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Purpose — This research illustrates how two social media constructing methods (an interest graph versus
a social graph) may affect consumers’ metaperception and their willingness to participate referral
reward programs (RRPs).

Design/methodology/approach — Three independent experiments are conducted to test our hypotheses.

Findings — The influence of social network graphs on consumers’ willingness to participate RRPs is
mediated by consumers’ metaperceptions. Individuals in interest graph communities have lower
metaperceptions and higher recommendation intentions, but the effect of meatperceptions on
recommendation intentions is moderated by identity-signaling product.

Research limitations/implications — There are many and varied types of social media, and this study
was unable to explore all possibilities.

Practical implications/Social implications — Marketers should pay more attention on the benefits of
RRPs in interest graph communities. For social graph communities, identity-signaling products to
increase the willingness to participate in RRPs.

Originality/value — This study examines the nature of social connection patterns in terms of its effect
of referral reward programs and illustrates the mode moderating effect of identity-signaling
product on consumers’ metaperception.

Keywords — Referral reward programs (RRPs), Interest graph, Social graph, Metaperception, Identity-
signaling product
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EEEEHEREEE ARG - BRI (Digital 2022: TAIWAN) #Y#i55 » 89.4%M &
VB B R ED P BEES - W H SRR 2 /NI DLE o BRI AR R TR S4R RS L (AR
EEAEFRIVITHER (Jung et al. 2021) o &K & FHERENYZE Ak e s USSR E
{EAESERASR > BHEER RontaE 4R B E i S EEE (Kuang, Ma, and Wang
2022) o AR AL AREI R G B P E G VBT E PR R HEESEIETE (Referral
Reward Programs, f5f# RRPs; Ryu and Feick 2007) o FEZE 1 EFEAEHTRIT > (18F RRPs L fh %
7ZERH (Gao, Zhao, and Qin 2020) - fRIZHEAIEFEHE - 65%HIHTBIESEHEFH RRPs 2KIEH]
WEE > — AN RES E SR T E S RRPs » {EHEERIEE 1,000 SETEHEE 2 AT DL
SRR - PR T 40 RS %Es (Toledano 2016) ©

CIRGHERE 2 Fr A2 2B ER0E - RN EREE WA R E R TS
B 75 SIS (Amdt 1967) - {1 RRPs SF P8 THERS Har BRI (R UM st s e 5 - 2
RRAVER R (S IR HE T oy A Fifth & ERAY TR BNt R B AR a0 ME B - EEHE
P E A A M B R EETZE (Jung etal. 2020) « Ryfi st fEize - FAR AR FING LR HE
FEH BT HERE 2 - Gershon, Cryder, and John (2020) 8 2537 55%FY RRPs Hi2dEEEE T (reward
both) » 2.6% ZHEEHL A (reward others) o AHEEE 7 & RMREIG IITTHHRCA » MEEEI Mt ARYREE
TR PR R oL R > {158 40.5%FY RRPs J7 ZE55% 7 B HAEEIE L (reward self) o

T E ATy (social exchange theory) AVEHELACE (Gatignon and Robertson 1986) » 155
T N B FRIGIVEE T E - RRPs G A48 LS B B S B
PRIMREEE S HER (Van Doorn et al. 2010) « i E RIS B AT RBIVE AT Mg A8
(metaperception) © ZHEEEEHE SHVRRASE - SIS LEET RHEEEABRIPSE - HILRE
{EHEREZRE (Orsingher and Wirtz2018) « #5545 HH 51 25 22 Bl RRPs AYRAZ I ARNE (B /8 -
PR i AR R e 7 o R M [ | SR B HE S 1 T Y IEE 4 (Godes and Mayzlin 2009) © AL -
¥ RRPs BB i 2 AT ARl EHERE & ARV SR8 DRI HERE = -

TRECHIRE N EE A B A\ PR (RN AR © E R et LA AR TS RRPs B > #EE
FRTRA R G R BRI > M EHEE TR - Yu et al. (2014) SRRIER(AHY
NENFE - R A RT3 - Hfr > DL Facebook FyRFRAVIEAERYE (social graph) 1£
AR /RS BE H B ARSI R - B MR E ARAVER LAEf {5 Raddit 8¢ PTT iSfEE
e a6 N\ SRR - i 5 DR [ BT S 5 2 5 a6 L B I BRI 3 (interest graph) » 1152
] e B L ] i 1) 5 S5 P (B R R s TV AR AR (- (BB 2 A RARYE H T Sm Al IR
Do A2 B A R SR E S Y H A5 52 > S SRR AR (Min etal. 2020) - |
REETAILRZE RRPs 2 R

HE  BEVE A M2 B REREIEER T E - AR - JHEMReE S &
HEAEMERER B (Taplin 2017) - A& ZIEAE LB AR T & R I EH 1Y 5 &
(Chevalier and Mayzlin 2006) » [AlIt > &% FRIIAHEBEME - SEmAS AR S EREZH
HI(EEVEEIIRE - ADHEEE A ERIAY =8 (Yuan and Peluso 2021) - Escalas (2013)
TR ST RE ML (I A\ B (058 R i By H 2 Rl in - (dentity-signaling product) - ERIREEFEA
{92: 81 RRPs {YEERE

fRIZ LA TS - AEafamER S © — ~ WIJEEE RRPs Fr5 L2 S &EAITESE |
= BRI EIREERERGERET T RRPs il 72 5 © = ~ AR RIS EE fnly B BGRE] > fEfRE
HISEEAIIE MBS IUHE A A R - AT RRPs ZHF7E B PAESEI AU ~ 8%
BEAL (58 vs. JEEi%) EAMREREI S b BB TEAREIRG]_E=0REFEAY RRPs J57%E (Wangand
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Chen 2022) « R[> FiTaE RS R AL 2 28 18 ANREESE A BN AL e > AR oS¢ B R F e B A
HERE ARV A AR A28 RRPs 2 - (EE % B8, L S pete Al 2 "R -

&~ SRkEREY
- RERRVEORELE

HEEEASENETE (RRPs) (Ri51hsE A B IR AR B - AVEE R DA (5 L HE R A S AV A i
SRS ETEIE IR o RS E B AEN - AT NE R ERIEEE TN (Dose et al
2019) - RRPs HFFZREHHE - FH{edsBigokE sy - vy REOSEIE O - SEin \ BLEaE) e 7
=R eSS AR & Sy > RIE ZE SiBTE (product-seeding) TREZEIE B & & (member-
get-member) 772 (Villanueva, Yoo, and Hanssens 2008) ° & Sk fi SRl 1 i 1 EH 4411 T8 » 58
R o s AL > [ 0G (Kozinets etal. 2010) AT RIS i F RAVE B g E TR
IRBN AR L AR 2 IR A AR HEE A &SRR - BIAISR  TER RS AR A S A RENRE &S
E[alEE o BENHY RRPs VAT AERA B AR S B » (3 ] A SR RS A/ N ~ BEEhiRY
EAAREI S )7 AR IS RRPs YRR « 577 ZZAVER IR FEEGE E SR ERAVEA R - AT RE R (R
ZHIHEEE S EE (Wirtz, Tang, and Georgi 2019b) ©

FreitEE SRR E BB - AR e R AR fn iR 55 (& R 2 et A HE P % P B
IRFSHIRZEE (Wirtz and Chew 2002) - HEE B RANMEZ % = RS ATVARETEIE » WIRBRIEARZK
HIRRENAE o BHFT B ME & HYHER B 2 v DU B S i A B SR B Ry
E P45 (Reichheld 2003) - 5 26 iff 52 & 58 B 15 1A [R5 HE 7 B2 1 3% 0 2 88 48 500 B35 AH oF
(Eisingerich, Auh, and Merlo 2014) - if5E 2 {287 i i He (A IR n] LUA ROt FE s B & 1Y
HEEEERE (Garnefeld et al. 2013) o

HEZAFI ] RRPs SREETHHE FHER ERENY T2 H 42 % » 2810 Jin and Huang (2014) %53
FRHEEENG R —E SRR (B - N B = B N s BT R U2 e TN
RO > TR R T HAHEEE A s - FrAl e & Em A S BAERE - s5EANERT - T BP0y
FESRIT HERE S I AVENK - G TE - HERE ~ D EELIITR - RS U AR A SR
Him e - LEI > 45 T & BNV BRI G B EGEE T /AR R IEE N KR EAMEHEE SR (Dose
et al. 2019) -

