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Research on the Complementary Relationship between Emotion and Behavioral
Response Based on S-O-R Theory : Take Taipei and Kaohsiung as examples
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(Abstract)

Abstract-The continuous growth of social networking sites has attracted companies to the potential of
message promotion, as well as the dissemination of product-related information, thereby achieving marketing
purposes. By establishing Facebook fan pages to provide information for brands and organizations, each fan
page generally has a specific promotional purpose, audience and market, and the function of informing related
products and services. This research sets the research direction specifically for urban fan pages, makes
assumptions based on S-O-R theory, understands the fans' emotional responses to different types of
information, and further verifies the complementary relationship between emotional and behavioral responses.
Mainly based on the open and transparent content and data on the fan page, we construct a complete
hypothesis test and result analysis to learn from Taipei and Kaohsiung's social media operations and different
attitudes. This study does verify that the emotional presentation of community content has an influential value,
and helps urban institutions to grasp the community content. It also advocates strengthening emotional
messages to promote emotional identification, thereby stimulating actual participation and interaction among
fans. Based on the existing emotional and behavioral functions in fan pages, investigate the relationship
between messages and emotional reactions, and explore which emotions are most likely to trigger fan
participation on urban brand pages. As a result, it was learned that the urban fan pages of Taipei and
Kaohsiung mostly used fans' positive emotions as the main method.
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1. 5l

WE3E Web2.0 HYIEA, 363 I ERERBEMIEE & 307,

B, %SRRI Wm0 A R
(Cho2009), Facebook & & B 5 RTLAFE B 3 B St A
BRI IREE N A Bl B S 1 BUR IR, 2R, TR 38l
BRI AR RS Facebook #yfkEE LA A, BURAY
SELEEWAREE, RLERERERRITE, WARERR
FRTEERI I, anfalfs & SLEL fh S B R N A ) &,
PLPig D2 BIRRTE, R AHFIE = BAE PR oy k2
B, SR LR S B A BB T A, FE
DURRARL N 25 HE R By o B B A TR

ATIF 7 FL R ol FH B 2 B AR e BB R ok, Al
PRARTRATIR TR k2 B RSB ALTR , RFIAY
TR St LR A S M B A AR R, RISk
EUGHEIREIRS, TR R R R R, LSRF
FrER NG, ARE=REREENFAL E N (Katz, Blumler, &
Gurevitch, 1974), AWFFEAE AL G BAIT %, Frik
N 2 P I 2 PR B B R, R
R R T IE N B B R B AU, AL P A T B
WA B, W KU BE A BT & & SR RN (Animesh,
Pinsonneault, Yang, & Oh, 2011b), tLAENEREIREAE T S8
HI BB, 3720 TE4E PAEShREME MRS, B
TEATHE R B B SR AOSRRS,  ANBIFJE R AR T s S A A
A B P BEE, KU EE A LB m e 5
TEAMIRE G, PR RRERINAE, EEN
BT A B4R, WRIE S-O-R HIGIEL AR, HRE
PR, AR B B T2 DOE = B BOBARIERY, BEUER T
RS TR A B BN B, WFE R AR R BT A
Z HEVSGS R EI2E, BB SRR T A
PO RO RR R B B R, 1 AR S A R
FREERERIE, 1 — A Bt i S B AT 2 I T A
HiBAtR, B EE RN EE EAK B EHNANE
ELHE, R SEIEAOBERER BLRS SR T, e ER S
JC B AL AR A B IR L R

AT FE AR = AEAFZE B 1Y,

B, ARUFTRHIREEE T AR S E B R AT A
T, GRATEE A AR B I A R B A B AL,

W, AWFZEERH S-O-R AR A Bl BERL T AL R T
B, DR s MaosiaEse, BREEAE. 15, 178

A, AR S PR RS T SR B A A,

T BT LA AL I AR R L, ATTIEITRELIGAE.
TEREDCHE, 17 % MBS B IET YA IRRY, MR e
Foyth B rh =8 B T RE Al BRAR
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=, AR R LA A BORE AL B, R
PR AT AN S SR ok 22 B, USRS AR A A4 AL,
BB Ry ik S B S B R R R, 3 LR E (e
AT RAhR LR RURS F LR 22 B o B REAEA T 2%

