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Bl 25 A0 A0 e SO S B B L B & A C O I 7R & 9 F A (Unnava I Aravindakshan,
2021) %, R PR I SR B O 6 5 B SR L K OR A BB AR 1T 5 P R S A B i A
Kl 2 PR A B o AL, AR AT B S TR AR BT T S R . R
PRI 5, A 000030 % B D 18 7 B Ry i S A ot 1 ) 0 UK DL Ay A3 300 400 080 7 4% 32 9 1 T o AR
RE 5 FEUM 9 1 0 9% 6 I S 0O 3 15 55 UL 3R (Situmeang 55 ,2014)Y 7€ W 45 45 ¥4 J5 I, Liu-
Thompkins il Rogerson (2012) " f BF T 48 7% , i 45 190 £6% 32 45 T 118 050 1% 6 19 2% 25 44 R 0% fie K AL R A3
SR 9 I L

SV B P ER BOR T S B A OLB0F 4 BRI BE A0 58 38, F 6 TT I A JT B e e B B M5 B . B
SUEAE R, 5RO SRR S W 55 2 2 5 H A S P 6 B W RE A SOOR T S I E S
B (Chen %5 ,2023)17,

(371 B 35 8 B AH SC AT ST o UL B ROR 5200 2 0 R o B S W), 3 S8R (0 4 A 45 5 2 L H
b 1) AT b RR S B A A1 O

FI R0 R 2 W 9 W SE R BB N R . 5 s AR 2 B AR LG AR A RE AT v 8 5 32
i) 5 22 () A 7E B0 5 B R Ak 23 0 R, DRI Al AT D A3 73 T 5 32 B 5 o) 2 HE A 09 B2 e T 0 3K 7 (Bi R
Zhang,2022)[56:o

ER: &2 DN R A LIRSS A K (N (RO S RE =W b DN v S S R = B s A LR T LIRS & g
W R0 s B A ) TG TE S H B H AR 3G 9 M 28 (Cauberghe 55,2010 ; Stewart 55 ,2018°%) . JuH:
2 H bR B AE IR T T 9% 2 AT RE A B S AR B9 AT O, I AE KU B TR] (Jeon %5 ,2022)

P b8 3k — R AR T SRR (B OG0 A AT 1e) 7 328 22 WL A R B0 PN 28 B A0, O IR
LR A e B AR, X — AT S R ECTE )T B S OBOR A B T R A B AL .
Schweidel Fl Moe(2016) ' I 5¢ 48 i, WA 18 3 19 T 2 0 & B 46 0 T RRB & 507 5, NI 2
T AR ) A

T P B A S DU AR AR 2 20 o T B 38 W 5 e 2 (A 28 21 N (KOL 55 ) 7 A (AW g 1 &l
AE 7 LB Sl AL Al 3 5 45 O T A9 AR A ] 5 R S A S BB AT . Sakib 45 (2020) 7Y
WFIEHE 7R XA B3l 0C R BRAS 1 35 (L 3 1 2 8 X 52 e 3 0 15 AT S5k Tm) 28 117 A oA BRI 1 g S R 1

L5 LTk AN AR R A OCHIE SR 3 T B A UL S B R R E R R AR . R
AT O B 2 A0 2 S —— F I RV BB T HIL, 00w el I PR R SRS PP A R L TS
WU B 22 7 A 1 5 SR R A T B AR . RO S 5 IR K F B 5 B R B RO K B
PeFE BOR X S8 Z R AU T 1 4F 5 J00Re A9 58 A0 3, i £ Ak R M 5 78 895K, IR AT AL
FHF 6 BOR i M8 3 S AL R AR B 0y o T B & R SO R A 46 0 2 A R B AR ) L B
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AR LA #5180, TR B T SR T O A oK T 5 37 T 3 () S8 A8 SR B 1 RS S
BMEHERAANBEXTARER
N 4 7, e T 00808 B 2 0 DR 3R A5 R M 24 SR 2 1) 5C AR A4 A, RS i B A A B A SC
G5 TEAE 7R OUIUE B 5 e DR AR T T R e 45 2R AL o AR SCORE I 26 BRI R AR UE 40 S Sl TR PR A
A ONRIBS LA RS A E S BE L A S LS B LA T D T
x4 M E 48 320 AL A R R U
£ it AL A it & Ui