I S ARFERRRH

RV ER - (RSB ARSI SNE - A28 0 BhHIauhsiE
FIfEC (Oxford n.d.) o tHEHEEAG RDNHIRBESERLAE I 2P 8t sge BN ~ BRUEBLERUE Z AT AT A
IE[H IHIATA - RyERk BAll FAR » (BRI S B SR AR ER - DUER (graph theory) Ky
FLWE o FEEEOIG A IR S AR R S dE  H— R A B GRI(AAVHLAIERE (social
graph) > FLHRIE DU A BER W FR KO TS Y BUERIEI S (interest graph) (Wang et al. 2015) = &
[EIE LR T A G RE R BV - BE(REAEE M - £ [FlfE i _E B S R
FHEE IR -

Wang et al. (2015) EF 115 B2 —EH G HASHEE A AR E B A0E TP et scadnh L
AUFEE LSRR (& (p. 132) ° LA Facebook Ryl » HAEEIRSERF AR H B LA ~ 207« TARAERE -
EALF R EEE - BB REEE (A AR (A E RUAIS AR BB BT rT se A SR B A B Y
Ko MARIERHRRAERE - 5 2 > 1L ERRA LR A BRI E EATSAVIE - R B SHEF K
22 238 AE LR A ARHAITEERITE L 5 - iR BB R P SRR R ~ 8
& TR A A8 th o A RS SRR AL LIS 215 2 I AH IR E (Cheung, Chiu,

24 e EEKER RS R AR R R R
I FTIEE ~ &5 - MREE



and Lee 2011) o (RIItL » +EAQ[EFE B E R R4S (strongtie) BAG5H4E (weak tie) > HE 1<
1% BB AVt EE (Colleoni , Rozza, and Arvidsson 2014) -

BB e U245 i R R S (R BRER B KT DA LB - RS vy 8 ERERVAHRBEERE - DA
BB ~ ST AR (Gruen etal. 2006) - LA Pinterest {5l » FEMHRSEHT A FHEAHE A&
afl > (EZH3ERE 5 ([ RELERAY 1R > He g iRIR (B VB E NS - BB TT BB -
Wang etal. (2015) $5 H BLER[E] G A 206 2 B - BE G NIIE A FROK - B Z TR 2 B 386
HRAHFERLENEE - EERS G g - BE > SERPIEBRAE RN SR EHEF EE S
B (B OB REEREID S S AR SRALE EAEE - B0 PTT o1 DU B - B PE it
LI F S EE AR B HIRR AL - BRAE AT 2 B it B AR AR 4B i T R 14 B - B4 Facebook
ESr = FY)H Taiwan Give 11 - S ZRI-FEERSEEHRER AL -

ARAT RS B SRR flas T 3w 1 Z 8 TP AR A A El e e Uaa L SRR A -
Lehtinen (2013) #5 tif - A L S BB ] 3 Y 22 52 n] DA S REA I BE (R ACHIET - 1A EREE— i a
MRS ARE 5 - 1 SR 3 HI R B RIABHEAYRE (% © Zhuetal. (2019) &5 S = FS e Y SR E 3L
e B BT IR e B R PR B R (R 4F © Xu and Xia (2013) AU RIS HF1t
A B R E S Y EOR - HERS ST S E A TR A - 2800 > Wei (2020) 5 H7E &= HIHE
I ECNRAE > DL TikTok FRBIRRIHHERAG RS THIIZ O 2 B S BLBRIEIRY - A DARERE AEHE
TR & R BRI A 1 Youtube RIERIEDE & BHIE] 3 B ERUER B R ACHERS > JRENBR 1 RCERME
MAWEEZ BB 2SN - E R QBRI SRR - BT LA R B R R4 AT 2
52 R A T RE W A AHERE - (BERMIMEPAE RN AN G EHAYFTA 24 2R IREE R - I
Youtube £ YA HAFAE L LA 4 TikTok

FHEEEEEER T E B A EE S 2 A » B R BT R BRI - Min et al. (2020)
2230 N\ #EZRTE Facebook B¢ Twitter FEIEEHE TR ER » HEFEEHEGEH AN E G ELER
[E] A5 L 5E - Facebook &1 5 [ R HiH - T A iy A Hl e e (a8 4 - [l - AffIAE Facebook
HESCEE > SR EE B E EAENI A AAE T IOlfE > EELAERF Facebook 17 B4R T A, »
T R & AR S S HE R AR MY R 2 5F 2 Twitter )R A7 (B St B L R ] - [ B i 24
A ALY & Y 228 0 BB Twitter {1 & T R SR B A Y & REAT AT ge IR R /N B S
EESAME - FEETERT - AFIFE Twitter EHYEESCR — 82 B AR A 00l » &2 1] g E 3R
Twitter 7 Fy A5 > ARF LSRR BT B EEIVEE - #1352 > HEE
A R B E T 2R ENT BRE -

W 1 AR > AR ERE N E P R R AR R BV G R R  APREEE RS R
FEILHIAE > p R ZHIE PR = AR > A1E ACD ={lE%: > ForftbmHERATL - Bk
(A (i R AR (A Y5RES (Luarn and Chiu 2015) » B340 D 81 F §7H2 ARIEAER -
FLGAE Facebook TS &aR » BEE AIRESEANAL ~ ¥ NBE] S o if BLBRE L aE 285 2 (R LAY
NERR R RRzay - ERRRILA L ENES) - BEFEESE - AR HILERAE
FFE T RET A] DI SR AR YR A

Caned izl Bl e
(Social Graph) (Interest Graph)
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Church, Iyer, and Zhao (2015) f5HHZ#E LA EIFEATRHEAVEESE —TURMR A ~ JIAEF
S Y EEERE R - TR SR AS B g A [E I I A BRI (KRR A L BB B (A B R R Y
ARRE o LA Instagram Ryf51 - 5 E A] DUBHET L ENRE > I[RIRFRELERFE EREAVIRST o BUBRERLAYL
BEAR AR E T - (FEA AL G 48 AT AT r i Pinterest ERIEIR 2P 6 > FIAEE
B o R E R A F RS EHE R R SR ARG - WRE AR A T IR S AR

Rt S sy - OB R E 2 A B O AR S B SR Ak AR Y R 25 B A
(Gatignon and Robertson 1986) = {EFZ5HIZKE » {EHEACEIFEAVERIE F 514 RRPs » HAE AR
HRRE - A HIZEREAVEEE AR [E] > SRR R E A YRGS AR R B i B =
WA SRR EITE - &2 > EHREREIIRIR TS A RSN > g E
A5 RRE (context collapse) HY4ESR » JNE[IE FHE GG BN A MR ST K ZHGEIE
B4R (Gil-Lopez et al. 2018) - Kang and Wei (2020) i+ H A& 1E Instagram H1 77774
F IR R R AR R AV B R AR 1+ Bl S R  fER IR s AR B Ot R B 3

MRSt > A St o RS A G Y T TS R B (G0 — TR E 4 IR ORE - AR
BANGLAH F EER SR RV B a4 RS > LA RRPs R GGG L EFR BRI (]
& - Al SEEEE SR EE E R A CEmSE R erE - oI R E R
HHEHLAL (Berger 2014) « B4 44 & FE HH 7y ERIATREE VB GRS S L AR B0 IE M [B]6
INREY TEGRAE ) TSR SR A R A A R R A St i DS EHT AL -
SRR - AR BRI S S A HE R AT v] DAPRERER B B A an A BUERH N B > It B UG
I o ARIE DalcHEsR - MBI HACERS - AR BLBREE T AMTE A SR e -

540 MRS E M EN SR (communication accommodation theory; Gallois and Giles 2015; Giles,
Taylor, and Bourhis 1973) » A& RIERENVIESR - GBS E ST - Hob > s
NGB B 7 F U E AR RN E - TR EREVIRE T » fECRSE » 70 ERE i amiYER
EHFLLEEEFRURIRY B nTREAV O] T =X o TEBE RS @A ny L EE R o B RS EIHE A L E
fmiF - NILA &GS o DL Deard #HEf Asfil] - EMEHGINE AR ZEMER O - LHE
b EHEBNEEGEEF S - HIEEEINS - BN ENRERET - RIS Z THHEME /Y
[ClfE - el AR EE LS

