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This study mainly examines the different effects and mechanisms of news feed advertising (vs. traditional display advertising) on advertising attitude and brand attitude by using an observational experiment that categorized participants based on their past experiences. By analyzing the video advertising of the “Li Ning” brand, three conclusion were drawn. First, compared with traditional display advertising, news feed advertising led to more positive advertising attitude and brand attitude. Second, generation and transmission mechanism of attitudes were applicable to the interpretation rules of the classical information processing process model, which showed that the information processing process of the news feed advertising and the traditional display advertising were consistent. Third, consumer’s brand experience did not affect the direct effects of “attention” on “memory,” but affected the mediate role of “interpretation,” which showed that news feed advertising may have a stronger “drainage” effect when promoting new products and developing new markets. However, if the consumer’s experience is not enhanced, the brand attitude triggered by news feed advertising will still not be stable. These findings are conducive to further understanding the effect of news feed advertising on advertising attitude and brand attitude.
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INTRODUCTION

News feed advertising is native advertising that is embedded in the information of the information streaming media platform and mixed with the functions of the Internet products (Fulgoni and Lipsman, 2014). Among them, news feed advertising, embedded in social communication media platforms, news streaming platforms, and short video streaming platforms, (e.g., Tiktok) has achieved rapid growth (Aribarg and Schwartz, 2020). In addition to becoming a new engine of advertising revenue in the Mobile Internet Era (Grewal et al., 2016; Zeng et al., 2017), well-designed news feed advertising is more likely to strengthen the connection between the brands and consumers, enhance the brand image, and thus expand the market share. Compared with traditional display advertising, news feed advertising is more effective and less invasive, which better meets consumer’s preference for advertising under the trend of social information acquisition, decision-making scenarios and fragmented behavior in the Mobile Internet Era (Martins et al., 2019). However, despite the prevalence of news feed advertising, we know very little about its effectiveness (Aribarg and Schwartz, 2020). Is news feed advertising really more effective than traditional advertising in influencing brand attitudes? If it’s more effective, what is the underlying mechanism? These are the main problems to be discussed in this study.

This study draws upon the Persuasion Knowledge Model to develop our theoretical framework. Persuasion Knowledge Model believes that the easier it is to detect the motivation hidden in the information, the easier it is to arouse consumer’s persuasion knowledge, thus triggering consumer’s resistance mechanism (Marian and Peter, 1994). First, news feed advertising is consistent with the surrounding environment, and it can lead to a more positive brand attitude. Second, news feed advertising has higher information processing fluency, and it can cause stronger self-brand connection, then establish a positive and stable brand attitude. Third, brand experience defines the boundary conditions for the effect of advertising attitude, and individuals with high brand experience are more likely to generate positive brand attitude.

Therefore, drawing upon the literature on Persuasion Knowledge Model (Marian and Peter, 1994) and processing fluency theory (Lee and Labroo, 2004), this study examines the effects of news feed advertising on brand attitude that was mediated by advertising attitude and self-brand connection, and also tests the moderating effect of brand experience. By hypothesizing and testing these relationships, this study makes some important contributions to the literatures on advertising and brand, offering a more balanced perspective that recognizes both the strengths and weaknesses of news feed advertising. First, this study enriched Persuasion Knowledge Model (Marian and Peter, 1994) and processing fluency theory (Lee and Labroo, 2004) by proving the positive results of news feed advertising. Specifically, this study combined the two theories and discussed in detail how and why news feed advertising affect brand attitude. Second, this study further contributes to the literature of news feed advertising and brand attitude by being among the first researcher to examine this positive relationship. Third, this study improves the mediate mechanism and boundary condition of news feed advertising by demonstrating why and when these effects occur. Specifically, there is little knowledge regarding the psychological mechanisms and boundary condition that explain the impact of news feed advertising on brand attitude. In terms of why, this study hypothesizes that advertising attitude and self-brand connection are the mechanism underlying the positive association of news feed advertising with brand attitude. In terms of when, this study identifies the brand experience for which these effects will be the strongest or will dissipate.



LITERATURE REVIEW AND HYPOTHESIS


News Feed Advertising

It has become a trend for consumers to get information through mobile phones, which has led to a fundamental change in the way consumers interact with brands. The traditional brand centered vertical communication paradigm has little effect, while the consumer centered horizontal communication paradigm is popular (Wollschlaeger et al., 2017), and news feed advertising has flourished.