1 F i B3R it Jeon % (2022)1

PEEERA Ly it @ b | Campbell £ (2017) Joon % (2019)
ek b3 Campbell % (2017)"*' Kim % (2023)"7*  Pantoja % (2016) %"
i Pantoja % (2016) "
SA % T8 35 A Scheinbaum % (2017)' | Choi % (2018)"*! | Wooley % (2022)'%) |

15 B A % | Roggeveen % (2015)") | Chen 7 Lee (2014)' | Quesenberry 7 Coolsen
(2019)” Shehu % (2016) %"

T RE R A R b Rizzo % (2023)""%) Tellis % (2019)') Meyer % (2023)"  Liu 4% (2018)'”
FETEEEL | Hautz % (2014)1

THERNA | Bt E 5 HEELME | Penttinen % (2022)" | Chen % (2023)"" | Liu-Thompkins # Rogerson
AW Y RS | (2012)

h F +IA &0 Yoon % (2011)"%
b4 b B B+ R Jeon % (2022)"  Heinemann % (2009) ™
A do+ R Yin % (2021)""" Jeon % (2019)'°"

(1) 3l KB 0 B9 A S BF 5% - o DR 38 WL 6 55 1 4 FH 3l 2 B892 (uses and gratification
theory) \ L HT FEiE (reactance theory) FI{Z AP PEIE (intrusiveness theory) , ‘B i1 [6] i B T 4000035 £
7 A R BT AR R B N AR Bl A

o JH 9 PR IE AE A R T AEE B A AR RCR B o AR IZ IR T 2 IO H AR
Rl S AL R OR BT R . R R BRI SR L 0 A 9 2% 2 BRI A TR B S,
ARG B T 5 o X RO I RS N AR L 1T B A R T L, AT R T T AR B
2R (Jeon 45 ,2022) >

LT BRI AR A PE B IE, W  7s 1 R AT B 00 T 2 B UL H b 92 B B9 4 40 T 7 A= 14 4TI 52 0
ISR . r B ER R SR IEABOUL A B b 1) B A T 2 A T T, 2 R B A
55 B A 1) T ) B a2y B K A X T P 2 19 2 45 (Campbell 55,2017 5 Jeon 55,2019°°") o 7
APEFETRAL 73X — WL, 18 BB Z AN T N AT W 11 B 8 WU B9 08 19 M MR B, B AT RE IR
S FCAGTARAT 2, 0 ol 17 300 5 Bk ok 5 1 A AL 3 3 b 670 T 15 2 1K 5 (Jeon 55, 2019) " &5 |-, i 5 3L
[l s 1 S AR A WA D — R R AR IR ZR O T 2 3 1 S it AT o, R ko

(2) NI LA B A OGO o A RIS AL AR A 46 T 41 25 AR R8 (social cognitive theory) ,—
M 2R (congruency theory ) LA K A5 B AL i AH SC B IE , 3 26 38 L [F)48 7R 111 2% 32 DA 600 90400 6
BRI S ML

2 NS, fa 75 7RG IR P8BS B AR B2 R o A () A S DR SN A 9 2 AR AR R
Qb3R5 R B AEAE 25 5 L X R T A TTRS R 4 0 1 R ) Rk AT (Campbell 55,2017
Kim % ,2023) . g & =05 BAL AT, 35 008 8515 B A 5 WS b AT 69 7 22 7 (Pantoja 55
2016)7 . i 7 G0 2 A5 B AL JE U A2 (81 2% 5 TR A BT N 2, TR TH T 2 5 R RR AR T Bk i
%(Campbell%,2017)“5'o

—ECPEFE, W EIAT TN A )T A 2 T DG TC B O 9 2 R B Ak PR AR B R LA
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L33k — 5 Wi AT R s LA B B A RO o ELUR T, 2 N A — SO 9 2 i R g UE B Ak
PR DT IS 58 1 Al AT A8 2 5 RN A T 24 N 28 AN — B, i3 & UM B AL Bk L B
A — B (5 18 B8 0% 52 B0 X 71 28 09 i L4 3K (Pantoja %5 ,2016) 770 HAFEE N , A —BEE W
T 5 A R ORI 52 30 2 RS RIR S B S e o AR B AT AR R AR BRI X R OR — B R
R ) 5 A 7 AE A% 1 9% B 0 A R s — ELA R g o L B BOA R B I S A TR
A4 71T 43 H, 2 T D 55 R T Y A A A BEAIOR