H1 © FHEAHAC RS - SEERE LA+ B B ¥ RRPs Bf » A sHHEE B -
BBl AER RS RE LR

&Rt H15E (metaperception) HLE AN FIRSAIM AL H CIT RHIMERE - BIAMTE il A H
{TENEVAEVE (Hargie and Morrow 1986)  fE 18 LERER TP 28 Ry \PTHIER A\ B 21 T R P e
TR &2 (Orsingher and Wirtz 2018) » (R By EaREM NG HAT R & NENS - Ergis DR
{75 AT ANAVENREE (Schlenker 1980) - BRGNS » & AMITEIZ AT > BZIEEHE S8
B IS B CAT RAVEUERT - wifisz AR ARSI REHISE - BIFefs AR A RS AT
FoH VSRR NEAIEEHIEIR - st A SR TEIER (Wirtz et al. 2013) - fil41 > 2820
EEREEIRIT A AR OHIPE - A E RS -

RE NS E R AN SUE B ERHENY) - tAEE—EREEE AT RVEESER
R o NI > Rax ISR S Rt G RFT R R R A 25 - RIEEE R - R ZH
HEIEASEHIEHRN S AT E - AEIERET - A~ [FH -~ ¥R FS - 2EFEFHESE
R - B XWE S EFEFE = - MERERE AR ERE TS - $EEEE)

26 (e EREKERIRS AR E R R R
I FTIEE ~ &5 - MREE



$AH] (Gallois and Giles 2015) » I[N BLER[ERLE DAGHEE £ > SORKFHHVEAR TEERY D - dita]
K A E AR R B G LA B E S A S HI R

EEAT GG SRS - A A AR = RRPs » SR ERR TSN » 0202 2 A8
fELHEE « REFAERRGHIHLRS - FrLiEE e OGS DU O RRAG TR E (E
A FAFEAB/NMEFAIE S (Dose et al. 2019) ? iSHHE LR A TNVRSNIT - G
DI S HHERE I o (EAEEERERE T - R HERS & o SHVE NS AR A ELERAARE - HAE
ZIERIRREAY - ZREEHE QB4R LEHI4E L - REREXSH - LhEA HEEE
EEHVOHERR » SRR RHITR S5 Bl = I HE R R

IR HE Tt — R B B T BB - Bigefs  AMLEEEE LH R T =
IEH O > (HEEEAE RS > 2R R S T AE e BHE A RE A L
MRS (De Angelis et al. 2012) o FHAHEEEH #5 HHEUH RS ST E A S 530
A Bt R FT AU AV ERE. (Mowen, Park, and Zablah 2007) - 255 & 3835 )5 5 ELECHH
B EYE N F VMBI E M (self-relevant products) HYEHE » HAIEA{RAR (positive bias) HYfH
6] (Chung and Darke 2006) - = S JiE PRI & % E ) T REERUE RS - [EIRFthaEss BB IRIP & -

FHTE B T EHEE B R PR EA 0T Ry BUA R A s faa K &5k RRPs « (&
W R AR S PR R g B E A B Y Z [HAYRA{4 (Jinand Huang 2014)-
FEHEE E I AR M B CHYZP &S (Gershon, Cryder, and John 2020) © %553 J& s HER B A
RAKAIE » GREHEEIIESAE (Aggarwal 2004) » FE A TG SENIEETH - MM S2 B HHERE
HJfE (Xiao, Tang, and Wirtz 2011) -

G BHCOR - o] LIS A R EREAS T A S E R B R BRI R - g
BHRRENRL N /R BHERS '8 - Wirtz, Orsingher, and Cho (2019a) FL#zzgR EEALR T RRPs 1y
AR ik S B A A N & B B R B B T s BEHE R - A PTG Ry g9 i EE YRR (it 2
&3 B RIBIENVIER - TRHARERRRERSRARE - NICHEE R TR ER MREA
H S AYHEREERH - Wang and Chen (2022) 8§ B3EfRA N Bk R 2 BAg i~ il 2 FRE L e
BN ZERSCERH EEESUA TR A E R, - SRR e S & Y
Wit g arE - i (R FEERHERS BRI - RaEsmE e i 2ASER A S
PN e ¢ AHER R E RS - APHEM BRI EE T REARESHIERFIRE - S lEK
HEE R - K2 - EESERE T - NARSRIRERYE > SCARs R R > JREM& a5
o LR R BHE R SRR SR, - (AL AR FEiR it PL Rk

H2 : AR A ERE - SBRERL A LA S RRPs B - AE(RAVRSRIR -
H3 © 228 RRPs [ - HEREEHUREHISE A0S U S & A -
I~ pAREAESSH R

Matic (2011) & $5 H LA AG 1Y B RE S8 1 A R X8 A B S i (8] ST AS Y (H 6%
GERER NTERD LA AE AT 2B IEEE (self-identity) » /0 EHCCAE R LATER
EESR - AT AN E G E R A E DT =Rt - B A e sE R EEE A Sy
SR[EIFHRAAYEE LA EED (Gruen, Summers, and Acito 2000; Gustafsson, Johnson, and Roos 2005) e
WT S TRHEE & #5 F EE IR E IR 330 E (He, You, and Chen 2020) » {EfHAFEERS FHEF
HE Y B FER[E L n] DU St PR Y EJFH (Maimaran and Simonson 2011) - Jung et al.
(2020) #EIFAEHES) RRPs IF » Z5 DU G aFoKAESE (prosocial framing) {5 fy{TENIT-REVEEEL -
S E] MR B Y B B Y HERE 2= J5E - Hollenbeck and Kaikati (2012) 72855 5425 4 FIF] Facebook
R EFE AR EBELE - CHARFRIFEAER HI (ideal-self) - FHhEEERIE A A& E I IE
HIFE - et AMPHEENER - KA AT EELE A SRR S Mosss - e fE mEE
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eI E IS (Chevalier and Mayzlin 2006; Shin and Kim 2010) o FHHLB]H] - 22 SHEE B8
HIERER  DHE S 1T Ryl B B[R EAS M A A B 0 ZHUERA (Yuan
and Peluso 2021) -

Bt R ST AR IR IR e A AR TE T Y E PR T RS MREE A B ([ Y i T
Ty HBE2 AR (identity-signaling product; Escalas 2013) BT A &R AEACREE(E N ~ &
1 o EHBE AR RERNREMEEREE AR S0 - BUaHE > EE8E R E O AR IEEESRE
B AR (L EGHES i (Escalas 2004) © Kettle and Haubl (2011) gLa83RAE N RERE T
FAVE RS B R - NIEDHEER SR SR -

4 FRTL A PHEH SRS S S S O R T AIE R SRR
SBHETRAER - S ERAOTT B R B EARLR - 3RS AERRRAA - 535
P S IEET R o LR (TR TR A AR BT SRR N e B s S T
SEEE I LARF I « I - E P E R E S - SRR RS R
MR T E R R - ARIEiRH Hae -

H4 : EEMAEH B IR ERT - RIS B SIS B A [EEER BT
selE M - ARSI RS - B ERUEE -

2 ~ Bt EREER

Folfiset Dol > AWTFREErT =8 - B — - ZEET B LEER E R B R R
Ay > I EL B R B R R U HEEE R - B — LR E A MRy AL BB B R+ 3
e 2 2 5 E R AN B SRR Y 2 T2 e » LRI & il B 2 B Facebook (Y8 44 i oL v (s »
IR SRR AR MRARTL. - EhR =R B AP E s ETCR -

- -'? B~
(—) BREGTHEEARESF

s — e H1 2] H3 - BI{R3EHETT RRPs B - BRERIENGE 2 1 EEER 2 G EEH BRI R
AEEHEEERE H)  HgsnZg b REHEE SR E (H2, H3) - Hhe &Gt miEE
55577 Ky Deard (BUERE]RL) B Facebook (HEAXIEIGE) - BT IRSZMEEIREA [FIAVHLEET - &
A I S LR E L B A EER E] - FErE ARG 2R RRE DA T A T SR IR R IR
£ Facebook ARZAFIIR - I #AE Facebook EIE AL HEIRENE. - RAEES » EK
SRR A B IREIAE T AR BIRESCAE o  FERERER T - RIEEEAREG: T IRE
¥ (] Deard - 37 HABHEAF 24 (HE R (Deard EBE a5l - /F LHISESUR > 8 B ERUREL
HiE) o N F2BES > fRA] LUE Deard H HEtamsEE > R EE ERIDEREAS -

