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TikTok’s advertising communication and action effects
— Consumer behavior model focusing on psychological and behavioral aspects —
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Abstract
I have proposed to strategic guidelines for effective advertising communication in TikTok'’s short-form
advertising in mobile platform. It is important for that video to be perceived by users as informativeness,
entertainment, reliability, interactivity, and emotion. These factors are important for user’s psychological
aspects of consumer behavior, such as advertising attitude and brand attitude, and for behavioral aspects,
such as purchase intention, engagement, and intention to participate in a campaign.
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T —~ELTREBIRDND L) IR o72,
J—=T VAN T —THETLE, O—YF LI
2017 4E 20 5 2018 LRI IZM AL TH 160 - TH >
723, 2019 4F1E49 899 1. 2020 41349 6,110 14
2021 IR 16200 & 20, 17 & 21 Ex b
By AE100 08z TwasY, ThbEv—
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2021) TdH b, BHEDY — v IV AT 1 T HhE
12 TikTok ZMZ 2B D, £ ¥ 7)VIT =N
#— (Buzzer) M35 2 LIZ K BILEET
D) —FORKLE BT O ENETN L,
@A —FOHEEITE R EDUE 7' 0 & X % ik
XL ODOTOE— 3 v REEWZ (Guarda,
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Td Ao TikTok THIE S LTV 2 B)E 2 ANKD
HEA Y TNVI T —OBEZ G L2 D, 3
YT UV OMERERE LD ENEEN
% o AL A2 0 458 1A 5 B O %) R % WRE
LTV 0@l L Twb. I OWfEHE %
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I - HI L, AN ERIET A5 L TH S,
Ducoffe (1996) 1ZE/NA VT84 AZBRE L72IR
Halazr—varlreiil. NEERO
Fel LS WAL b ORTF 23R L7z 2Dk,
ENA N TINA ZAOREREMHEAL EE RO L,
ENANT Ty N T H—4b - F—EAOHE, A
HIRED LA L &2 £ B L H OB EA L) e
FICALTETWwWE I EICEY), SFEEFRRT
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b ATEI. EIER) . WIS X 22T 4
EDTNE THM - BMAEE N TE T3 (Brodie,
Ilic, Juric, and Hollebeek, 2013; Hollebeek, Glynn,
and Brodie, 2014; & - JF Lk, 2015; Trivedi, 2015;
=g, 2017, Aziza and Astuti, 2019; Xiao, Wang,
and Wang, 2019; 25, 2019; Darmatama and
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T = OIEIF, 2022F4 H21 H255 A
2ZZHETHHNOREFEEZFRIIB I & 572,
TikTok OFIHAAS 10 182> 5 20 1CA% b FIH S L
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HOFEMEm % HETEDE LD TH DL, &
RRFAIT = 2 — AORERHRINE. Kik - K
ANeDa3Ia=r—arihbs SNSTIT->T
Who TDDAY— N7+ v OFFAEM AR
Z & TikTok % 72 SNS OFHEI G A E 2
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DOFEVHEREDIEONDL I EPFETE L, H
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Holze B, BITEHART A - ¥— - TAKK
SAEHHEMEES B SPSS Statistics version 28, %
" SPSS AMOS version 28 z i L 72,

6. AINER
6.1 WEREOS/THER

WEBRE O T4 193 3% (kR 23 /% /b
18 7% SD = 151)  MEHNEHE AT 191 N (67.7%) .
A9 N (323%) &7 o7z TikTok OFIH
RimiE, FIHLTW5A142 A (504%). LI
FHLTWZ22 34 A (121%) . SIEFH L Tw
BORESHEAH LT A (25%). FIHLT

WRWAHTI9 N (351%) krolz. Lo THIHH
EDIRTFI L7 & 2 7 R R 1 a1k
T176 % (624%) ToHo7z. =B, AR %
BLHNTRL L BFFEOFMAPILE N (&
K 445%) . WTFFHEOFETIE 57 A (626%)
L), WTFHEDOHH, FHBEEEE R
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