TEAE BAL S AR O B 7 1, WU 4 19 B 18 (dual coding theory ) 3R 18 T 28 545 B AL i 76 LIS
B R DL o 38 I [ I K T 2R A TR AL B R R AL B, 2 RS AR B R O AE At T 2 0
B, T 3R 8 AR (Scheinbaum 25 ,2017)5% ) 5 2 M B8 (salience theory) .3 & F & 1 #ig
(dynamic attention theory) Fl2E 3l ¥ if (vividness theory) WU A AT PN 25 14 v 25 0 3 5 28 1= A )8 R4
PR B BRI R S B OC T i A R AL 51 T, i R L B9 AL B (Choi 5%
2018)"% 5 2 A& T B H I iR S A 4k B A T0IH 2h U T B O A AR (Wooley %
2022)' 5 A Sl 3 W 7% T B 25 A X 7E B R 2 5 S ERER T A D B VR
(Roggeveen 55 ,2015)" BLAb, X BLIE AU £ i 218 R AL S 08 122 08 U DA Il 3 1) /9 228 D K
KT S8 R R R LA Y A 43 52 3R Y AR R WA (Chen Al Lee, 20145 Quesenberry il
Coolsen, 2019 ; Shehu % ,2016") .

(31 BB L A B AH DG BIF 9 o I IR B R O T B A o 7R T R AL PN 25 il 131 & ) 9 2% 7 155 J ]
S W) T AROCR o AT T A I TR EE A Ry P A B2 W R B LA e o S IR R G R o WFSY
F W] HE B LI N 212 A% B 1 O BN TE TR E B 45 2R AL TR T U 2 BT R SZ B A1 2 R
(Rizzo 5§ ,2023)"1"" . K5 B 1) 22 57 45 B 0% w88 e 2 BRI 17 2 sl T A0 195 44 A 00T PR 25 T ) T
53 2 (Tellis 55 ,2019) ' o Wb Ab 1 47 £ Y 1) 25000 76 T A% 1 4 b 19 28 AR 55 1 FROBR IV 28 o O B 3%
(Meyer 4§ ,2023)" . Fifi 5 BU7 B AR B 6K T | THT 350 2 17 I e R I HC AR S B30 30k 4 W A0F0 5 5 0F 5%
GUSATR) T Z BN o X BE R A A AT S AR A% SRS B 0 9 A S I 4 RO .
Liu %5 (2018) 758 22 32 FH T 0 22 175 BREFHE AR IR A KR IT T WM P9 25 A0 o] 8 T 9% 35 1) 19 Bt g | 56
UE 7 A7 S ) 7 WA B b ) AU A T

(4) B 3 #Ie A0 AHCHESE . B 3 e A A T R IR 7T {5 B 32 (source credibility
theory) ,‘/ﬁ?‘i%ﬁﬁ](parasocial interaction ) . B 52 P TR B F1 M 2% 97 B3 38 (network diffusion theory) o

e PR AT A5 B PSSR E T AU W Ll R R E R SR . MBS E A S
FEw 0 T 2 5 FAH DGR L B 1A B Y R AR BE R IR g, DA AR B B 1 9 A W K
P o R R TEARE R BT A 25 1R L P AR R n A PR L S A L Ml A e R AR R S
HH B 1 AT A5 BE (Hautz % ,2014) 74,