Hhs— DU R BTy - TEEN 1. BHEHANS  WEEFRLEE LGRS
2. HEB R BT BB S5 RS F R A BRIt s i A B -

AR TR GRS AE R Fh 2 HF > G 38 IHY -2 Ky Dcard Ei Facebook H {2 & im S
FHEEE (B REES - Fifl - B3 - Er8EYE) - 158 VeI o & (F A s fiiEF
BIEAE - DR E R GAER B - 2R B S8 G BBk Facebook B Deard Fifi
NERE - FRETERSE RS B RMPEE RRPs 175 552 HIE G - T aa IS E (R &
i R E A E - EEBEFFEWME 0 AIRTERREE - BRIEZIREER - SEHEE
TELBEAEAS DHERE LA o > T — IR Mt 7 ITivEE - | EHRERE T > 2 HE AT
Facebook I i MAEELBRERE > 2 HFALEAE Deard _EHERE -

28 MBS ER RS RN RS RS E e
I FTIEE ~ &5 - MREE



) BERMFEERREE
1. HHERGEe B

fR¥#% Majeed and Rauf (2020) HJEF > Facebook EAEAEFEAYFR - i ELBRERLAIE M P
IRELERATAH R Z 418 - FEE SR —P LA Deard RyfR3% - ANEEERIEFPATAL - 2= A smeil—(E
BRAHHERE - IRHEIES 7 TR - (ERREIIRES B2 HIEEE — R BRG] > 41
2 FoR o NIRESEHVERFFERE DL 2 i B2 R B B A e A H BRI AL > R
Tagan LEER R -

(1) Dcard (2) Facebook {fE A e

/’ EuEgEAS \ G E/MA \

#ﬁ% M %EEE{H&EE‘ BHZE - &
o REEMERES

MEFAEREE - BHRERAEE -
mRERIZTE  SEHEMEET .
HEESZEATRER!

MEFEED - BMHAES -
FRUBIZTE  REeHEMNAEET -
BRESEBATITES !

B2 BEh—RECEp]

&RENISE EARIERH Wirtz , Orsingher, and Cho (2019a) HYNIFE » Ik 5 ROy A 2 B2
RO ANAAIERFEAERE - A Hism KB > BOEHEHEES - #EEERMERE Wirtzet
al. (2013) > A 3 AR Z LRGP A an Y AT RE M - PR BRE R 7 B35k
INEZ 5=

=) BRER

T —JLUE] 75 (3R - FIFRAR AN e R AREAIL 71 (> Hrh 531 37 A SHE4E
b 24 5% - 5307 &8 3 cronbach’s o (FFEE » (&A1 ERAVEEE 0.987 5 HEEEHFHER Ly 0.988 -
BURER(EE BRI - FRFRES ) > %5 Facebook (M = 6.00) i Dcard (M = 1.29) #EHE 7
F (t=18.81,p <0.000) > FURERFFRI] ©

FHE HI B H2 » AHFTERIBIIEEA t e o b - 45 RET A EERAE (t=-11.95,p <
0.001) BGHEREEERH (t = 20.17, p < 0.001) EEEE R o ZHIFEAE Facebook Y{Za% A1 (M =
6.03, SD = 0.92) BAZE= Dcard (M = 1.75, SD = 0.98) > H#fipE=FH Facebook (M = 1.87, SD =
0.89) HHEA{KFY Dcard (M = 6.09, SD = 0.88) °
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AW HIF Hayes (2018) 1Y PROCESS Model 4 F2f% » Wi #1% (bootstrapping = 5000)
BT RO R - BB REEERERSE (Deard) = 1~ 115CEFE (Facebook) =2 » B /888 T 1%
BRI IREBE R HEE R WA B I A ARG B SE RE TR (R TR B B — R AR
PR AETTTROMI - DUR D e s nm e R[5 mTREHEIA TR

SERBUNMBHEG EREEHEE B2 MR A HERE B=-1.29,95% {EHEMH [CT=[-
2.28, -0.30]) » =ZFF H2 fiax > BURELERERLAVILEE R ARG HIHERE RN - I55h > B E1E
Facebook FYI&E AL S » {£ Deard 1 EEIRYIEERAISEER (B =3.76, [CI] = [3.07, 4.46]) » HI JR
YESIFT - iR > R RE N EEERAAFETE (B =-0.56, [CI] =[-0.78, -0.36]) > H3 tJ&f5
SCRf o AIE 3 AR © 5950 TEIEESCR{E Ry -2.164 ([CI] = [-4.230, -0.173]) » JREEREE 5 - BUR
FERIBE FYE o MEA - ANRHSBHEEERE (B = -0.13, [CT] = [-0.26, -.005]) EA{Z:%HIRE B =
0.26, [CI] =[0.12, 0.40] HUZLERCRGEZRRE - GREERUR RS GYHSH E = RS 2

B(RAYHERE T -
ﬁzg.?s/’ %Eﬁﬁu% ﬁ: -0.56#%**
= ﬁ = -1.09% \

ragdEE
chaTd.: 1 HESM

Facebook = 2
B DRkp < 01 ~ ***p < 001

B3 RERAIRTBREEAE

HhR—HUEER SR H1 2 H3 #UREe - s8 8 NG & R 17 N Eh M A i 2 dnt T I &N
FEAEACIERE T - HEE H N R E g B M AN HHE VAL - NIt S e e
BRE AR R ST BEET U A G R B B H 2 51 RRPs YRR -

-~ %=
(—) BEESGT

Hhp—h > BURERLSOE HEAHILE - AMBEE A REREA - R SR E A h B
L > 411 Facebook HYHH) ~ ERFATLE o ST ad A SR H B R PR B 5 = A Y
A o REMAEE AHIERE T ARSI E DR E A B DR E RS R - NIt R
TR - AER SR ESHERIEREIER A 1Y Facebook (ZH-R1EE - EH&ES HI
£ H3 B EGETE & IRARRAL ©

(2) HEAERE

Hhp SOE Ry B HIME AR B DB 1A - BRI FEEEMEEFE B
EHRNSR HEEEH RVT R ESS RS NI 2 EE S BEARABR T -
AHZEFIF Facebook HEE F-RARRAHE (BE  EH-FMEE - &Rl HE) HIEERHES
F 5 HHILEULEE Facebook 1 4 A HERS SR HHERS (5 I REEBRAVER R DUEm MEE R 2 Rt il
AR -

B 5 IS LIRS Fy Facebook [y L1 [H[E Facebook HY{E ABNFEAL > 41E] 4 FioR © Ky
TETNER AGEREEE - AR ERE T ER ARG DU TS T S5 RAE G RTE Facebook
HERZFAL > IR HAE Facebook BIEAIANIEIREHE - R B4 EIRE T siiE il
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KA HER - REIEAE A AE RIS E - fEBLERE RS T - AIEORZ B G U 55 T IR
#£ Facebook [ fiI A%y s BRI - SfE AL FAYRICR - (REIEA T8 (B R # A FE [F] RS
RELELT (R S ET A2 B LR R ) E e R R -

ERDNE T RHEEIRIE - BERCEEER T ERTIR A SRITEB A ER R - BHRN
ZSRTTAY AR ERME FI R I EREEITE R - BER1R - EBR ISR - SRS LR
EHEREEHIR - AR — A o G EE] 500 TTHIRIR S o o FEAEACERET - 0K
2 AL Facebook HYME AENRE FHERE A fn - i BLERIERE S - 2 HILLJAAE Facebook HY{EH]
AL _EHERE - 05 [E 2 NEEE S S

(1) Facebook (= -+t [H (2) Facebook [ A\ Eh&E
é’*;ﬁfﬁﬁﬁ-ﬁ—ﬁu-ﬁﬁaﬁiﬁ \ / 058 \
& e -6 BUnRE BEZH - &
B BRI B MAOEFE F - A2%RRER |
BIEMS M ER £ - B2ORLEN | R i B Eworuod]

EEMAILAEREBE wjoru04)
&5 EREESS007THI R !