AWFFERSCAMEAT, 5 oy b B B S-
O-R FHEHSCRRELER R, 55 —EB 4 f& IR T A S R
FHRAAR L BRRR, FELARTANEE B AT 2 ORI, 28
DUER A 35 B R AR T RO BT T, NEAESE TLER oy
TR BB T FRRRAE R, S D& AR TR R
OGRS R,

=Adb
2. HimEs

FmhE R 44 S B BN 3T

AR RHEIE R, BB RA B HERE R
71, DA AR S ARRARYE A, MR H e, {
SEFTLIFEFREE ST Facebook My ELE, 2SNk AkTE
HREEER, R LE AR A 3 Ak S B — AR B T RFERY
BB, BURTNTYS, SRR E SRS NARY
ZhHE (Cvijikj & Michahelles, 2011; Goorha & Ungar,
2010), T 6 3 B T AR EAR 28 DU SRS A
B, DARF M ShAIE AT HES, T AT DAFE Hh B A ST
B[R RE, o R A P B AE . B R A A
(Araujo & Neijens, 2012; K.. Lin & Lu, 2011; Ruiz-Mafe,
Marti-Parrefio, & Sanz-Blas, 2014),

H K] 2 fili 3 2B A B, N R B 22 ORI 23
PR RS LR 2 P BB, RFHEE S
YERIIRER, 2] A B ER ARG R, B R
AL AR HAT %, RE—EYEFR—EA LS,
ZIEE R RN EEHEEITS (Brodie, llic, Juric, &
Hollebeek, 2013; Pham & Avnet, 2009; Schau, Mufiiz Jr., &
Arnould, 2009b), [Ktt7F Facebook b7l &Az b 22 Hil
afEREE B, SRR TEE A (Wallace, Buil, de
Chernatony, & Hogan, 2014), {£AEBA K m EAY
HEARNEREE, ESRESOR, WA Sk
A& AR,

Sirgy % AF8Z T LAR B A9 — EAg il SOk 8 5 b
JERED G, I R B AT EE b P HE BLAH B A R RO R
(Sirgy, Johar, Samli, & Claiborne, 1991), &F % #5H & aA
WARIRHE, FeaBALSC R —BetkAy g, R
AR E MR, SR ThEEMETIRE, MEEERTLIEEE
RERUR SRS N, A SEAhARAOTERE Y, JRABIE SRR
TERT B S0 Y 72 R BLE 7 (Huber, Vollhardt, Matthes, &
Vogel, 2010), #EREALHIEHBER 2, 155
RN, GUAWBTESMSTb, SRS 1T FIE, &

2.1



ST B E LR S-O-R iR

T BT 2 SO B ERAITSE - DARAE R w2 1

SRS, EHE T REROVRRE, ST B REBERE A AE BT
7%, 2 o b AL B (Laroche, Habibi, & Richard,
2013), B At AL R A T BB B Rk B A AR BB e
F(Muniz Jr. & O'Guinn, 2001a), FERE RGBS
FIFRRE B2, T H R S AR E R R (M. J.
Lee & Tedder, 2003), ¢ H&GHE B A0S A EHEERUm R
FE 2 [ IR A Bl AR

15 BB PEFNAE QM FiE — (S RS SO - F
JEE BOTLE (Steuer, 1992), HLICARYH B FFHYEFAMLL,
A SCASFR ] P s 2 A AT LA 2 1 P AL 5 A A
% #A(Van Der Heide, D'Angelo, & Schumaker, 2012; S. S.
Wang, Moon, Kwon, Evans, & Stefanone, 2010), ZR¥5HE
SCHEE LS MRS, Bk, DSRECUTFIEEL (Cvijikj
& Michahelles, 2011), 3 HHE (A & SRAE I o3 HoFnig
¥ B C fn 15 E B % (Bronstein, 2013; Haghirian,
Madlberger, & Tanuskova, 2005), i 1R A AR
SN, WMAESCARER e, B S RS T R
BRI BCE R R BN E TR RS, kR
R A WSS ThRERT IS FA(Raney, Arpan, PashuPati, & Brill,
2003),