a2 B 5 B SV R BE DL R 2 BB R T AR M 5 AR A 1 52 LA G R A
B AR R e LT o MERL 2 B S BN IR 1IN 98 5 2 R R 2 2 18] B RE SR AR X A ROCR 1Y
SO 3R AL AR O T P AR T S A AL R L 1T 2 AR T SR AR R R
B REAR T PR B AN M L BRI OE 10 {2 T W 3K R (Penttinen 57 ,2022) 1 3l B El M 9 19 5
AR TE T 2 E RS 5 R R IO B T S A 2 IR R R AR o AR, A
A I P T S TR B O PR 3 A B AE A R B B R A S B M S A A4
B 0 AT AR B Z ) Ao I o ST kB, i R I R L S A A A 2 LA R R e A R]
JE B B = 305 0] fE 5 5 8 B A A B0 2 5 (Chen 55 ,2023) 70 IS BOHLE #8718 T 4%
HEAESERY HOE R Z M 2O R . OFE R WY, 3 B2 A ) 45 3% He R At 52 B Sl RE A8 B R AR R B Y
AR BOR A ST BT AR A B Y6 B 2 0 F7 (Liu-Thompkins Fl Rogerson,2012) ",
198



AZ T E 2024 & & 8 1

(5 AR A G5 o 256 He LA AL HE 1 3l BB+ 3l R+ U6 DA RN R +1 gk

Bl RIS LA o BEXT Bl 0 AN R B I A, A o R AR R W | G T A OB
LIRS R, T X R £ 3 SR 5 B CAAE R85 ) L I 98 35 ] TR R A Ak BRAR S, BN AE 30
BLACPAR T B At TS AR A8 1 B 3 £ 1 £ 18 AL 35 W (Yoon 55,2011) 1,

Bl A+ RIS A . DR R B, M) S I BT R 0 R LR L T 3 SR A 1 Tk
H A i 3245, B8 firh 2 JFC ) L 8 At AT 5 TR A 4 A B WA P 25 v o sk i A Rk A g AR AR T
T P Wk A B AT RE M 8 SE T A AT A P A A B ] (Jeon 25 ,2022) . 5 b ] A, — Bk B
AR I, YA Can AT T b B O R ) 5 AR N TEIRZS Cln Y AT B AR B0 G ) — 3L
B BB A% [ S0 I 0 A5 B AL B R (W] B 23 5 AN AH G 19 15 B TP (Heinemann 55 ,2009) 7', )k
(IR 2751 AR EE i P&

R HIE RS LA o T B 7 R VAR 22 BCHT AN R SR R R . Yin 88 (2021) 7 1)
FEFRWL, 77 i B AR REAE (AN BT £ R IE 55 ) #4) B0 2% 35 DA VP AR B Sl T 9% 3 09158 2 RS a2
15 5 S5 A1 DR 2 D) 308 Aok 155 J25% S5 7 ) 4 52 i 9 21 5 08 7 it R B AR ED G R & o e im0, TS BT IOR
(I 285 ANASUAE S 5 B AR B 5 e 0 T 3 9107 305 2% 38 X 77 i Rt L A (Jeon 55 ,2019) 11

gE TR IR PSS B PRSI AR B A S F S T T sl R AN R R L Bl DA R 2R A Y BRS TEL A
FA T o B R ERIS AR s T I B AR WA I R v 1y B BREK B ) X B B RCR IS R . A
VRO PR A D0 i R S B B R el e 5 e T 2 A B0 B AL B AR OR AR B AR . 1 R
FHIE P AR 00 D B B AR BE LR R BRI T AE B DR 3R e K e T 2 A A TR 1 R & I N
M= AR . B e AN T ERUA i T ESE TS 5MEH LR, BFS
TR S e 2 5 o R OGRS B 5 AR SR ) R S e L 2 B A AR T X
R DU R A AR R G AR B O R R A A AN TR R B A, A0 Bl BRI B DR R A
I+ IR AT LT A T TR A M A AL B 5 e R 2R AR B ORI R

4. MIME HURWH KT KRG A

MR 5 TR, F T ALAT0ES B 52 e 45 SR 0 23 B, P00 B ROR AR DG 5 B A0 R A5 S 0 B
JIT 72 A B BRI o A K K SR S Sy I B ) LA T o A E AT AN DT I
%5 AR & 4 R R R M U

YWMERE® YR K&k
UK 3 699 & # | Scheinbaum 4 (2017)'%  Pantoja % (2016) 1"