News feed advertising first appeared on Facebook in 2006 and is a new type of advertising in the era of social media. It is embedded in the information of major social media platforms and integrated with the platform. What’ more, it takes platform characteristics as the main feature, takes the form of platform information as the main method, and uses big data algorithms to target users (C. Campbell and Evans, 2018; Kanuri et al., 2018). In recent years, news feed advertising embedded in social communication media platforms (such as Wechat Moments, MicroBlog), news streaming media platforms (such as Toutiao) and short video streaming media platforms (such as Tiktok) have grown particularly and become an important tool for brand communication. News feed advertising differs from traditional display advertising in two main aspects: location and appearance (Aribarg and Schwartz, 2020). As for the perspective of location, traditional display advertising is at a disadvantage because it is at the edge of the site and is often in short supply (Drèze and Hussherr, 2003; Hervet et al., 2011). Instead, news feed advertising is placed within other editorial content. As for the perspective of appearance, news feed advertising is consistent with its surrounding environment, which some literatures call originality (Wojdynski and Evans, 2016; C. Campbell and Evans, 2018). If it’s not for the “sponsorship” or “advertisement” surrounding it, it is hard for users to identify it as an advertisement (Wojdynski and Evans, 2016). Therefore, compared with the traditional display advertising, news feed advertising has the advantages of giving valuable information to the users at the same time not to undermine the user experience, and it also can enhance the fluency of consumer information processing (Campbell and Evans, 2018), and ultimately lead to more likely to be clicked (Sahni and Nair, 2020).



The Influence of News Feed Advertising on Brand Attitude

Persuasion Knowledge Model believes that the easier it is to detect the motivation hidden in the information, the easier it is to arouse consumer’s persuasion knowledge, thus triggering consumer’s resistance mechanism (Marian and Peter, 1994). Advertising can evoke consumer’s persuasive knowledge (Campbell and Kirmani, 2000; Kirmani and Zhu, 2007; Wei et al., 2008), trigger critical thinking (Sophie C Boerman et al., 2014), and reduce brand attitudes (Sophie C. Boerman et al., 2012, 2015; Campbell and Evans, 2018). However, contrary to traditional display advertising, news feed advertising is consistent with the surrounding environment, and it is hard for consumers to find that it is actually an advertising. In other words, news feed advertising hides its persuasive intention from consumers to some extent, which makes it difficult for consumers to arouse their persuasive knowledge and skeptical knowledge when dealing with news feed advertising, thus generating less resistance and less negative attitude toward the brand. As a result, we believe that news feed advertising evokes a more positive brand attitude than traditional display advertising. Therefore, the following hypothesis is proposed:


Hypothesis 1: News feed advertising is more likely to lead to a more positive brand attitude than traditional display advertising.





The Mediating Role of Advertising Attitude

Processing fluency theory points out that people’s perception of how easy it is to process information affects their response to information. It is believed that information with high perceived fluency is more likely to cause positive feedback from consumers (Lee and Labroo, 2004). As mentioned above, because of the consistency of the news feed advertising with the surrounding environment, it is hard for users to find that it is actually an advertising, which can convey the brand message without destroying the user experience. Therefore, it can improve the fluency of consumer information processing and thus arouse consumer’s positive feedback of brand attitude. Similarly, Wojdynski and Evans (2016) believe that news feed advertising hides its persuasive intention from consumers to some extent through moderate content originality. It is difficult for consumers to arouse their persuasive knowledge and skeptical knowledge when dealing with news feed advertising. Thus, it is easier for consumers to generate positive feedback to news feed advertising. Moreover, Ferreira et al. (2017) pointed out that prominent advertising forms can make consumers perceive higher goal impediment when processing information, which will lead to avoidance of advertising. However, the advertising forms integrated with the background are more easily accepted by consumers, and consumers deal with them as their main tasks, resulting in better advertising cognition and brand memory. Therefore, the following hypothesis is proposed:


Hypothesis 2a: News feed advertising is more likely to lead to more positive advertising attitude than traditional display advertising.

Hypothesis 2b: Advertising attitude mediates the relationship between news feed advertising and consumer brand attitudes.





The Mediating Role of Self-Brand Connection

Self-brand connection refers to the extent to which consumers absorb the brand into their self-concept. Strong self-brand connection may lead to robust brand attitudes, that is, attitudes that are not very susceptible to change (Escalas and Bettman, 2013). The research of Wang and John (2019) on product upgrading also showed that customers with strong self-brand connection are more likely to choose product upgrading rather than directly abandon the brand when faced with the invasion of unfamiliar groups.