2.2 S-0-R &

TR OE2 R S-0-R BIALRR, BREPE A
JIrRE R (S) , e SR R IR R (0) 241, W
SR B ER B A AT £ U (R) (Mehrabian & Russell,
1974a) . BG4 R E (0) 2 Ha 14 B 175 BB R S ik
B, WHREM. K5 AMFTHE (Jiang, Chan, Tan, &
Chua, 2010b) . 472 JERIACRIE B EAT A, B0
T4 Bl R R B4R FAC W5 (Sautter, Hyman, &
Lukosius, 2004). Nambisan AmE#IREHRMAE T —H4&
BRAELE, GFE TS EAKE. AACANR. T A By B = A
#&E% (Nambisan & Nambisan, 2008) . Kohler fiifEfts
SHGLEILAIMEIHE . 455800 B R IR T L E S,
PEPIEASERENA A . BRSNS UG IE
BN AR . W HUBRRE T AR . Hh e ACHE DL A SR A
SAENIEINE . BRI AL TR gL
KA B (Kohler et al., 2011). BESFEMREGLHE
FRTELEY, AR R A AR AR B 0 AR B

TEARAT 2% B (R) 73 4025 Bk E I 1) v FH e €2,
Kohler $t¥fEMEM . A @M =g, 1E A+
FEUEAE 1S A AE S . BT P R T A2 3R B R e SIS Y
ML S [l 6 (Kohler et al., 2011). BB
BHBrEFE 2 A, TTREFEAS & A B AN, BB e
RRSCAK SRR . AT TR BEEEONSE, BHERER
B RR A . Nambisan fAERENE B 70417 5 R0 4%

W, R B S B AL B T B 1 fH {6 (Nambisan &
Baron, 2009) . #3843 A 35 B R 2 [ B #E 4 B AR
(Kohler et al., 2011), RANEZRELBE2E
FEARTCER . HAT A B e g v M o B R (1 i 2
B . 4 R [E) DL S At B 57 B B (Nambisan & Baron,
2009) .

NHEHE B A A A T AR B 5% (Pine
& Gilmore, 1999), [K|IHHE b AT B it 2 it m] DA 1
TSR BRI 2 o E AR A R B SR R S B
B 2 T R B RTINS, RATENE R (S AT B
& (Pine & Gilmore, 1999) . FHS#AH )% K L5y fii FH B2
B 2 v RR BB, 9 e SR SR AR AR AR
M, B gt R, FEAnT R A A AR S
BHA TR P S, PR B RNAT R, ERER
LT 5 SR BV B2 FF (Ruggiero, 2000) o

Katz et $13TUEHEMMEFH LW S 2R, STBIRRAE
TH B RE EAR R EE) , 15 26 T (5% 25 B A B U )
e (LR E IR, —#k (G RE R, EEAN. M
K BB AR RER, fefteae. BIE. BErik
M) (Katz et al., 1974) . Tewksbury #%IR& sy b
BREE, [RLELAGEE SRR A i, DR bR A5t () A2 i T
WA, BA RS, BRI VR S B SRR
(Tewksbury & Althaus, 2000). Papacharissi #ZHH
AR FORAE BN, A FRBERIMERE. BIEE.
A R H B4 B (1 (Papacharissi & Rubin,
2000) . Leung fiffE 7 A% b 210 DU R 2 R g, & AR
AR TR EEGRAITR R TR, R8T K (Leung,
2009) . BLEFEHIE(E . gL, HREBLE . MERRBRSE
£ i A BEA k(148 F (Dunne, Lawlor, & Rowley,
2010), HEHI4EEE A {HFH Facebook AT AL /NTHEFE, W
B BIE. K. 2%, tREEEERE AL g R .

8 S—0-R BLALAE 2 B a1 SO0 A AR 78 R 2
PR Rl . B2, S-0-R EZY Uk vz JEFH A B & AT
ZF 7% (Eroglu et al., 2003; Parboteeah, Valacich,
& Wells, 2009b) . Parboteeah {#FH S—0-R fEHUHT 5749
UG AEAR R, RS BB IR A R, HEERSE
F, BHAR EEEEAT A2 (Parboteeah et al.,
2009b) » Animesh JEM S-0-R HEHL T AR 1 i S5
HHHEE AT A% (Animesh, Pinsonneault, Yang,
& Oh, 2011a). S-O-R HETLHE R REERETIEL, BHEA
G 48 B L) AT 2 B 2, g BB 5 ake 1
4 R IEIN R JAT % R IEDNRET AT, Rk ARH 18 &1
R A E N BRI AR R 5 BRI
BURRASER, BHAALEREESAT A 0058, S-0-R BEBYER
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BT R HA R BRE T, AT R AL R IR,
SRR RS ) B AR OB AT, MR DU b T S
L) B AR o B A TR 0 R R 4R

