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Moderating Effect on Transportation Between Short Storytelling ad types
and Message Sensation Value: Focusing on TikTok & Chinese consumers

Mok, L8
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2 2 < ARl AVE BT S 59 AEYAIH(eg., TikTok, YouTube Shorts) Z1uFyE ¢
S A2 SNS FHFOR #AlS Wi glvh o miAdA B ATE FHS T3 fEF Al A FHasEa
Qe 2EHdY Fus EFY 1 anE FH3E AL FHoR gk s oY, 184 Fu BRVIE ST
e VFeR ~Edly] FaE gdeE, e, FojygA oz FEEG Ee XA Fr A wetel A
B SN B 59 WAAZIAZHMSVZ FuES EFSAY. A AAFeR g B ol &AE HHE E
55 ddoR F 7847 F=2 ol &xe $HS AT AFAA F e F8 WG TN MSV) el &
omet 2Agyrt BASAL 7 FES whe Ay JRAY PJhad AMS B 278 E B A F
o)A Z1He] & WAXNAETHE ARESHAl HW AA IH-SHcognitive overload) & ©F7]3814] *ﬁﬁﬁrﬂ ol A=
Aoz Yehyth Boh AAE o]24 =ojof auHel gL 594 ~Eddy FuALS % AAES BEA
A8 Aol sk T

FR0 : TikTok, &< 94 2Egdy 31 ~EEY WA X727}
Abstract Short video applications (e.g., TikTok, YouTube shorts) are growing quickly in terms of active users
and usage time. Of course, advertising industry is utilizing the app as AD channel. The current study, however,
argues that the effectiveness of ADs in short video apps are not articulated well and that precise research for
measuring the effect is required. In this context, this study measured the effects of storytelling ad types(reality,
parody, creative) and message sensation value(high vs. low level) on story transportation. The notable finding is
that when creative storytelling ad type which requires more cognitive resources than other two types meets high
level of message sensation value, ad viewers could reach cognitive overload state which induced low
effectiveness of ad. As its result, the effectiveness of AD reduced. More specific theoretical discussion and
suggestions for advertising producers are described.
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Figure 1. The type of storytelling
- 660 -

£ E<]o]E(transportation theory)

Eal

2.



The Journal of the Convergence on Culture Technology (JCCT)
Vol, 7, No. 4, pp.659—665, November 30, 2021, pISSN 2384—-0358, elSSN 2384—-0366

i AATE ARy 2B FgA0] 1
75 2k dis =9 %0}11”’ Far el
Cl 7 grsl e 14]. 0] = &
< At

AL g B9 ~EUY 3 F 870l

[elNe] = 0 [e]
e 33 30 ATl e JALY fYurt
e 2Ee BYSES Lheb ol

4, WA A AF=7HMessage Sensation Value)

711—9_. Eoﬂ)\]— /\EE]EJ]E E]—_T_r.‘:. Oﬂ)\]—o]ﬂ% Ho]—}\l

q
(rode) & AL AAOIEE UIS3 o
Zele) o] TRAGY, 1 YL PHET

2 AE=
S| sé”—‘w](structure)ﬂ]"ﬂ 2Eg &9 9F¢E =
= 8910] A& T Ak FHEI FAo] 7EI FF
of oigt =9 wWAAAS7HMessage Sensation
Value, ©l3} MSV) ¢]&o] SItH17]. MSVE 443t
QoY 54, vYe 54, #AEA A A7I/E
% 3HE/HEE}°15/‘&XJ Ad )] 7 5=

FRATHIG. £& 579 AFE 7R AR Fe
MSVE FeH, ot WAAsl 24, A2 5
Aol A2k, A, 2 A4 e Holuls AR
ERIC(I7]. oldd A4S ARAe] AuAe 4L
a7l 9%, A%, AA, 2@n PR WgEol

[BR=RTa=
71E B ATES il
MSVE 58 AAAR A2 S Q7381 o]
[e) A

A MSVe] g0] &2 F94 2889 Fao] &
Q] (Transportation)ol] W|X|&= dekw 7e wgko 7
yephd Flolgt diddh webA vy 22 7HE2E
A8tk

712 =8 FFEo MSV &S =94 ~Eg g
Fa7p Ge 4230 MSV FuHt) =8 ~Eg] 29
TS YeRd Aol

AFAA F o) e Be) #74el BE 29
wate] Aols) HAARTT me BYEAG ol
g dgsigich SAw B el BAH woHe
|54 Agelal AEo] & o] F b a9l