Establishing a positive advertising attitude through appropriate advertising forms (e.g., narrative processing) allows consumers to have more positive associations with the brand (Escalas, 2004). In other words, a positive advertising attitude can lead to a stronger self-brand connection among consumers. Compared with traditional display advertising, news feed advertising has higher information processing fluency, less interference and more concealment of persuasion intention, and it can cause stronger self-brand connection. Once a strong self-brand connection is established, consumers will reject brands that are inconsistent with the ingroup, thus establishing a positive and stable brand attitude (Escalas and Bettman, 2005). Therefore, the following hypothesis is proposed:


Hypothesis 3: Self-brand connection mediates the relationship between advertising attitude and brand attitude.





The Moderating Role of Brand Experience

Brand experience refers to the subjective internal reaction (feeling, emotion, and cognition) and behavioral reaction of consumers caused by brand-related stimuli (Brakus et al., 2009). These reactions are all subjective knowledge and consist of a multi-dimensional structure including consumer cognition, emotion, behavior, and reaction to enterprises and society. Good brand experience can lead to better brand attitude and brand loyalty (Brakus et al., 2009). Hoffman and Novak (2018) proposed that, it can promote consumer’s self-extension and self-expansion when experience is enabling experience. Consumers with brand experience activate brand-related codes stored in their brains when receiving advertising information, and the indirect meaning associated with advertising is activated and spreading activation, thereby producing more positive or negative attitudes and emotions (Sheth and Solomon, 2014). In addition, in order to avoid cognitive dissonance, under the same advertising attitude, consumers with brand experience (especially those who are using the brand) are more inclined to generate positive brand attitude and brand-self association compared with consumers without brand experience. Therefore, the following hypothesis is proposed:


Hypothesis 4a: Brand experience moderates the relationship between advertising attitude and brand attitude, such that the positive relationship will be stronger when brand experience is high rather than low.

Hypothesis 4b: Brand experience moderates the mediating effect of self-brand connection between advertising attitude and brand attitude, such that the indirect effect will be stronger when brand experience is high rather than low.



The research model in Figure 1 follows the classic information processing framework model of “exposure → attention → interpretation → memory” (Hansen et al., 2006). Exposure means that advertising appear in the human visual nerve within the scope. Attention means that the receiving nerve transfers the perceived advertising information to the brain for processing to form an advertising attitude. Interpretation means to give meaning to the received advertising information to form a self-brand connection. Finally, memory refers to the advertising attitude connotations (such as brand promotion) are used in the short-term (such as purchase) or retained in the long-term (brand attitude).


[image: image]

FIGURE 1. Theoretical framework.




METHODS AND RESULTS


Participants and Procedures

In order to avoid the influence of brand awareness on the advertising effect value, this study adopted the sports brand “Li Ning” familiar to the participants, and the advertising slogan was “The old place, waiting for you.” The first reason for choosing this advertising was that the advertising was only launched a week before we conducted the questionnaire test, and the participants were able to recall the channels of receiving advertising more clearly. The second reason was that the target population of the product in China also included a large number of news feed advertising samples and traditional display advertising samples.

Because the test advertising are video advertising, this study used online network survey methods to obtain data. We formed a questionnaire link through the questionnaire star platform. Participants use their mobile phones to scan the QR code of wechat and fill in the answer on site. The time for filling in the answer generally does not exceed 10 min. After filling in the answer, everyone will receive a red envelope of RMB10. We don’t distinguish the categories of participates. Even those participants who have not seen the advertisement and do not belong to our research object will give them RMB 10 in return. Specifically, researchers randomly selected subjects at shopping malls or subway entrances. The researchers introduced the research content to them and told them that there was no ethical risk in this survey and they could withdraw at any time. They were asked to complete the electronic questionnaire only with their consent. The participants first needs to watch the video advertising inserted in the electronic questionnaire and fill in the media category in which the advertising has been seen recently before further answering the question. They will see two media categories, that is, news feed advertising and traditional advertising. Based on the research of Kanuri et al. (2018), we distinguish between news feed advertising and traditional advertising from the presentation of advertising. News feed advertising are those embedded in social streaming media platforms, news streaming media platforms, and video streaming media platforms (e.g., WeChat, Tiktok). The corresponding samples are called “news feed advertising samples.” Traditional display advertising are embedded in traditional media (e.g., television, newspapers, magazines). The corresponding samples are called “traditional display advertising samples.” Because the purpose of this study is to compare the differences between news feed advertising and traditional advertising, this study excludes the samples that have seen both news feed advertising and traditional advertising, and also excludes the samples that have not seen either of the two media. The participants can submit the question only after completing the questionnaire, so there is no missing value.