W : :
BRI EES | Jeon % (2022) Pantoja £ (2016)™"  Brasel #7 Gips(2008 )"
Pantoja 1 Borges (2021)°" | Penttinen 2£ (2022)"" | Schweidel #1 Moe
(2016)"  Quesenberry # Coolsen(2019)™"  Huang % (2013)""  Shehu
WA % % (2016)" | Souki % (2022)'™ | Tellis % (2019)'*"" | Kulkarni %
) (2020)''  Chen % (2023)""") . De Vries % (2012)'™'  Garcia-de-Frutos #1
W HSEIAT A

Estrella-Ramén(2021)"  Zhou % (2021)"™
Jeon % (2019)'°"  Hung % (2022)" | Li 1 Lo (2015)""°! | Campbell %
AT 18] (2017)™ Brasel #2 Gips(2008)™"  Choi £ (2018)"* | Lee % (2022)"",
Belanche % (2017)7

(DA T o MU =0 20 R BIK S i 0 5 B ARS8 i 1 0

0 % BIK B A 3 00 TR R A R Y S DT R A B Y R Bl R B A S A B AR 2E
S S TR A IR T 3R L 2k (Scheinbaum 25 ,2017)1 0 5 b BV B 79 86 B ) 354 B 0% ol & T 3% 34 10
Jeb & AR A FRAL ] A2 2 b T TR B R 12 (Pantoja 55 ,2016) 7

H Ar 5K 2l 13 B W R TN A S Z R 8 5 A A R AR K Ot
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AR B AT e R R BB, 51 T 9% e A —Fh B L i AR AR B B ZS o IX P SR W RE A% 5
A7 M AR I B AR IR A AT S IR T A (Jeon 45,2022 5 Pantoja % ,201617)
FEI 2, 24T 2 PR DR LR A AT AR TR ) IR B A e R RO PR AR K
fH0 0 2% F HE T —FhTE IS BR B AR W 00 0 A RS 0 A At AT T o RR R A AR I O 1 R A
) 6 58 {5 8 5 (Brasel M1 Gips,2008) ™,

()T BB A BERAT Jy o T8 2 3 A5 BE 2T 28 38 X Aol 7™ it 380t R 1A — A L0 ST o)
LR AT SRy A8 1e) , TG 9 21 285 A7 R DU ) 38 48 45 B B0 B AT O SO o AR AU B v O B S R AT
SR 2 W R 1 B A B R 52 R AR [ s T A 4

PR HE 52, T 9% 3 X A AT PR 225 e 06 77 ot 7Rt R ) ARURN 2850 8, 3 B0 g W 3 8 1) Y 1 i AL P 2
A &5y = Ol B AL 18 ) L s BEM BT 2 5 0 Il SRS A W51 g i A oA 25, R T A0 3 4% 1 48
. (Pantoja 1 Borges, 2021 YO 2 B BUTE 47 8 B R (Penttinen 25, 20221 ; Schweidel F1 Moe,
2016°") , e [a] 2l T3k — BN Y 4 2% 2 A B ANAT SRy 5 9 2 AR 98 8 2o A 2R 43 S R AL R
2%, HW WS B AT IR B0E T IR (Quesenberry 1 Coolsen,2019)" . X WS K |12 15 & GE 45 1 45 59 1
B AiE (Huang & 20137 Quesenberry I Coolsen, 2019 ; Shehu 4 , 2016"" ; Souki % , 202274 ;
Tellis %5 ,2019") F1 43 52 % FE AR HE 4 (Kulkarni 45 ,2020) 7™ 807 5 5 W0 5 i 1 94 9% 35 00 W 130
10, A BF 58 18 HT T S AL AL 58 BEAR FIAIL A% 27 ~J 53005 2 K07 BOR UL A9 79 2% & WA Kk O E
W B T84T I (Chen 45,2023 ; De Vries 25,2012 ; Garcfa-de-Frutos Fl Estrella-Ramén,
20217 Zhou % ,20217)