B4 EBRRECER]

B S (HEERERE - Ra e R ER) BER A (N L E
S HHEE 440 Deard P45 Facebook {5 FRHLE > #CR SHERH -

=) BERER

BB SLICE] 80 (3R - HIMRELIRS R 52ied - MEPRABEA 72 15 P SBME 34 A Zlt
38 0 EHEHE 31 5 - Cronbach’s o (SIS » 43k A BRI 0,979 HERS ERR LA 0.977
ST L ST SR R 1L B SR RE R R SR TE R (p=0.803) SUAEH (p=0.850)
TS R - (AER B BGRIZRE | - Facebook [H ABHEE (M = 6.59) B Facebook BiLH
(M = 1.81) FIEEBEEAS (1= 1846, p<0.000) - BRI -

LR t i B BB A S B R a A (t=-11.53,p<0.001) EHEEERA (t=14.31,p<0.001)
HFZE SR R MBI R R A AR (M ABIRE (M =6.16,SD = 1.13) BHEHSNMEH-RLE M
=2.38,SD = 1.62) » [#EE SFEAE(E A EIRE (M =2.04, SD = 1.14) RIFHEHEREHRIEE M=
6.14, SD = 1.28) -

715355k Porcess Model 4 J bootstrapping= 5000 fUE o H 2% - SLEKE L = 1 -
TEacEg =2 > SlrpyrsEE T IREIAE o (REE T R ) R BB AT o S0
AR LA SR T BE 2 RRACR -
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SERBUNMEHES BRI EHEE B2 R m HERE (B =-1.432, [CT] = [-2.37,-0.49]) »
SCRFH2 © IESh > HERSEAE Facebook B ABNRE (1HHACIEFE) AIRECHITIELS » 1AL Facebook 1
(HLERERE) AItRaRIFEE R (B =3.226, [CI] = [1.63, 4.82]) » H1 JMEGSIFF © fifk » &kl
RHHEEERAARZE (B =-0.697, [CI] = [-0.82, -0.57]) » H3 JRIERSZFF - W& S Bk » 55
S FERESCRE Ry -2.25 ([CT]=[-3.63,-0.61]) » JRERAE 2R - BURNEAGE T th Al - A
AR SRS R (B = -0.006, [CI] = [-1.67, 0.155]) Ef&EERISE (B = 0.12, [CI] = [-0.19, 0.42])
MR B AR -

HEFERE B=-1.432 w —
Facebook/SFEitE= 1 HEZRE
FacebookfE A EBE= 2

5 p <01 ~ FF*p <001
ES5 EER AR

Hhs_HIGEEAEE RRPs K - A (HEELBRERELEAE A ERE AR TP AR RATR 3
FEB = A HEE TR > HI B H3 BHOEE 6 -

Z~R%=
(—) BEEET

Hip—TEHEE SR EFEI T RS ATt AS - AESORERERTIL > A
W9t R APV RSIE SR - S FA RS LG E CIT RIVERR IR RS
HE PG AN ES G ARE S0 E BRIV ST HIIRER - Rt g sHE RN - RAEB=FRT
besg H1 F H3 24 > Bt E e MR HHEE R A2 8RS & N A st SR A [F T A A
Z=F (H4) -

(&) HEREE

HER =1L Facebook t1EI\FRBLEHEL > DL Facebook {E ABIREAFMATIE, - #5775t
ETAEER . - FEMERE L B -HER _pTERE AL RSP EESEE
S HREVELD  JHEE T FRERE A SR RRHAEE - ER=NILURR A BB 75
RFEEIA G5 [EZHE S LAV RIS - 28 > AEREBERSCE RIS LE > R B BGE
[FERREATEM GRORAATL) - SRIBIEETK ($IRAR ~ BRIk - SCRHERVNR) © B2 A B GEREIE
BHVEmM (ORI > SRIJRETK (EHIRERIRAEZE) -

AR EEPREREE - /£ Facebook tPHVEEYIHLE (B2 - RN - HE(LE - BRORRE M
F) B0 B IRSZAE FIFLERERE (Facebook 1LE) BtLACERE (Facebook {E AEfRE) Rifd
ARG « E2AE TR EERERRUER - SRR T SRR EAE L I
Z A E ~ EERETRE MR o RARER I 5 ST Facebook ({E A BIREE[H)
RS - TR > e ft 7 JravEE o ) WIE 6 Fn o TURHAZ B G R E 2L
HIERE - Z= BB 2 R A R FE A S S R e, -
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(1) Facebook {[i A EhFE (2) Facebook [ A\ Eh&E
RIRBRRARIEFL — A,
/ = \ / ) Tg \
RIAEMNEEAEI  FREBR—RINES
BRIEEMAGED -
#1{E AR AR K REUE - ERHERERER -

#—ETHEEMNE - HESEERFATINES !
#HEREREADEHRER -

ERS=BE=R7HE®R! I

<o
(&) :
(3) Facebook [ 1H (4) Facebook [t H]
RINFBRRAIR I —RoRBHL
ﬂﬁ%‘élﬁﬁﬁﬁ%ﬁ \ / Eﬁ#ﬁ?il \

2 T/ & 2N

BRIFENE RS - FEAR—BNER - B ENAAT, -
FRERERER -

SRR RERA iy

#BRERIENBBERER -

HESIERERTIRES! :
- F 8

g\, &
|

E6 EER=RECEH

(=) BEHRFEERNEER

&S - R < B R E i AHIE]  #ON S HE A - B IGEE EE R IR 2 Escalas
(2004) » DL 4 REGHE G A 7] DAZEBRER S, ~ SRS IEIIP R ~ SR AN RE B 52 R BLUEATE - +HEEAE
&R RE RS T Bl E T E B R o EI0 2 (EEETHMESE Facebook i A 47 A B F
Facebook L+ [E P YR B2 A S EIRVELES - 28 HE R He s - R ERiET
Pl - A SRHERS I — R A (RIVABEL - —okiail) - AR HN GRS 7 ITIVERE - =
%{%% s FE AR [E] o
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() EERER

B = HUGE] 120 (55 > HIBREE RS2 B ASIEAR 117 (5> Hoh B¢ 57 A 224 60
A ﬁﬁiﬁﬁiﬁ% 27.5 % ~ tEAIEEE 60 A > BERERE 57 A o IUEEREAVESS (p=10.114) MR (o
=0.932) BrfEEE R - B AHGERK EMEF > 1A ERE (M =5.66, SD = 1.18) HHZEAFELHHR
s (M = 2.05, SD = 1.30, p = 0.000) ; {£EEREFE (T » HIEERE S (M =5.62, SD = 1.32) 5
FERAHACERE (M=2.38,SD=1.18,p=0.000) - 2 fERIREF RS - HIGEEERS (M =5.84,
SD = 1.20) BIJEHIELEE (M =2.68, SD = 1.55) JNEREEL (p <0.001) » BUREERIEI R
Tf o Cronbach’s o (ZfEMITE » BB B 0971 > HERPEIEFIE 0975 MEESHEEFE
0.959 » FrA EREE BIFEE -

H 5 = /] Hayes (2018) Process Model 14 #E{7 3 &= s /17347 E“%ﬁli‘itl
(Facebook ek ) = 1 Bt b5 ERE (Facebook {HAENRR) =2 - SHETEER HIEEE E’@FQ
PR AR - Bl M & e R — P A\ R A A T TEOHI -

LERIIF | PR © B (R R R - 1B B R B

o A (BB G S B S R - (A
m“@h RUBETSLBE AL B R RO R e (R (B = -0.597, [CI = [-1.27,
0.08]) > FEHAEAVEHERS R REAY SRR BEE (B = 0738, [CI] = [-0.21, 1.69]) « {43 AVEE
HERT R TR (B =0.906, 95%(SHEISR =[0.57,125)) » SEREAREA— BB AT - i
PACEAF VA FBEE (B=-0.678, [CI]=[-0.88,-0.48]) » ELAfrH/MEEAER (Index of moderated
mediation) FEFE ([C1) = [-2.99, -1.49]) » {42k BEABAS BT 1 AU SR BRI 4R,
B 7 S ERUFTAT - ULIE R (T aBE RIS AT <

Rl BBREFEE SRS R R B SARSCR R E

HEE R tEH GREE R tE
HEUH 0.824 0418  -1.971  5.012 0.771 6.503
A: B 3.315 0262  12.633  -0.597 0341  -1.752
B: &8 0.906 0.171 5.286
C: EmEAE 0.738 0.480 1.538
B x C 0.678  0.102  -6.655