Measures

The three latent variables (e.g., advertising attitude) are all measured using a 5-point scale. Participants rated their advertising attitude (α = 0.89) and brand attitude (α = 0.91) using the scale developed by Homer (2009). Specifically, a series of ratings of the experience (six five point semantic differential items anchored by pleasant/unpleasant, enjoyable/not enjoyable, dull/exciting, interesting/boring, usual/unusual, and real/fake) to measure advertising attitude, followed by a series of five point semantic differential items (such as “1 = unfavorable, 5 = favorable”) for brand attitude. Then, participants rated their self-brand connection using the scale developed by Jennifer E. Escalas and Bettman (2003) (α = 0.96), and an example item is “I feel a personal connection to Lining.” Brand experience was measured using status variables (1 = never experienced; 2 = ever experienced; 3 = always experienced).



Sample Characteristics and Correlations

After excluding samples that have not seen the advertising and have seen the advertising through traditional display advertising and news feed advertising at the same time, a total of 408 valid samples were obtained. 139 samples were exposed to “traditional display advertising” (34.07%), and 269 samples exposed to “news feed advertising” (65.93%). The questionnaire IP showed that the samples were from 14 provinces in China (e.g., Sichuan, Liaoning, Yunnan, and Shanghai). Among the 408 samples, approximately 54.17% are male. From the perspective of age distribution structure, there are a total of 176 people (43.14%) in the sample under 30 who are more likely to be exposed to news feed advertising, and a total of 117 people (28.68%) in the sample over 45 who are more likely to access traditional advertising. It can better represent the recipients of news feed advertising and traditional advertising (see Table 1). Table 2 shows the descriptive statistics and correlations of the variables involved in the conceptual model.


TABLE 1. Demographic distribution characteristics of the samples.
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TABLE 2. Descriptive statistics and correlations.
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Study 1

This study used the propensity score matching methods to deal with the effect of news feed advertising on the advertising attitudes and brand attitudes. This is mainly due to the following two reasons. First, traditional methods can only obtain accurate effect values when dealing with random experiments. The cost of random experiments is too high for this study. Second, propensity score matching methods can rebalance the data to make them more similar to the data generated by randomization (Guo and Fraser, 2015).

In order to obtain more information from closer matchers, this study used the Kernel Matching method. Specifically, k-Nearest Neighbor matching (k = 4) was used. The matching variables included the following four variables: the main medium for obtaining information (1 = mobile phone; 2 = TV; 3 = computer; 4 = others), sports product purchase experience (1 = never purchased; 2 = occasionally purchased; 3 = often purchased), gender and age.

Table 3 shows that the treat effect of unmatched samples (news feed advertising vs. traditional advertising) was significant. The influence of news feed advertising on advertising attitude and brand attitude was significantly higher than traditional advertising (advertising attitude: ΔM11 = 0.58, t = 6.54, p < 0.01; brand attitude: ΔM21 = 0.42, t = 5.27, p < 0.01). After matching analysis, the average treatment effect on the treated (ATT) of advertising attitude and brand attitude decreased, but it was still significant (advertising attitude: ΔM12 = 0.51, t = 6.54, p < 0.01; brand attitude: ΔM22 = 0.37, t = 5.27, p < 0.01). It could be seen from Table 4 that a total of 9 sample values failed to participate in the matching analysis, of which 8 samples were from the “traditional display advertising sample” group. At the same time, it could be seen from Figure 2 that the covariance quality of covariates has been significantly improved after matching.


TABLE 3. Analysis on the effect value of news feed advertising.

[image: Table 3]
TABLE 4. Propensity score variable matching.
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FIGURE 2. Comparison of covariate bias before and after matching.


In order to obtain the standard error of ATU (Average Treatment Effect on the Untreated) and ATE (Average Treatment Effect), this study used bootstrap to analyze. In bootstrap analysis, 10101 random seeds were set, and 1000 repeated samples were calculated. The results showed that the effect values (ATT, ATU, ATE) of treat (news feed advertising vs. traditional advertising) on advertising attitude and matching image perception were statistically significant, thus, H1 and H2 (a) were supported.