BT (7] 3t DU S Y 9% 2 7 T XS R AE v R A S B O Sl TSR SRR Bk AT A L B T 9 R R
WA PN 5 1 B T LR S ERIAT O (Jeon 55,2019) 1Y o 33X — B AE AL 15 WU P9 25 1 ok 38 1 oMl Ak A O
W 515 B B R R A A 2R (Hung 25,2022 ; Jeon %, 2019 Li Fl Lo, 2015")) , —2&
PR PR 2 MY 1) 7 4 AR AR A0 AL BR AR Y 3 T s 4 AACE B B A R RS R
PRSI 2 TR A G A L T AR, AT BE R Bk AS (Campbell 55 ,2017) %, X Al
12 AR A T 91 9% 5 SR LI 3BE £T 4 (Brasel F1 Gips, 2008 ; Choi %5, 2018°) . SR , fE 15 7 = 1Y
J& , P Bk P T S bR BT 00 2 2 A A B T g N 2L 4R THT 5 R 5 (Jeon
85,2019 s Lee 55 ,2022177) , Jf A BE 38 AL AT T X ) 5 K URF 15 19 B AR S BE (Belanche 5,2017) 17

L5 bRk AR B RACR B AR SC AR ST A A5 IR B DL ST g A A AT A D5 TE . R
TE B 20 e He WO RS B O BEE R 1T, L AT 21 85 2858 55 A7 Sy U 43 e S I AT 1N 25 1) 52
Wi F3 o JU Sk A R, A AR T 2 A IR K 2 OC H L (H B A IR 5] R ) IR R 2 LU AR A AT AY
NI o DRI, B30 0 v, 2 S G T Qe 0 7531 Bl 5 B0 T 2 0, o e e U B Y N
IR M, K 3 03 T 38 0 2 Al SRR 14 1 R A B 15 52 B 1 W SIS A7 Sy, DT 512 B 80 R, 18 e R A

T BLBTE B RIE 58 AR e B

188 3 0 R AT B AR O SCHIR B9 TR A FUAT , W] LAR 3132 S0 e B PR 4R R 5 5 BN T O TR Y R
T RARE o AR, TR KR AR RS A0 AL S R G Al 2K IR AU A7 1 2 1 il 2, R — AP A T
FERR VLS TG DTS SE B 0 0 %8 T e, AR SORE LIRS B T 5 1 BV A 2 8 i A%
R IR B T A LA S SRR 2 A DU A T T A R A B R SR B BT ST s — R TR E R
e At AR ol 2 T A B SR S B R R A ST, DA B2 4% TR 2K B ASCR B TR JZE R 5 TR
OB B ORI ST, A SZ I8 A0 B 1 20 T 90 9 35 A5 5 AT 0 b 9 N AR AL 5 =R A 0 B
JEAYEWTSE , N2 4E B (RUTOR IR A R IR 1 B4 ) A, SEBR AR B 5 RS 8 A AL 4R
VU2 5% A0 AR PR B AL A, ) 2 M0 AR BR T DA I 2 - 5 BT Bl 3 R T A5 DR 3R LA B R
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SR R A7 A S Tk A A Y AL A

LERHEAENAREE

TR 5 46 01 355 1 RV AR R — RS S AT IR R o B B BOR 1R & R A B B
LG R F AT 45 T UG A8 S B IUAUE 45 R H B 2 (K S i Bl [ 2023)7 33X — 55748 i 75 R BE 40
SEAATUE B R R B S B LS R R R B A AL S B T SR U B R T
Ko H I AR SNBSS 1) AL RN B TS B S 1AL 9 T4 HR R OR BRI S )

C1) Jom s 5 W0 00 85 4 1) B F A o 0 0 0005 A 1) B 4 A A 0 o A AR AR O
B X BRI T BT BB R AR )2 IR SF WA R TR A TR WA L, A TR A MRS B T
T Z (1 R REPE (E K BRI B, 2023) 7, BT A S B AR 2 B R AL, N 5 I A T R 2%
TG Tz a8 ) CEE 3K 0 1 Pk SR L SR 1 R SR I R A A Ak Ak ) IR A 50 DL
B A RS AR . 5 Ib R B A TR AR R RO A R S A B R R RE L
AR 238 85 T RE % T HR BRAZ i FEL BT DA B AL 38 2 2] A A 43 A7 46, Shy 48 7 008035 48 1) 9 6 ML 42 4t
TR TR B AL L a0, SR Y P A SR R A O R A A S R I 5 S A DK Y R A A
SR AR B 2 ] P RRAE o #E S B0 A0 B AT 4 AR e .l I G R Bk S P
XL (Jeon 25,2022 s Wen 25,2022/, BF 53 % HE 4% T RS 1 3 412 507 52 ) 3 (0 i 5
155 28 , TR AR TR 7R B AT E A v N o R R OB 1 R SR R R R
TEBT A B8 8 15 (Fisher 8 ,2021) ™, DAFS #2501 42 1T L 2R G5 (B0 U000 E A BB AR &R o