2.3 EREHR

AHRGE B HIE 2% T BT R SRS B, &
TR RUE A, MES RN E ) E (Lee &
Tedder, 2003), W EERFIBEMAIEHEEITHEA, &
HERARFEAE BB EEEE, WENIIRER,
e RiE B ST AR, S0 g B UL S )
T4k (Campbell, Wells, & Valacich, 2013). i
FENERERE, ZEEGRAME BIREBRETEL ) =88
R, WP AEREK (construction level, CL). K&
JEY (heuristics level, HL) Bl A @)E K (interaction
level, IL) (Hilligoss and Rieh, 2008)., ‘& & iE
EIARRAOE BAERE, Flanails, H3EEA PSS
HIER TSGR, i EMAE BB, X
Az G B A SOS R U RE I BLARE, RS BAE
AR R R B R, pTLUE BRI B BT, H)
B BRIRESREEEE, BN SRR, 5
AT B A T S EE T 1 e BE IR B (Ayeh, Au, & Law,
2013), Ee(E ERUEERRIE R (CL), ARNAFTRBLH
IR, GERLLK HPIRRE, HRIE BB E K (HL) &=

REAE I BGEREAIRRA, SO MHR T s ME (5 B VSR,

BN S e S, TR(bE & LR IEm R
R ARGk —, H =W EBIER (IL) & AR Y
PO, RIEAT 2 B AT 2B T 2, M T
il A5 B BT THER B RO T JPOEE 66 2 45 B D) (Sotiriadis &
van Zyl, 2013), EEZEAUREIE — 88 UKL RLRE k
BRI, WZEUHS HAR AR A SR T R, AT AR R
TR AN Rl IR 25 BERB AN T AT LRI, 40 FLB) nT ek Bl
B EATERS 5 SRR A AR, e RTRE S [ Rl A
AR RS

I, ABFZEHE ESTERE N M TR B AT

(K| 215 B LA 1 9l 70 2 S 5 B I B 2B A T BRI ]
#E[KF (Koukova, Kannan, & Kirmani, 2012; Simonin

& Ruth, 1995), 17 ZNHiHHEE A LASEFHE B A4,

HEMHETHAHE B AU DI REBUE I, B 5 W [HE R AY
FER B (Hitt & Chen, 2005), AT AHRHEAY A
M B AR BN G, B (e e B e BRI
E RERMNAER, BISWEITHNE THEEE/M
(Harlam, Krishna, Lehmann, & Mela, 1995; Hitt &
Chen, 2005), Rt#RE Lk, 158 AAHELRRARIL T RE
JOE A5 FH B B T 2 FORE S TR, AR ELUE B
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HATHOMESAE 2 e, BSR4 & RS EE R,

a0 B FERF S BT B R SRR b, SRR A S B
Z BGHINEOER 5y RILBERR A T HS8 L B )& i E (A,

EEHEm ABIEE, B, B EREESE 2
ER EAHBELN R McQuail, 1994), BU7E %48 HIE 5
RIS 2 BT, 20 B BRI R (O J P LA R,
PR R, R E AR BRI E 2,
—SHERF S EEOEL, B NEIRE LA AR
(Van Trijp, Hoyer, & Inman, 1996),