IR EESRIRE - SR S A A (] - ISRV R (B S R - (HRE 5 A
[ o Horp - BEGEEEERIVEARE R 0.754 ([CT] =[0.152, 1.454]) » JEE TR [E AR E Fy-1.494
([CI]=[-2.348,-0.723]) - 5551 » EHERAAAIHTE RECR > &R B (R BB e 4R - 1L RRAE4S
EEEEHEE R BRSO A BE ([CI] = [-1.271, 0.078]) > JRRIE E sn ALY SR AR AR
2% AR ERIR > BN Rse e EE -

7 FoeRERURE - & EmET B EEEE R > B E A S R B RS (M e
w =6.35>M menar =5.12) 5 {H4 7%313@@6373@:&1 &V A = R B AR (M sweon
=2.61 <M uumn = 5.04) - }FZ > mn LA R B BREEEINIDI NG » 1&RE A B B
TE’?E“&&%QQQM%Eﬁ%ﬁlﬁl%&nﬂ’]?ﬁ@ﬁﬁéﬁ* ANIE - HA G -
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—— R e e JEEBERE
6.5

6
5.5
5

4.5 ~

3.5 ~

2.5

nh

RARECHIEE SR ECHIEL

7 A SRR E

YAEHEERTFE (Orsingher and Wirtz 2018; Wirtz , Orsingher, and Cho 2019a) BLANZE > B
— ~ ZTHVEESR > VBN o (R AE B R S B E MR R o REE A A E RS
ARG S o HEE BRI > fEEBRE I IR SRR > HE RS - HER =S
TR E HEE Y e AR Fo R B IR EINY o R Ry an Y IR AT SRR A T A ] DU EHEE H I B &
B4 > HlF - S ERERRRVE g B2 S iV 25 - HA G S0F -

Bt~ i B

- E

WA EHEE SRR E (RRPs) GEIE S HEEEFE (Ryu and Feick 2007) » A5l A /)N
(Wolters, Schulze, and Gedenk 2020) =[G 45EERA] (Jin and Huang 2014) & 522888 E 5 2 il
RRPs AYEJEE - ZR11 » [ClRE SO 35 22 2 RRPs By A A R [EIHYEE (e.g., Ryu and Feick
2007; Wirtz et.al 2019b)  Orsingher and Wirtz (2018) 5 H 2% E A/ NE—(FEEE Y] - SEhE /S
S [ AR - Bt ERHEAHE R AE - A5kt RRPs gt " A4%E)
REWEET » M B B P B R R E L A AR B A s B AR e R B R
e R - A AMEA G RIEIRE « WAk EEEDEL - HIL - R EF B ERETY
BRI AR ERIT R RAVER S -

B B HER _SER LR S EREAHERY RRPs K > AwE AoE A
TR B S EIRE TP RIS R S B R ¢ SO > HERS A A SRR S h IR ae MR
(R > TR RS o W E R TP TSR TR B T IR e IS O T LR A B
FHEE TR - RAEE R ] DIt L G A am A - IR R AT E 2 A28 RRPs g
HEILABIN G - EEEEER AR D A E e A L > B
PE A PTAN AT RESE HHERE 1T Ry > INIEHERE B > SR AR & - (EFaa ke - S
A e IR E R A LR T e A Al o N Ry oy SRV RN B pi S RV BERAHRE - A — MR
MHEHESE > o ZaNE A REEGHIEIAR S % - HERE Rt tbi s -

HZK » Wirtz, Orsingher, and Cho (2019a) Eid Orsingher and Wirtz (2018) #1¥f{& a5 5142 Bl
EFRIINTIT & 3 TR S S e P B R R > [RIBEAERSET RRPs B EZ AR RIEEE
HItE s R LR SRR o AAMAHIT R Miga i E S8 AR AMTE EREH AT AR EHHY
BF - R KEMHHY RRPs ELEFI A LAVER (e (E IR AR HEE o R &SR
= THII &S HE LK (Wang and Chen 2022) - {(HAGHFT B EHEEHVE m B A =/ H HEE
[EEF > ALAMEE R E i - HEEENRME S - M52 ERBRERABES » BT
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BIEZ: (EUNSES el N)ztret SaE = bR o el e 2 N SN S 1Y 7253 - R o= S RS 1: O 3
B - SRS G N B RS A R R A [F] 1A 2252 - fEEERIE R o R R SEH YR
FRLL > ERRFTORE EREEAZEBA MR R - BRI (A0S - RN RS
ANIEHEP S > NIt ER S bR o ZAMEH S ERE > AR SRR RN - 5
G HEE AR - ERE R R E A HE AT A ) > NI E AR A S —(E
RAFAVIEEIDS - #HEE SRt &b -

= il"-_iéa?‘}flc

AWTFEH A A2 e A DA T 2B - 50 0 AHTFEEE Wang and Chen (2022) #f5
[EIAEEIRI e AYITRE o B T RE R HERE EAY LB S IE - K0S RRPs L PRESENEE 7Ry T AT -
PAEBUE G RIERENITTEHRA - (B35 B fth A\ SRRSO 2 - FrLL > @At
FUH I BRI AT AE B (R EE eSS DR A 2 BB - B4 > Angetal. (2021) S35 £RST
FEEE T E AT S (e (AT RG22 82 RRPs J5Ef - Jungetal. (2020) FIFEHYA] ARIFT#E 1L
FRHVEEAEZR ARG IO FIRHERE R - AWTei SR RCE B R A%EN 5 CHY RRPs > f5 /5%
AT DA HEE ST, (1A B e R B 5 ) Bl A iy B PR E R i 2 B
RRPs J7ZEHT R -

BESN » ARFE O T RTEHR BRI S HYEEf# - Wang and Chen (2022) &5 HHAERAN S
B EHENTHEEEEHE - ETEEETE 28 RRPs (YEHE - (EER0E TR G HE B D)
ATFE AR A - AWTFE IR A R TR ST R — R bRV - REIREEN
BHENEHOTT Rt ANBRERIAESE - ROERISERATRERIE ~ AIRE R - BANIFEER BIREK
FLH1 RRPs S BAENHK Ry & mIBE R - AHTFERITE (L RE ( m] DA s R il - BN B R
FERRRETT K B IV R HITET > AR HISE A= 281 RRPs VBt s -

Bef% > HAZSIT S (] AL B i e B A I S B T N R TP A BRSO T 3
FE L EEETANERNMERERUAREE - CE RS AR R RIIRAR R -t
TR Z IRV A B o AR e R e B A SR AN S L > RS e R L
R E LY R B & IR [FHY O RE 2B RRPs J72E © [HIREMB K SRR - AR A B S R ] 5 A2
EHEEAE R T EE D o AR T EREEERLY A E] > s RRITT Rt e AR
ZH - MHEREE T FURERE 2 5 -

ZERRE
IRIETTFEAE R, AR D T =Bk -

S ESREIET - PR B B B eSS - EL R SR >
(S A S L R 2 ST D o DA AR P R e -
Al » RHEVHHT RRPs HUGEBERERSCBIs » $ S SEER T 57 ZIER D R - (BT S
51 Deard (AR /KT BT EE S BEDHS B T 1SRN - AR A SR
ERES L B AT S A RN ET) o MRS [T S0 - SRER R > )
WES BEEAE FHGRITR o AR AR - HR o A B T AIIE R
SRR (T B A A LS TR (SR R - Rt > SN e B ey
{85 - JRED > {EBREIAHLBE D HEE) RRPs » RS S sst - S A S ] -
EAE LSS B2 o » B B S0 (1 P PO e S R TF [ it B BV 2 » 14
57 2 L A SRR -

F o BEE Ry E RERESEET (WF G RIS ) » R g S SR E 4
EFFE - NSRRI EZ IR T T HERE A IR ERAISE - SR HAR IR AT AR - B T RRPs
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B TS E A A L ARG AL B o 2B ] IEDR S B2 1y S ana S PR E (tag) #FACe
AL EANE A BIRE L EHE RN B A a TS AR - (R ERRA TR R
JFAAESIEEAIRE - & ER R - S 2 AR B I & (]
FRRE HAT By o AWTSTHES - R 2 RIS E —E EARE A RS S AT
SEEFAERE A B 2 BLE Y IR a1 5E -

mi% > WA EWIEE R E L E T (R E BEEEHYEL (Escalas 2004; Kettle
and Haubl 2011) » 2RI AR e e A AT A8 1 TIA R B B A M B B O H PHIIE R © Bl - B
B = RS AFE AR RE BEEE M - (B EERR - SR e NEFE AR ER - e S
FEAIETAINY E R E S o NI A BE A IEMER BT - & Y IE TP SR B A e A i
GEIF - RERAISEE R T HEE B RRRBN 1L — -

