL LGN E BT, 5%
IR, AR TEAS B RO 0.892, T I A5 R

2) FEARFEARFFAERGA

677 iRk, B 47.12%, “obt b 52.88%, PEAILLBIAR Y . FFAER SO EREA
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Table 1. KMO test and Bartlett spherical test
F* 1. KMO #3670 Bartlett Bk 1050

KMO {8 0.711

bl (Ve i 334.319

Bartlett BT A 50 df 10
P 0.000™"

T TN TR 1%, 5%, 10%0 REHEKE
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Table 2. Total variance interpretation

® 2. BHEMRRE

Hebb 7 2R ekt 5 7 AR
R TE RPTE HEERR TE e
WRE) R REE) LR %)
1 2.114 42.283 42.283 100.62 20.124 20.124
2 0.983 19.652 61.935 100.382 20.076 40.2
3 0.782 15.639 77574 100.238 20.048 60.248
4 0.58 11.594 89.168 99.382 19.876 80.124
5 0.542 10.832 100 99.378 19.876 100

MFE 2 RIRHEAR AT BLE e KT 1 ARFERR A T OO8EE 14, 55 2 AN 7 R IEAR  0.983 4k
T 1 5 AT ) BT ZE MR AR 89.168%, 1T 45 3 AN X1 ) AN T ZE Ml RE 3 9 77.574%, F:3 T 80%.
HIMEAT SR, D3 R BN ST RED 3 a4 s

2.5
2.114

& 983
£ 4 0.782

0.58 0.542

SR RN

Figure 1. Lithotripsy diagram
E 1 #%aE

HaaE L ma . 5 1. 2 DMRFIEARECNE LB, T 3 A miTT 4G BVRFAEAR N IR /D,
BT 4. Bk, ©53 MAR T ROvER.
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Table 3. Factor load coefficient table after rotation

3. nEREETHE AR

e J& IR T3k it R 2L
FL[E (A F 77 %)
H¥1 HWF2 KF3
QL3-1EAE W W A AT L FE B B A S A BLR B4R 0.098  0.040  0.984 0.980
QLA-TE XA 5 N A S 0.086 0.896  0.074 0.816
QI5-F X AW (1)) 15 BB I, IS E 0.332 0702 0.193 0.641
QL7 AL K= B & ) HEEE I ™= 0.758 0.268  0.121 0.661
Q21- 1 %sF IR G 3 i 722 TSI (AR 7 it S A s ] 0.878  0.097  0.037 0.781

%3 N G R TR REER, WA AT RIS E R PR AR E . AR RS R,
K72 ks 5 AR AE AN 3 AN IS REI RO KR, Hf QL7 #1 Q21 fEH 1 1 A Eim MEfr,
LA AT FL A DARRREIX JUAN /T 0, e A 32 S Bl P ) S 7= it ) R JE AN AS B Q14 1 Q15 7E A1 F2
THEREMEA, EIEERASWE SN EEASE; QL3R T F3 LA MEAT, BN FE
SBRFEN T T35 F R AR H BI04

Table 4. Composition matrix table

=4 BERER
J&5
e
47 1 J§57 2 4 3
QL3-EAE W WA A AT AR Pl SR AR N IR IR S 0.047 0.041 1.259
QLA-TE X TR E NS & 0.041 0.912 -0.094
QIS5 MR ARSI 1)) & OGBS E 0.157 0.715 0.247
QL7-IBAE M = i b = e B R A AN E & T S5 N R HEFE 1) 7= 0.359 0.272 0.155
Q21- 18 %of PR R AT | 5 o 52 ) ST PRI A 5 7= ity S A9 2 88 G e 0.415 0.098 0.047

A N FERERR , BAE UL S AN A B TS I R 15 9 S8 (E B B, TSR O 15493
B AR R R AR EE .
F = (0.294/0.776) x F1 + (0.276/0.776) x F2 + (0.205/0.776) x F3

Table 5. Results of factor weights
F=5 EFNNES

Hx Te#% I 7 ZE R R R (%) Te#% Ja B AR 5 ZE AR 5 (%) U (%)
HT 1 29.447 29.447 37.96
Bl 2 27.577 57.025 35.55
K3 20.549 77.574 26.49

35 AT AT IBCE S Rl /L, BT 1 R CE RO, N 37.96%, B 3 [/, N 26.49%.
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Table 6. Group statistics