In order to test whether there is hidden bias (i.e., what the unmeasured covariate would have to be like to alter the conclusion of the study), we conducted Rosehanm’s sensitive analysis on the above analysis conclusion (Guo and Fraser, 2015). The results show that the conclusion began to become sensitive (Pmax = 0. 098) when Γ = 2.4 (greater than the critical value of 2). Therefore, the research conclusion was not sensitive to hidden bias.



Study 2

Study 1 supported the hypothesis that news feed advertising has a stronger positive impact on advertising attitude and brand attitude than traditional advertising. Study 2 will establish the path analysis with observed variables (PA-OA) model to analyze the multiple correlations between variables in Figure 1.


Model Validation

This study used the PA-OA model with Stata15.0 to test the mediating effect of advertising perception, self-brand connection and the moderating effect of brand experience. Table 5 shows that the model fits well.


TABLE 5. Statistical summary of model fit.
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Hypotheses Test

As shown in Figure 3 and Table 6, the indirect effect of advertising type on brand attitude [including two paths: (1) advertising type → advertising attitude → brand attitude; (2) advertising type → advertising attitude → self-brand connection → brand attitude] was significant (indirect effect = 0.3368, p < 0.01). The indirect effect of advertising attitude on brand attitude (advertising attitude → self-brand connection → brand attitude) was also significant (indirect effect = 0.1732, p < 0.01). Thus, mediation effects were supported. What’s more, the direct effect of advertising type on brand attitude was not significant (effect value = 0.0617, p = 0.245), and the direct effect of advertising attitude on brand attitude was significant (effect value = 0.4342, p < 0.01). Therefore, the advertising attitude fully mediated the relationship between advertising type and brand attitude, and self-brand connection partially mediated the relationship between advertising attitude and brand attitude. Therefore, H3 was supported.


[image: image]

FIGURE 3. Relationships between constructs. ***p < 0.01, **p < 0.05.


TABLE 6. Hypotheses test results.

[image: Table 6]
This study used group regression to test the moderating effect of brand experience. The questionnaire was divided into three groups. Group one was “never experienced” (n = 84), group two was “ever experienced” (n = 197), and group three was “always experienced” (n = 127). The results showed that brand experience moderated the mediating effect of self-brand connection [x2 (2) = 14.013, p < 0.01], but the moderating effect of brand experience on the relationship between advertising attitude and brand attitude was not obvious [x2 (2) = 0.041, p = 0.98]. Therefore, H4 (b) was supported and H4 (a) was not supported (see Table 7).


TABLE 7. Multi-group results according to brand experience.
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DISCUSSION

Brand attitude is very important for business operation, so many studies have been carried out to explore the influencing factors of brand attitude (Hoek et al., 2020). Compared with traditional display advertising, news feed advertising can bring more positive advertising attitude and brand attitude to consumers. Although there are differences between news feed advertising and traditional advertising display in terms of communication platforms, display methods, and the fluency of consumer information processing, the classical information processing process model (exposure → attention → interpretation → memory) can still better explain why news feed advertising can bring more positive results, such as positive consumer attitudes and the mechanism of their occurrence and transmission. These results indicated that consumers’ information processing procedures for news feed advertising are consistent with traditional advertising.


Theoretical Implications

First, exposure of news feed advertising can stimulate more positive consumer attitudes (advertising attitude and brand attitude). This study found that for those consumers who do not want to accept the advertising with obvious motivation to persuade, or do not want to be disturbed, the news feed advertising is more effective as a means of disclosure. Compared with the involuntary exposure of traditional advertising, news feed advertising is more of a voluntary and self-selecting feature (so-called permission-based marketing) that consumers encounter when they are seeking information or entertainment. Permission-based marketing is characterized by high effectiveness and low intrusiveness, and it is easier to activate consumer’s intuitive thinking mode (Martins et al., 2019), so it is easier to form a more positive advertising attitude and brand attitude. Therefore, we should “learn to use a rifle instead of using an old shotgun all the time,” and actively meet the challenges and opportunities brought by streaming media advertising.