() ¥ RS B 0 B A TSR R M . BUA BF 5T 4 AR S 0 DL A RS AR A 2 A 5 14k .
B O S I R HEAS A T A5 S A5 G0 i L) 1 B B SRR L 3R T T4 R S B P A AR DL AR AL
8 ST, T A0 A5 P B S BT T 0k 0 4 . WP B R R R 2 A T, R Z R AIMER
FEAR TSSO E £ ES M (AR AT RGEME R B SE SEEE . A, DT TR AR A
R R A IR B B A T DG I 1 A D IRD ORGSR 5K (i 360 BE LA R HU0 B S5 ) A R TR
BUH(Davtyan 2% ,2016"" 5 Yoon %5 ,20211%) . il 40, fF 5% HL R0 PN 25 - B9 6 70 50 904008 5 v 9 % 4k
550 3R AN TR) 18 4% ) G ] B 6] 7 FH DA AR 90550 78 48 28R (Barwise 45 ,2020) 1

LEHURFTENRREE

TRAC IR 5T DU E A5 1 8500 . A8 A IR 9 78 R38R A T — 8 0 (RS () F 5 45
RIEMDAETE 22 5, O HF— 25 TRAL ST o8 #2486 T 32 0L, A o8 o, WAUE =X 5 B AL i A A T
SCATE B F B A ROR . FI0, Scheinbaum 25 (2017) '3 T XU 45 i HIE & BL « A4 T4l 5C
AT, AT 2 B by B B2 A 38 3 B 045 8L, BT LB B RIOCR 5485 RIS, Shen %5 (2015) ™ 3% 4 11
WAL & I 5 SRR A LG, RIS 20 245 TR Re A T 2% 3 VR A ML S 55, DU X I 2% Pl 3 7 AR )
W 520 (Roggeveen 25 ,2015)' . {H 5t 2 , Lagazio Fl Querci(2018) '™ 5 T 40U BIS A1 L 3 . S0A
i34 T BE AL RE S8 B A i B A AR o R T L, DG T R A AR 1 BE S AT T I O 22 Bk R
ANt . ARad, X —[n) fAR 5 5 8 AL i B S B G, AR IR o T ik — 2B R AR (5 B A% i 3
WA IR FE AU B PO ROR o B XX — TRl R R B 5 0T LI 2% 2 45 B 2 0 5 o M RN A B
TIE TG 7 T R TR A AH DC PR 5T o L, DT 98 3 A4 B B2 WS 55 0 1 1 SR TR, o SR IE 9 g 2% 31 2 4 b
SCAHIRE T A7 B A R A8 ) 25 5 R [AE B 39 A5 A8 B DL R Hb 38 S Ak e 52 ) 45 8L 1 i
(Cauberghe %5 ,2010)"7 ; 7615 B R AE 7 1 , 77 2% 855 A Rk 7 A5 B % N &K (Chang 5%,
2023)", B F A ST A S U0, AR OR ST AT A Bh T TR X A B R AT RS A
HEEA VAN, DUBIAS B A B WA 458, F WA AS [R5 58N A0S SOAR B B RO 25 R R R
Ao BRA BRI RE T FL A A BT (FsQCA) J7 12 B IBE T, A i D21 75 3 45 110 00 £ 48 78 52 T 90000 55
AR A S B P 3R L IR 4438 B R AR ) T I 2l R0 Y B e S SR R R L
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HSMEM A ENARER

i 5 00 B AR 1 P s 2 AR U 7 B S B I AN T S ST R B 4 R R 5 9 O A AT R 2%
FRE 42 42 1 B R (Malthouse A1 Copulsky, 2023)"™7 0 Sy, #0555 89 WF 58 76 UM R LN 28 2 &
T60i 46 RN BT 48 45 Oy T A PR R 1 A ] B R

