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software to forge significant differences before and after skin care), and fabricating usage scenarios 
(claiming "personal trial, excellent effect" even though they have not used the product). For example, 
in the typical case of 'oxidation of a certain brand foundation', the evidence chain formed through '24-
hour makeup holding real photos comparison' caused the refund rate of this product on the brand's 
Tmall store to soar to 76% within 48 hours. The significant contrast between consumers' expectations 
and actual experiences directly affects the brand's repeat purchase rate. According to data from media 
research, a certain beauty brand saw its return rate soar by 37% due to false recommendations [8]. 
The official brand promotion is often meticulously packaged and contains "beautification filters" and 
information screening, making it difficult to fully present the product's true performance; while 
ordinary users, based on their own actual usage experiences, construct "real and credible" narratives 
through detailed and scenario-based descriptions (such as "severe makeup fallout on the T-zone after 
three hours of wearing makeup"). This meets consumers' urgent need for objective product 
information. Moreover, the "one-way indoctrination" of commercial advertisements and users' desire 
for equal dialogue are contradictory, further intensifying the natural resistance to brand promotion. 
This shift in trust from commercialized content marks that the dominance of consumption decisions 
is shifting from the brand side to the user side. 

Fig. 1 Comparison of trust levels (N = 94) 

4.1.2 Social media influence: viral spread of negative content 
On social platforms such as Rednote and Bilibili, negative keywords like "severe oxidation" and 

"powder chafing and cracking" frequently appear in highly praised comments. Take the "Chanel 
Makeup Foundation Oxidation" incident as an example. A negative review posted by an ordinary 
user, through the dissemination path of "23,000 likes - 11,000 comments - associated topic #Buy the 
Prestigious Brand Foundation", achieved a total exposure of over 1 million times, with its influence 
far exceeding the brand's controllable communication channels. Such cases are not isolated. The 
satirical dissemination of the netizen "Xiaoyu Hantai recommends what to avoid and what to choose" 
confirms the cross-platform feature of the Key Opinion Leader (KOL) trust crisis. This phenomenon 
is also evidenced in the international market - relevant scholars' research on the Z Generation in 
Slovakia shows that online promotion by netizens (such as advertisement posts, reviews, discount 
codes) ranks last among the eight factors influencing their consumption decisions, far below user 
reviews, website design, and other core elements. This collective demystification of online celebrity 
marketing has made the theme of "debunking the false promotion of online celebrities" in reverse-
planting content more likely to resonate, such as the average interaction volume of the "Online 
Celebrity Same-Style Buying" notes on Rednote is 42% higher than that of ordinary negative reviews, 
further highlighting the deconstructive power of real user experience on commercial marketing 
narratives” [9].
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Fig.2 The proportion of anti-grazing behavior 

4.3 User Demands: From Traffic Marketing to Trust Building 
4.3.1 Expectations for brand improvement

User research data shows that Generation Z has clearly expressed demands for brands to avoid 
excessive marketing (Figure 3). As high as 76.09% of users support brands setting up a negative 
evaluation zone to actively respond to doubts, which reflects the strong desire of users for "transparent 
communication"; 60.64% of users believe that "product strength is more important than traffic", 
calling for brands to reduce ineffective advertising and focus resources on product optimization; 
53.19% of users are disgusted with "false efficacy" descriptions and prefer practical and genuinely 
promoted products. These demands indicate that users have shifted from simply pursuing product 
functions to focusing on the brand's values and communication sincerity. For example, some brands 
have invited consumers to participate in product development through "user co-creation laboratories" 
and publicly disclosed the improvement process in real time, successfully reversing users' negative 
perceptions and verifying the effectiveness of the transparency strategy. 

Fig.3 Preference for improvement measures (N = 94) 
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