PR A R

EEAUITTRL T AR - BI7ESTEREZR - ot AR R EIERE
1 57 Ryt S B A B R S WA > i B el 5P Deard ~ Facebook By o NAJAEY > iEHEHY
Ty R REAT A B AH AR, - (BT A R o DABLERIE R R
B> AIgE A BRI R > STERAVELEE R A AR R EE LR BRI E AL/ (T
ERERGEER R AR > AIRE g BN R AR ERIEN - LI ERE IR R
B > 5 R BRI AR 5052 A (3 FIHY Peekaboo » 145 SRR /7 BA(H (5B 1Y Instagram - 4[1[E]
Kang and Wei (2020) HYRIFEE83R - AFIEFHEAE Instagram b/ INREGE % 47 A B 8f) - iSTHE
ApsRiEA BRI T RE & A RS RRPs HUHEES o tHEHERGHYER RS NIRTEREL - AW E
A ESEH AR 3 > (ERACHIFEEET 7T DAE T P S AR o3 fradam -

A ] i B L e i 4y 0 R 7 = L B RIS A B 1 - (E RIS b S 72
HEDIHRRR A R RRAY BN R - B0 > 13l S R ] 5l P RE B &R (social tie) AR
BB o AWTFTHECAEFA P& AT R ANREESE I R I H  DIERIN & R (oA RIS R
HYRASCR - B A ER TR SEHE RGBT LHHIRE > AT #5728 -
PRI - AR AN ERAE M A e B N SR S B 5 AT 7 BB RIS, - ARG AN A BH
BUARUREE (LR ERE Z B -

HE > (HEERL A E T g B SRR RIS - BEfs AN G AL A
HIFY = i AT RE AR I AR - HEIMEE B LI 2 AR (Gil-Lopez et al. 2018) - i5fd#
AR AR IR SR Bk S SRR S A R AL AT RE €A 1 A I S B B ] 3l s R
EARKIEE EEFHEARGTHIRRRE -

BESh > sEE G ERHISERYINZRIR S - GIASEHY 5 =0 fneid%E: (Yoo, Sanders, and Moon
2013) ~ SHEIAVRZREH C BT (Xiao, Tang, and Wirtz 2011) T55 o AWTFEH SR HHEE =&
SERIEENE C 0 EiR U HENSE RO R AR TR o EEERES [E b T X
FRIHERS — 4807 Lo g 2= 2] 500 JTAYRI-R & o IEARAVIESEEEFE T Wang and Chen (2022)
BB AR SRR o (BRI eSO A A REE T 5 - B0 ARERE RAVECEAE A FIFLEE
EE RS G AR ERCR -

iR o ARG BRI MERRIE - AT i A S 1 5 8 s e B ] 3 P8 FH Y
B S EIEE Mg - JREIRCE A DA RIS EIfE - A A se & BB HTE) - g
SRR BB T nIRE B[R I AN [E] - DITHRIRATHY Clubhouse Fsff » BEZRRY S AT LL
EEIMAA BRI RE - B EVEEN AR N 5Ek o BBEHEREAVESD > RS
ARARGZHI T EHERE G TR 2 EBHITIRE - & (EERR ST 7 R R -

& M ¥ 37
2022410 B



BER

Aggarwal, Pankaj (2004), “The Effects of Brand Relationship Norms on Consumer Attitudes and
Behavior,” Journal of Consumer Research, 31(1), 87-101.

Ang, Dionysius, Maximilian H. E. E. Gerrath, and Yeyi Liu (2021), “How Scarcity and Thinking Styles
Boost Referral Effectiveness,” Psychology & Marketing, 38(11), 1928-1941.

Arndt, Johan (1967), Word of Mouth Advertising: A Review of the Literature. New York: Advertising
Research Federation.

Berger, Jonah (2014), “Word of Mouth and Interpersonal Communication: A Review and Directions for
Future Research,” Journal of Consumer Psychology, 24(4), 586-607.

Cheung, Christy M. K., Pui-Yee Chiu, and Matthew K. O. Lee (2011), “Online Social Networks: Why
Do Students Use Facebook?” Computers in Human Behavior, 27(4), 1337-1343.

Chevalier, Judith A. and Dina Mayzlin (2006), “The Effect of Word of Mouth on Sales: Online Book
Reviews,” Journal of Marketing Research, 43(3), 345-354.

Chung, Cindy and Peter Darke (2006), “The Consumer as Advocate: Self-Relevance, Culture, and
Word-of-Mouth,” Marketing Letters, 17(4), 269-279.

Church, E. Mitchell, Lakshmi S. Iyer, and Xia Zhao (2015), “Using Interest Graphs to Predict Rich-
Media Diffusion in Content-Based Online Social Networks,” Information Systems Management,
32(3),210-219.

Colleoni, Elanor, Alessandro Rozza, and Adam Arvidsson (2014), “Echo Chamber or Public Sphere?
Predicting Political Orientation and Measuring Political Homophily in Twitter Using Big Data,”
Journal of Communication, 64(2), 317-332.

De Angelis, Matteo, Andrea Bonezzi, Alessandro M. Peluso, Derek D. Rucker, and Michele Costabile
(2012), “On Braggarts and Gossips: A Self-Enhancement Account of Word-of-Mouth Generation
and Transmission,” Journal of Marketing Research, 49(4), 551-563.

Dose, David B., Gianfranco Walsh, Sharon E. Beatty, and Ralf Elsner (2019), “Unintended Reward
Costs: The Effectiveness of Customer Referral Reward Programs for Innovative Products and
Services,” Journal of the Academy of Marketing Science, 47(3), 438-459.

Eisingerich, Andreas B., Seihyoung Auh, and Omar Merlo (2014), “Acta Non Verba? The Role of
Customer Participation and Word of Mouth in the Relationship Between Service Firms’ Customer
Satisfaction and Sales Performance,” Journal of Service Research, 17(1), 40-53.

Escalas, Jennifer (2004), “Narrative Processing: Building Consumer Connections to Brands,” Journal
of Consumer Psychology, 14(1-2), 168-180.

---- (2013), “Self-Identity and Consumer Behavior,” Journal of Consumer Research, 39(5), xv-xviii.

Gallois, Cindy and Howard Giles (2015), “Communication Accommodation Theory,” in The
International Encyclopedia of Language and Social Interaction, Karen Tracy, ed. John Wiley &
Sons. https://doi.org/10.1002/9781118611463.wbielsi066

Gao, Mei, Meng Zhao, and Jinlei Qin (2020), “Marketing Strategy Selection of Referral Reward under
Social Network: RRWS, RRMS, or Dual Strategy?” International Transactions in Operational
Research, 29(3), 1970-2001.

38 HEFEGER RS RN H RS E e
I FTIEE ~ &5 - MREE



Garnefeld, Ina, Andreas Eggert, Sabrina V. Helm, and Stephen S. Tax (2013), “Growing Existing
Customers’ Revenue Streams Through Customer Referral Programs,” Journal of Marketing, 77(4),
17-32.

Gatignon, Hubert and Thomas S. Robertson (1986), “An Exchange Theory Model of Interpersonal
Communication,” Advances in Consumer Research, 13(1), 534-538.

Gershon, Rachel, Cynthia Cryder, and Leslie K. John (2020), “Why Prosocial Referral Incentives Work:
The Interplay of Reputational Benefits and Action Costs,” Journal of Marketing Research, 57(1),
156-172.

Gil-Lopez, Teresa, Cuihua Shen, Grace A. Benefield, Nicholas A. Palomares, Michal Kosinski, and
David Stillwell (2018), “One Size Fits All: Context Collapse, Self-Presentation Strategies and
Language Styles on Facebook,” Journal of Computer-Mediated Communication, 23(3), 127-145.

Giles, Howard, Donald M. Taylor, and Richard Bourhis (1973), “Towards a Theory of Interpersonal
Accommodation through Language: Some Canadian Data,” Language in Society, 2(2), 177-192.

Godes, David and Dina Mayzlin (2009), “Firm-Created Word-of-Mouth Communication: Evidence
from a Field Test,” Marketing Science, 28(4), 721-739.