3. HimiRaR

3.1 E BB AR BARS

& 5 B R DL O AT 1% 1% )R JE (Zhang,
2013) o BB LB {5 B ) DUSEE) 17 2% )RR N B R
T8, AP R AL B R . SRR ]
TR R R A (B. Q. Liu & Goodhue, 2012), f
AR AR SR T R B R R AR B (B, Q.
Liu & Goodhue, 2012). WURAEAHERIMMEE, 5
RIAMFRBAREL, DAS AR S0 5 3 AR B N RC R
FLAELRE R A5 52 70 2T LA B SRR A SR AR 1 s Je
REF¥ (Babin, Darden, & Griffin, 1994; L. C. Wang
et al., 2007), VAR ¥=4410822 (Eroglu, Machleit,
& Davis, 2001; Zhang, 2013). [KUt4-BEARS, K4S
i 5% 7 Bl ok X 8 B 1) == 48 {H (Hei jden, Verhagen,
& Creemers, 2003: Parboteeah et al., 2009a) ., £
2 DL A S B 4 S AR B SRR, AL B E RIS
T O A Sn A A R i B Al S I AR SR (A, TR T A 1 4 I
JE (Heijden et al., 2003;
2009a) o [KI AT FUHHERR -

HL 3 TR0 4 5 1 A (RIS 3R B Bk 4 1) 17 4 S
HERE BATAHR .

Hla IRk 2L i 10U B R I (Link) UM AR 1A 15

Parboteeah et al.,

A HE R B AR B
HIb ST R B b RS 2R 3 (Photo) B 4R 1Y
T4 S MEAE RE B AR
Hlc TR &R B H PSR B (Video) BLH 4R 1Y
T4t S MEAE RE B AR
3.2 AT ARBAS

5 5 1 T e PEECR B S AT S 1A B,
IR T AR 0T S A L R 1 S JE (Parboteeah et
al., 2009a) . R BFEAATFHEME FRER, —&
TR SRR B R, ] a0 AR A SR A A B Ay
TEINRE, IR S A AL R A Y 2 BT A
(Venkatesh & Davis, 2000). Eroglu & A& EME A



ST B E LR S-O-R iR

TE#E BT 2 ST AR B CRAIT AT -

Ll e w2 B

STETARR BB P M, (RER IS R PR s AR R B AR
INERER, W BB R E AL B AT A RS2 (Eroglu
et al., 2001) . 345EA5 5 AT 5 88 5 0 T A 1 B RTAl
B N B A AR KA 35 8 (Campbell, Wells, &
Valacich, 2013). Parboteeah #2248t 147 % i i B
4 B A BB 44 A B R 5] 77 (Parboteeah et al.

2009a) o T v B B (A S T B AR B AT B L X R R A

KA FOi S B A G R R B/ AT R, ©H
FoBE R B A U I AR A, SR A R R
asLEE, GBS SR SR, BB R ER A N,
A& B B Bl 0 AR T A B (Taute, McQuitty, &
Sautter, 2011). B AWIELSTEAUE RGBS, Fr
PR R E A E B, #5a BRA B RN RE AT w3
HOECAF AN, B A3 A SO R R . AR
LA N, AT HE T 0 70 58 2 B RS R P 7 3 UK
(Y. Liu, Li, & Hu, 2013). {HE4u R85 AN
£, BERATREARBEHIID B AW EH L B Q
Liu & Goodhue, 2012). DN RS RINL 5] v] 5]
FRAE I I, a4 3ERE R L (ST T B A
AT DA (R B S R T T A e T, MEER ST &
3% (B. Q. Liu & Goodhue, 2012; Y. J. Wang et
al., 2010; Wells et al., 2011). [KIMASHFFHE:

H2 30 71T A% 0 B B U R T B 4R (V04T 72 I JEE A
B

H2a IR TTA 4R 2 E P RS R BT (Link) B &R 1447
R SR EHEE H A AHB

H2b 3R TRy 4% B E P 1S R B (Photo) BLKY &R K
17 Ry I JEHE P B AR

H2e RTTRY 4% B E P IS R B (Video) BLKY &R I
17 R I JEHE P B AR
3.3 il RELBLIE E A B T

15 BEARLER R B | AT B | RDARARR 1 R, fildn{e 3
WWERE, (B{TRURE, el R s E BT
2 YR, WHETTLEEME B Q Liu & Goodhue,
2012; Y. J. Wang, & Minor, 2010;
Wells, Parboteeah, & Valacich, 2011), fFlan#EF ¥t
SHEME BBOEAE, SR L B ELZE 2 IROEERS, 13 EUK
ST DU R AR SER AL BRI TR LA S, NS
B GE B F€ By (L. C. Wang, Baker, Wagner, &
Wakefield, 2007), ZHALAIIE.E FTLANZ BB &L
R A A7 o0, HRT R EBE R IR B K (Muniz Jr. &
0’ Guinn, 2001b), fRER{5ENEMAEHEEBK
15 2 BRI FR B R R O, BTS2 B AN o Ut R
(Nambisan & Baron, 2009), &EIME B G 23N FE4H