= 6. A%t
Q20-E R B IS GIERH ) E I ARE FIME WERE  AAERETINME

Q14- 1 e RLAT 1 1 & 406 260 0874 0.043
BRI % 120 2.78 0.927 0.085
Table 7. Independent sample test
U VE =¥ L

RATESALRE e S0 T 20 95% FfEK

F A TR x| TR LR
Qua-fExtiEmmiplE  BUESFT % 0.196 0658  -1980 524 0048 0.092 -0.363 -0.001
FEANTEASE sy ~1.917 185898 0057 0095 0370  0.005

H ERAHL KO 2K T 0.05, ks i, J5EMSE; SCFEESE RPN T 0,05, HIkH
JUOR TR T R BTHERE 7 i B B I DL S O T AN IS A R R

4.2.2. AP & miERBRASEN ST SEANNSERIEMEX
NTIRNRTL Lk Z= 5, EHAIM SPSS HAFEAT A7 Logistic [A1H 347, 53] T 511458 :

Table 8. Goodness of fit
=8 WEME

il H T
R R 5.214 3 0.157
2 4.976 3 0.174

T REGREL: X EL
iR FE 8 LA AL S, Pearson 5 Deviance RIS LG T P {E I KT 0.1, I NI & Lt

Table 9. Parallel line test?
< 9. FITERE °

i) -2 SHEALLAR il H T
JR AR 42.486
A 37.509 4.976 3 0.174

AR SAR AL B SRR RS D BSG A . a) RIBRRR %L X 4.

L9 AT B A5 R B R, P=0.174>0.1, YNFFELLBICE, BN &AL EA B H 747,
Al A 5 Logistic 3 FEHEAT 204 -
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Table 10. Model fitting information
F* 10 BHELEER

A =2 SFHUR KH H WEM
AR 48.771
& 42.486 6.286 1 0.012

T REREL: W EL
R A5 R, Rt A b e B AR B A R B 48 0 f 56 . ARFE 4 10 25 Bnl 40, %4
AR P =0.012 < 0.05, YAMRR R T REA SN0, BALEES 2R .

Table 11. Parameter estimates

= 11. 2REEE

) 95% 8 (X [1]
S ARUERER FORME BB BEN
TR R

QUMEXHEIHAN HEAMAR =1 -2014 0145 102378 1 0000 -2.299 -1730
) QLA-fEXS FANM) AN FIASSE =2 -0.305  0.099 9575 1 0002 -0.498 -0.112
M ugsremssMOGSE =3 20 0141 20760 1 0000 1760 2315

QLA-H WA S HANSE =4 3.983 0.310 164.595 1 0.000 3.374 4.591

Q20-1& /& R M K FE A BB RN 5
PRHEFEI)™ i =0

Q20-1& /& B M L R BE N 25 h
P i = 1

e RECRRE: 0 &) WSHOUR, BILRENE.

0494 0196  6.375 1 0.012 0.110 0.877
fr
0 . : 0

A LA S SR SRR O, 17 = R, 927 = IR,
“37 = EFFE, <47 = WBHWK, 57 = JHEK.

5 0.494 > 0, YORIHUAT ™ o o1 1075 JE L 5 5T E5 RIS L S EA G, RO i
B 5 4407 8 T O L W SIS U™ 1850 07 B O T 5 N 0 52 5 2 P

4.3. [ EREIEL

Z THACHEA T AR S AL 5 Fh 7 i BOAT DR 52 2 T DR 3R (R0 o AR _E 38 1) 26 K o i o, % Z
TEAR ™ A W SR 35 R AR il B AT DM 5 K A R 2R O P D S 7 i R T IR AN S B, O P
BE B, TS AU BRI SR R . B A A R W SR A e
TR, 5 T HSEA AR 5
5. MBI AES R
5.1. ot B SEIERIR

W2 SCA BT H R B B BRI 5T IR AT R4 B R RSO S, Xt R
IR AT N e RS T RGNS, DURF RS 5 B &R 7). T Il 0y
HHTFE Z ARG — R, FEA BRI TR 7 S S Wi AR 78, AHIE L o il Y e I F
BT KRBT TRICAR, 7 ELIR R _EASE P (B4R A AR 0 TR0 S A SR 5/,
FERFCREAI ™ TR T 7 i A S DORSEALU P BN, Dt TR A o G e S A st R AT R
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Figure 2. Cloud map of high-frequency words in popular articles on Zhihu
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