(1) A8 ok V5 DR 28 07 T P 0T 5% o 2 B30 B R TR A 4 3 TR, P A R A A A L AR 1 15 A
IR B A 5 1) 0 e O 5850 T A R AR A I EE T . ROR I S N AR TR A R TR A
N — 58 SCAS L F L A SRS 7 A B R 2k R AT AR S5 X AT R AR B S L R
A Ml 7 2 B A VE PR S T I 9 2 2 P 3 0 R IR R 25 200, 4 Ak F R Ll A R R AR %
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Abstract: Video marketing, as a powerful means for contemporary enterprises to capture consumers’ eyes and build brand
value, its influence goes far beyond the simple scope of information transmission and deeply penetrates and reshapes the
business value pattern of enterprises. In this paper, the content analysis method is used to analyze 271 English research
results on video marketing selected from authoritative journals in the field of marketing. On the basis of clarifying the
connotation of video marketing, this paper focuses on the influential factors, theoretical perspectives and impact results of
video marketing, constructs an integrated framework of video marketing research, and puts forward the direction of future
research and potential scientific problems.

First of all, this paper defines the connotation and characteristics of video marketing, which include visual
visualization, highly interactive participation and extensive communication power. These characteristics together constitute
the unique charm of video marketing, making it a bridge connecting brands and consumer emotions.

Secondly, this paper creatively constructs a comprehensive analysis framework of “video marketing attributes and
external conditions — theoretical perspective — video marketing effect”. Specifically, (1) This paper systematically
summarizes two core elements that affect the effectiveness of video marketing: internal attributes and external conditions.
Internal attributes focus on the production details of the video itself, including the authority of the video source, the appeal
of the content, the appeal of the influencer, the precision of the timing of the insertion and the professionalism of the
editing techniques. The external conditions focus on the external environment of video transmission and reception,
including the advanced nature of equipment technology, the diversity of communication platforms and the unique
characteristics of consumer groups. (2) From the perspective of motivation theory, cognitive theory, emotion theory,
interaction theory and comprehensive theory, this paper reveals the internal mechanism of the impact of video marketing
factors on the results. From the perspective of motivation theory, the influence of goal driving force on marketing effect of
consumers in the process of watching video is revealed. From the perspective of cognitive theory, it explains how video
marketing factors can produce marketing effects by affecting consumers’ information processing. From the perspective of
emotion theory, it discusses how video marketing factors stimulate consumers’ emotional resonance and emotional
response, and then produce marketing effects. Based on the relationship perspective, interaction theory emphasizes the
participation and interaction in video marketing. The comprehensive theoretical perspective is the integration of the above
four theoretical perspectives. (3) This paper concludes that video marketing effects include video attention and consumer
attitudes and behaviors. In video marketing, we should not only pay attention to how to attract consumers’ attention, but
also consider how to convert this attention into positive emotional attitude and actual purchase behavior through high-
quality content and strategies, so as to maximize the marketing effect.

Finally, this paper points out the direction for the research in the field of video marketing from four dimensions :
(1) Deepen the construction of the theoretical system, especially the improvement of the theoretical framework of digital
video marketing and integration, in order to gain a deeper insight into the complex relationship between various factors and
their deep impact on marketing effects; (2) Strengthen the research depth of marketing effect and reveal the internal logic
and mechanism of video marketing in shaping consumer attitudes and behaviors; (3) Refine the research dimension of
video marketing attributes, and provide practitioners with more accurate and effective strategic guidance through multi-
dimensional in-depth analysis; (4) Pay close attention to the changing trends of the external environment, especially the
digital wave, the rise of video sharing platforms and new changes in consumer characteristics, to provide forward-looking
strategic insights for the sustainable development of the industry.

To sum up, this paper aims to provide reference for the construction of a more scientific and systematic theoretical
system of video marketing by clarifying the concept, summarizing the current situation and looking forward to the future in
the field of video marketing, and at the same time provide reference for understanding and guiding the video marketing
practice of enterprises.
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