Hernandez,
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8, @' Er1E R P #EE A =908 5% (Animesh
et al., 2011b; Schau, Muniz Jr., & Arnould,
2009a) , WEMINIFEEE, AEGMISTERLLEE 1
AT B ME (Zhang, 2013), fHEA% 7 @)t B AT LL
BB 7 R AR RN FnETE, I S BRE R E
BT, BRESEEROFE R, 5 W DA R MRS R
B ROTE, WRRTERABIRCCR:, ML ZERERED
i (Schau et al., 2009a), & A RIEE TH
BB B, RO, BRMAELL KRG % % (Liang et al.,
2011a), [KIEAHTFIEHE R -

H3 352 T3 80 ok B A0 ot RN e 40 175 s o TR e 2 L
AR,

3. 4 A BT 2 BT

{18 AT SCRVEL B SO, T SR R O S (K] 2
i A5 P AR (Fortin & Dholakia, 2005), @ifEE
A 22 HVE AT LB B B AF TR RS S (Macias, 2003;
Rafaeli & Ariel, 2007; Sicilia, Ruiz, & Munuera,
2005), HEGEE B > ZEE2BLA O, Wi A st
(£ B85/ (Liang, Ho, Li, & Turban, 2011b), 1RiE
FEREACHATRGS, FEE A HEIAORILE, BERBR T IALRE
HE AR B AR 24, M AR R A
EEBMBEE, Kk, BEAREIAEENY, RESE
EREBL. WARR, LRI GRS (B 2
AT AR SR, RUARBF T HE R -

H4 3550 T 9y ok B 14 ot RO B Ry ok O A T 2 A EE B
AR,

4. FARFAE
Facebook ¥#s & H EMEE LA, B,

PSR BLE AL DY R AT 280 AR R 2 BRAT 2
SEvE, RIERERBREE EE. BEAGTRRA 4 5 B S
T4 R LA5 Love. Haha. Wow. Sorry. Anger TiJ#
(Wallace, Buil, de Chernatony, & Hogan, 2014),

R AT M Facebook [MRIEMGR, UFFEAHFER
Et N B S B R HE) AHBGRG], U5 B

HRE S & BTN 2 (Cvijikj & Michahelles, 2011;
Goorha & Ungar, 2010; Lewis, Kaufman, Gonzalez,

Wimmer, & Christakis, 2008) . Tj H.Z {5 &K HE
M, {8 H Facebook [ APT $RAEAER MG I (Teevan,
Ramage, & Morris, 2011), A&H i CEZBECNE,
BRI HESCIRRRE . BESCRERR. WSO =G BECE
FHG RIS LE SRR EORE AT . U E
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2018 4 1 A 1 HZE 2018 4£ 12 H 31 H—HE N &LE
TR HE PN AR SR EL T A, DL S 3 B (7
S EECE B N 2. dEEF 10,640 RMEE, HABR
Link %I N% 4,975 5, Photo FZN% 3,680 £,

Video JHBI N 1,822 5, Status KEBIINA 163 55. H
B EMS, Likes 5H3EA 9,552,005 ¥k, Comment F&
314,012 X, Share 3t 1,674, 244 K. TH&E R EQE,

Love 5tH 550,501 &, Haha A 28,609 &, Wow &

95, 756 ¥X, Sorry A 74,077 ¥X, 1M Anger A 10, 753 X,

&1 IRTE ?ﬁiﬂl}ﬁ AHEFE AT IE H B RS
SE I TIRE A JH, W E K 21548 X JE (Love . Haha,

Wow. Sorry. Anger TiJH)BifT %2 (Likes. Comment.