Second, compared with traditional advertising, news feed advertising can induce more positive advertising attitudes among consumers, which is related to the fact that news feed advertising is easier to stimulate consumer’s promotion focused motives. When consumers focus on promotive motivation, their attitudes toward advertisements are more abstract (intuitive thinking mode), and they are more likely to strike a chord with the emotions expressed by advertising, especially when the emotions conveyed by advertising are positive. There are three main reasons why news feed advertising can achieve a more positive promotive motivation. First, different from traditional advertising which relies on high intensity and repeated stimulation, news feed advertising has the characteristics of low interference and strong interaction, and it is not easy to stimulate consumer’s resistance to advertising. Second, in advertising practice, when regulators have weak control over traditional display advertising, excessive false advertising and false propaganda are more likely to inspire consumers to generate prevention-focused motives on traditional advertising. Third, as a “gatekeeper role,” consumers supervise the objectivity and accuracy of news feed advertising through the way of comments and forwarding, which greatly enhances the credibility of advertising.

Third, there are two paths for converting a positive advertising attitude to a positive brand attitude (memory, purchase decision, rule, etc.). The first path is that a positive advertising attitude is directly transformed into a positive brand attitude. This path does not require consumers to interpret the advertising (directly from attention to memory), and is not affected by consumer’s brand purchase experience. In other words, when consumers are motivated by promotion, their attitude toward advertising is more abstract, and it is easier to resonate with the emotion expressed in advertising, especially when the emotion of advertising is positive. Therefore, for new products or emerging markets, news feed advertising has a stronger “drainage” effect than traditional advertising. The second path is to construct a positive brand attitude through self-brand connection (interpretation). When the positive advertising attitude is formed, the news feed advertising appeal with less interference and hidden persuasive intention can better stimulate the generation of consumers’ promotion focused motives, and then promote the emotional response of consumer’s self-concept and brand connotation to form the “self-brand connection.” This path is more stable and easier to be extracted in different scenes because it adds the consumer’s emotion to the brand. However, this path is moderated by consumer’s brand experience, that is, news feed advertising needs to be combined with good product experience to form a Relational Message to achieve the best results.



Practical Implications

This study provides critical managerial insights to managers of online advertisers from the perspective of news feed advertising. First, our research outcome can help managers understand the role of news feed advertising. Compared with traditional display advertising, news feed advertising can positively influence consumer’s brand attitude through advertising attitude. In order to achieve this goal, enterprises can optimize the advertising investment strategy from the following aspects. On the one hand, enterprises should build a more complete user portrait, and provide targeted advertising ideas according to the personalized needs of consumers. On the other hand, enterprises should highlight the significance of original advertising, that is, to provide valuable information and make advertising integrate into the overall media environment.

Second, self-brand connection plays an important role between advertising attitude and brand attitude. The results of this study show that positive advertising attitude can enhance self-brand connection, so as to build a positive brand attitude. Thus, enterprises can enhance consumer’s self-brand connection from the following aspects. On the one hand, in the process of designing advertising content, enterprises should try to consider the characteristics of user groups, so that consumers can resonate with advertisings and enhance their self-brand connection. On the other hand, enterprises should formulate different ways of advertising expression for different consumers, so as to enhance consumer’s acceptance and recognition of advertising.

Third, this study suggests that enterprises should enhance the consumer’s brand experience. When the consumer has high brand experience, the impact of the news feed advertising on brand attitude through advertising brand and self-brand connection is very more strong. Therefore, in order to enhance consumer’s brand attitude, it is an important task to improve consumer’s brand experience while managing the news feed advertising and advertising brand. Enterprises should pay special attention to the brand experience of customers, and use various means and methods to continuously improve customers’ sensory, emotional, thinking, behavior, and related experience, so as to further enhance the brand relationship. For example, enterprises organize some brand interaction activities to encourage consumers to communicate in the activities, share their own experience in the purchase process of brand goods or services, and experience after using the goods or services, so as to enhance mutual feelings and trust.



Limitations and Future Research

This study also has some limitations. First, this study is not a strict experimental study. Although the samples were matched through propensity score analysis, so there may still be sample bias problems. Second, this study adopts the observation experiment, but the number of advertising views of the participants is not included in the control variable in the formal test. Future studies should take viewing times as a control variable to verify the relevant results of this study. Third, the experimental advertising in this study is short video advertisement, and it is not clear whether the research conclusion is applicable to picture advertisement. Third, this study does not pre-test advertising attitudes and brand attitudes, so it is not clear whether consumers’ attitudes toward advertising and brand are derived from their real advertising experience or from the advertising effect generated in the questionnaire survey. In the further research, it is necessary to use experimental research method to measure the effect of advertising, and study the effect of different advertising types on consumer attitude.
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