N

ol

Aol ek, ZF 33k (main effects)o] oG
ZA(interaction effect)2#] AR gy AAAHH
2}2] o] E(cognitive information processing)< W] t]o]
oA =olatal gl mIAAIA el 9] T2 (attention)
o} 744 (arousal) o] 9 &S 7Fxstar QIH19) 53] &

41 e vAAe] F2A EAGe, MSV)O] &7

ol

o

she 43 Fo7h =2 Foletar wekal 9k o
2 Q3 F AEAEC] Fag Al AREsted
AAH AEA oUA7} =& FFo TR
olaf 1A BH-EHcognitive overload) AEES H.QlthaL
Btk =, wHo] wAA| o] =FEE -2 FHE
Fratek QXA (limited capacity) Rt E33kal 9171 o
woll A AAHREE Blvkal waeH19] G4
Il AR ARple] 7hd FAIgke] Apds AEE ¢
3]

glom], FuAe BAe el ATE EF pooldlH
AR % vAAe] 2 77h 9ASE ol ), 9l
BEE T } S 1911201,
SEEREEE T EER]
Qe FAug 34 Ao B

ATEAL B2 F9E 2EE
ey A/2 e )3 MSV(ES/5

= 2EgEY i folv g e g a2
& A

I, of 7t
L od A

2EYEY g T9% B 73 MSVIE 2E

glEslell MAle G AR ) 2 A= 3

(Edd gae] 9 2deEA vs. Ay

vs. A2 x 2AMSV: =5 vs. W) fd et
=

(within-subject) A@ATF A& AAlETy 29

- 661 -



Moderating Effect on Transportation Between Short Storytelling ad types and Message Sensation Value:

Focusing on TikTok & Chinese consumers

Brte] HAL 98 T2 AR B2 AllEQ] 9%

S-S (MBE, hitpsswww.wixen/)S 53] 2021
ol F 130059 A& 2d7E sk dA $
A F Syo] BAAE 5129WS 493k 784o] HE
A el =H3Ith SHAkel A A2 A} 510
W, oA} 2145z HAFATH o] Hit 26(SD=5.6)
A, FHRlE U oRE gk olfrE BlE AH[A0] ALS
A 7hH Tdle] 7 wom, ShA ek diE Al

Al 7bg & tnel e B A FRE 3

|
4
j=
H

TS Fo2 O AA B 9 ARS vEe R 3
= ZdEE §8, @ 7159 olopE AEA A
g gt @ M/ AMER olop]E RO
e A2 2 B4y s Fysidh 2) 43
AR & Fare] A4 BEoA 2021 3¢ ¢ & 7+ F
¥ Fa(AA 30x)E 244 Aojd FHEE F D
AL s FHE FaE FaHETE 421063
g9 &85 191, Faug 109 o AE 191, Fa
g wAF A 291)o] HFA O =efste] 39
Tao] HEe 30 AAskeh MgE 30He #
IE tFO® Morgan 99 ATolA ARES MSV
FEEE A8GE 1 RS I ATHeE 699
F1(3 x 2 27)E A7)

I THIL. 3 7F 212 A9 (Cronbach’'s) & 87493 Th.

L d77Hd 1 A5

A7HE 14 #e 59 ~Eedd
22 3L gdPEy] fER
S Yepd Aoz 1
FEHL E2 2B B9 2
o <& 2> SN, A ~EeE
SD=82)7} sj&it] ~Eea)d(M=398 SD=8)¢} 2|d

30
ui

- & oot
W

o o &

1. &1 MRS MSV =Y

Table 1. The ad stimuli and MSV Coding

1.visual: Cut O=low(0-6cuts), 1=moderate(7-14 cuts), 2= high(
>15 cuts) /special visual effects, fast motion, sloe motion,
unusual colors, intense images(0= absent,1=present)/emotional
facial expression
(0=low(0-1shot), 1=moderate 2-3 shots), 2=high (>4shots).
2.audio features: sound saturation, music, sound effects(0=
absent, 1=present)
3.content  structural features unexpected  format,
surprising/twist ending(0= absent, 1=present)
»E7 g NSV the name of the ad | time
@ the image of the ad | /(s)
{The worker station)
High MSV: '
score! 26
. L - <. ]
el e (FangTai Diswasher)
Low MSV: | 3 IS g
score: 18 1
(Didi Taix )
High MSV:
score: 24
a2t
{Snickers)
Low MSV:
score! 18
High MSV:
score! 33
‘O}.y_q_ o
(CP Sausage)
Low MSV:
score: 24
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Table 4. Interaction between storytelling type and MSV on
Transportation
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Figure 2. Interaction between storytelling type and MSV on
Transportation
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