Share =IH) WJH. Bi& S-O-R HLmakEIWI7C2ems, A

G2 E BRI B B 7L (Loiacono, Watson, &
Goodhue, 2007; Watson, Clark, & Tellegen, 1988),
WIS RAT 2 AT A2 BB % ) B2 (Nambisan
& Baron, 2009), EATHFAEMIES

5. BBESH

AW S AT R AT, S BRI T SR AN
Ret. PBEARH KMO {H 2% 0. 702, TR/ sZ BRI E 1
K F 8 Kaiser, 1974) . FraIRMEMTEIARE. K
FEATIIE A SRR 0.7, R R AT RO 85 2%
(Chin, 1998). AHFFLIEIR AT IIMEGIET 0T, 5 AH
B oy i AR E By A G, R EEAE R 0T R DUk s
BT RO AE B AR B SR o, LA R U - R B AR
(Pearson) A, HUE KA 0 it AR /NA 0 B
BHRR, AR RS O, (E55A B

IR S U5 20 A [ AT R RO B B R 20 4 v A ] 3 A

TR e P2 P vt Ul L Bz T ARAT B AR BBOK 2 0. 8 Bl
FERAB, A 0.7 B2 A E AR, 0.3 2 0.7
2R EEAHR, A 0.3 AREAHRE, A At
TR ST TAH B AR A 1 o B b, Hok, T
FRo T IE LR MY, 6 H S R R R T2 P

<0.001 /K-FHREEZE, A AT F 0 R 7 dl S 26 .
Ak, ARERMET T 2 ERE, W E a2 MOOMHEE,

57
H,
%,

SRR AR 10 (VIF) {#2%PH 2 E 4L rERT
B VIF (AR 10, RIRIEAES LR
e EA THBROIEE, fEREPITR R
BRI HLA ,*“ﬂ’fé.%ffiwwﬁéﬁr 8 I B BT
%%Eﬁ%
Enas Hla AUFREIEE Link B SR EONE #6 SOREME S
REFARE ; Hib MERETER Photo BRI KA IS #E A HEHE

i
i
E
N
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JE AR EEARE 5 Hle AORRETER Video BLEYRERNE
J B S A i AR R, R S EEE X Video (VD)
PR AT, B, B R RHE S
ik DOBHERE A FARE, #H%F Hla B9 Link LD By
TERESOME Love (B = —0.040, T= -1.758). I&#&HE
Haha (B = -0.031, T= -1.354). 1H#KE Wow (B
= -0.041, T= -1.799) . 1E# X HE Sorry (B = -
0.015, T=-0.632) . 1&#& /& Anger (B = -0.017,
T=-0.757), HAREHEE, $1# Hib AU Photo AN
WIE Love (B = —0.057, T= —2.462) . 145 M
Haha (B = -0.059, T= -2.551). {H#ERHE Wow (B
= -0.061, T= -2.656) , & /X HE Sorry (B = -
0.054, T=-2.337), 1&#& /& Anger (B = —0.050,
T=-2.191), HPIEHEKIE Wov EifSERR, &%
Hlc MBI Video BYTGHFEIE Love (B =0.130, T=
5.685), IE#EE Haha (B = 0.121, T=5.313), 1%
FESOHE Wow (B = 0.119, T= 5.192). I&F#EHE Sorry

(B =0.081, T=3.513), I&MIE Anger (B = 0.092,
T=4.032), P GRS Bk S B AR,

Ep#s Hoa AUEAETME Link BLIYSRE91T 2 I EAMEEE
EAEAREARER 5 H2b BIRRETE K Photo ELEY#REOT T X
JEMERE R EARER 5 H2c WIRRETER Video BLUERRIIE
P JEHERE AR i BERRR, RARSTEMEREM S, LA
B Video B A0S i 24 B8, Hk, BaEsRE
RBLELRFRAOIT 2 DOMEHERS B AR R, #8185 H2a YT
Link 1T AL E Like (B = —0.105, T= —4.572), 1T
2 HE Comment (B = —0.042, T= -1.843). 1T4/X
& Share (B = -0.037, T= -1.621), HH11T%RE
Like BATEAZ, 1% H2b AN Photo HYAT 2 I JE
Like (B = 0.015, T= 0.640) . 17 % <& Comment
(B = -0.017, T= -0.731), 7%/ Share (B = -
0.050, T= -2.157), ME1GTA S IEE AR U RTR,
HH¥ H2e BB Video HIATAIE Like (B = 0. 106,

T= 4.620) . 17 % X J Comment (B = 0.070, T=
3.226) . {724 & Share (B = 0.119, T= 5.192),

AT 2 S Like,
T

Comment UL} Share # B A BHE RS

I AR RS =) LBy ok () 1575 s I B A 52 7 A=
IREEFRRE 5 STEHER =RTERESUE Love (B = 0.007,
T= 0.325)., 15K ME Haha (B = 0.002, T= 0.090) .
EREIE Wow (B = 0.062, T= 2.696) . 15X &
Sorry (B = 0.048, T=2.099). & JE Anger (B
= -0.014, T=-0.618), HHIEHEXIE Wow HAHE,
L+ SIS 5% DU o R ERL Y 6 (01 7 2 I I 8 2 A s B
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FHRH, BEURSMIERERIOTT A ERRIERE, 1
REXPUAIAT % S E Like (B = 0.401, T= 19.015) .
1T AR ME Comment (B = 0.102, T= 4.471) . 174X
JE Share (B = 0.222, T= 9.910), HEHIT 4 K IE
Like., Comment LK% Share #5E. A B 5,

6. FYAmELPRE

ABFFEELE R RFERL OO FA BRI, 5 fei e B [
Wi, W TaENTEERE RS, H23sT
ST 2245 (Kohler et al., 2011; Nambisan &
Baron, 2007; Nambisan & Baron, 2009), X&t T AHF
JERIFAE N FLERAESE, 0 B3R % S (EAE AL A B R
ﬁfﬁ:é&ﬁﬁ%ﬁ’]ﬁa?ﬁ’]ﬂiﬂ%Wﬁfsﬂfifm Fra Lk
R, AHFITARALER Y = 6 BRGRIES, (5 A B R B
SRR TR KA N B ot FH il B P

B, ARUFSCHEE BRRE AL N AR S8 B
BEM, A BT BB N R ORI AR, I
FaRIR b B G FETR /I IFA B RIS IGRIE, #ELURIE
HhE BRI R BN BB, ABFSURE B R 6 2 B N B B
FEET A ThER, RS B S IR, R

BREM R M I 5 5 | 35T M B RO hh R B,
RABFAMRITREN AL m T R E, %
DUEREI S E MG 2 32, 85 A D o AR R G
WNE, (HEFRETEREAIT A, EEALUE M G HERY
N BUR T 2 B, T8 A ) R 36 A 1T ) ) R
B4, BT E B REHERE E M, AR
S-0-R MY, SN b B EH BLA AU TEHER G i (Love,
Haha. Wow. Sorry. Anger), BLTEFRIT % (Like.
Comment, Share) 28 EAETTHH A 5347,

AWFZeHE R AR SURKEEGR, SR A RER B E
AU G R, W BRI R SR OE, FELLIE O
FERVELRACE, KRR T R & AT 2 B A ),
VR B B AR EERUTRS, WA SR RS R (R
HERE LS, B EEER R R R 20
R A B (Nambisan & Baron, 2009), siEF|HFAEIE
O AL R AR TR LAY AP {E (L. C. Wang et al.,
2007), EREFAEF LB RERR, (TEERK
F R BEE Bt B e, TR O R A 1 e St R 4
58 (Nambisan & Baron, 2009), Animesh % AFBEGAE

B RS R, ™ EEN IMEREAE, SR
IO FE R AR MR e RSB (Animesh et al., 2011b;

Schau et al., 2009a), AHGFICHER TRHAT A BLEAE
. BRI E SRR, T BLLIR ok B e
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R S, S8RbIT 4 K HE Comment B Share Hfil K %K
WEHER Like, RIAREHFABIE D354 4 AL E,
RTFRE R AR R S B AT 4, TN &Y
INES H R &

AR SER R RIS TR A T SR R T R I A 1 J
X FF, i B A B B R 4 2SR (Schau et al.,
2009a), BANTHFRERIER, B, PRAZBLFN (Liang, Ho,
Li, & Turban, 201la), i@ZAHY S-0-R HR L AEERGE,
SR B R B I 1 B BE (Mehrabian & Russell,
1974b)o PEFITRE T PE%5 S-0-R MR FIZ T, 53

BB TH B B s B RE MR M A g B
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BHEEER (C. Wang & Zhang, 2012),
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