Gruen, Thomas W., Talai Osmonbekov, and Andrew J. Czaplewski (2006), “eWOM: The Impact of
Customer-to-Customer Online Know-How Exchange on Customer Value and Loyalty,” Journal of
Business Research, 59(4), 449-456.

----, John O. Summers, and Frank Acito (2000), “Relationship Marketing Activities, Commitment, and
Membership Behaviors in Professional Associations,” Journal of Marketing, 64(3), 34-49.

Gustafsson, Anders, Michael D. Johnson, and Inger Roos (2005), “The Effects of Customer Satisfaction,
Relationship Commitment Dimensions, and Triggers on Customer Retention,” Journal of
Marketing, 69(4), 210-218.

Hargie, Owen and Norman Morrow (1986), “A Survey of Interpersonal Skills Teaching in Pharmacy
Schools in the United Kingdom and Ireland,” American Journal of Pharmaceutical Education,
50(2), 172-175.

Hayes, Andrew F. (2018), Introduction to Mediation, Moderation, and Conditional Process Analysis: A
Regression-Based Approach. New York: Guilford Press.

He, Yi, Ya You, and Qimei Chen (2020), “Our Conditional Love for The Underdog: The Effect of Brand
Positioning and the Lay Theory of Achievement on WOM,” Journal of Business Research, 118,
210-222.

Hollenbeck, Candice R. and Andrew M. Kaikati (2012), “Consumers’ Use of Brands to Reflect Their
Actual and Ideal Selves on Facebook,” International Journal of Research in Marketing, 29(4),
395-405.

Jin, Liyin and Yunhui Huang (2014), “When Giving Money Does Not Work: The Differential Effects
of Monetary Versus In-Kind Rewards in Referral Reward Programs,” International Journal of
Research in Marketing, 31(1), 107-116.

Jung, Jachwuen, Ravi Bapna, Joseph M. Golden, and Tianshu Sun (2020), “Words Matter! Toward a
Prosocial Call-to-Action for Online Referral: Evidence from Two Field Experiments,” Information
Systems Research, 31(1), 16-36.

Programs: Evidence from Randomized Field Experiments,” Journal of Management Information
Systems, 38(1), 59-81.

& M & 39
2022410 B



Kang, Jin and Lewen Wei (2020), “Let Me Be at My Funniest: Instagram Users’ Motivations for Using
Finsta (a.k.a., Fake Instagram),” The Social Science Journal, 57(1), 58-71.

Kettle, Keri L. and Gerald Haubl (2011), “The Signature Effect: Signing Influences Consumption-
Related Behavior by Priming Self-Identity,” Journal of Consumer Research, 38(3), 474-489.

Kozinets, Robert V., Kristine de Valck, Andrea C. Wojnicki, and Sarah J. S. Wilner (2010), “Networked
Narratives: Understanding Word-of-Mouth Marketing in Online Communities,” Journal of
Marketing, 74(2), 71-89.

Kuang, Di, Baolong Ma, and Hong Wang (2022), “The Relative Impact of Advertising and Referral
Reward Programs on The Post-consumption Evaluations in the Context of Service Failure,”
Journal of Retailing and Consumer Services, 65, Article 102849.

Lehtinen, Ilari (2013), “Business Model Analysis of Interest-based Social Networking Services,”
master’s thesis, Department of Information and Service Economy, Aalto University.

Luarn, Pin and Yu-Ping Chiu (2015), “Key Variables to Predict Tie Strength on Social Network Sites,”
Internet Research, 25(2), 218-238.

Maimaran, Michal and Itamar Simonson (2011), “Multiple Routes to Self- Versus Other-Expression in
Consumer Choice,” Journal of Marketing Research, 48(4), 755-766.

Majeed, Abdul and Ibtisam Rauf (2020), “Graph Theory: A Comprehensive Survey about Graph Theory
Applications in Computer Science and Social Networks,” Inventions, 5(1), 1-10.

Matic, Igor (2011), “The Social Construction of Mediated Experience and Self Identity in Social
Networking,” International Journal of Interdisciplinary Social Sciences, 5(11), 13-21.

Min, Jinyoung, Youngjin Yoo, Hyeyoung Hah, and Heeseok Lee (2020), “Social Network Technology
(SNT) as a Tool and a Social Actor: from Self-verification to SNT Use,” Internet Research, 30(5),
1329-1351.

Mowen, John C., Sojin Park, and Alex Zablah (2007), “Toward a Theory of Motivation and Personality
with Application to Word-of-Mouth Communications,” Journal of Business Research, 60(6), 590-
596.

Orsingher, Chiara and Jochen Wirtz (2018), “Psychological Drivers of Referral Reward Program
Effectiveness,” Journal of Services Marketing, 32(3), 256-268.

Oxford (n.d.). Oxford Advanced Learner’s Dictionary. (accessed June 02, 2022), [available at
https://www.oxfordlearnersdictionaries.com/definition/english/social-media]

Reichheld, Frederick F (2003), “The One Number You Need to Grow,” Harvard Business Review,
81(12), 46-54.

Ryu, Gangseog and Lawrence Feick (2007), “A Penny for Your Thoughts: Referral Reward Programs
and Referral Likelihood,” Journal of Marketing, 71(1), 84-94.

Schlenker, Barry R. (1980), Impression Management: The Self-Concept, Social Identity, and
Interpersonal Relations. Monterey, CA: Brooks/Cole.

Shin, Ho Kyoung and Kyung Kyu Kim (2010), “Examining Identity and Organizational Citizenship
Behaviour in Computer-Mediated Communication,” Journal of Information Science, 36(1), 114-
126.

Taplin, Jonathan (2017), Move Fast and Break Things: How Facebook, Google, and Amazon Cornered
Culture and Undermined Democracy. New York: Little, Brown and Company.

40 RHMEEKERES R AR R PR
I FTIEE ~ &5 - MREE



Toledano, Eyal (2016), “How Tesla’s Magnetic Referral Program Delivered Over 40X ROl in Q4 2015,”
(accessed April 03, 2022), [available at https://www.business2community.com/loyalty-
marketing/teslas-magnetic-referral-program-delivered-40x-roi-q4-2015-
01450250#BLybFfugdkCUkpOK.97].

Van Doorn, Jenny, Katherine N. Lemon, Vikas Mittal, Stephan Nass, Doreén Pick, Peter Pirner, and
Peter C. Verhoef (2010), “Customer Engagement Behavior: Theoretical Foundations and Research
Directions,” Jounral of Service Research, 13(3), 253-266.

Villanueva, Julian, Shijin Yoo, and Dominique M. Hanssens (2008), “The Impact of Marketing-Induced
Versus Word-of-Mouth Customer Acquisition on Customer Equity Growth,” Journal of Marketing
Research, 45(1), 48-59.

Wang, Li, Huaqing Wu, Wei Wang, and Kwang-Cheng Chen (2015), “Socially Enabled Wireless
Networks: Resource Allocation via Bipartite Graph Matching,” IEEE Communications Magazine,
53(10), 128-135.

Wang, Lili and Zoey Chen (2022), “The Effect of Incentive Structure on Referral: The Determining
Role of Self-construal,” Journal of the Academy of Marketing Science.
https://doi.org/10.1007/s11747-022-00852-z

Wei, Eugene (2020), “TikTok and the Sorting Hat,” (accessed August 03, 2021), [available at
https://www.eugenewei.com/blog/2020/8/3/tiktok-and-the-sorting-hat].

Wirtz, Jochen and Patricia Chew (2002), “The Effects of Incentives, Deal Proneness, Satisfaction and
Tie Strength on Word-of-Mouth Behaviour,” International Journal of Service Industry
Management, 13, 141-162.

----, Chiara Orsingher, Patricia Chew, and Siok Kuan Tambyah (2013), “The Role of Metaperception
on the Effectiveness of Referral Reward Programs,” Journal of Service Research, 16(1), 82-98.

----, Jochen, Chiara Orsingher, and Hichang Cho (2019a), “Engaging Customers through Online and
Offline Referral Reward Programs,” European Journal of Marketing, 53(9), 1962-1987.

Programs,” Journal of Service Management, 30(1), 48-74.

Wolters, Heike M., Christian Schulze, and Karen Gedenk (2020), “Referral Reward Size and New
Customer Profitability,” Marketing Science, 39(6), 1166-1180.

Xiao, Ping, Christopher S. Tang, and Jochen Wirtz (2011), “Optimizing Referral Reward Programs
under Impression Management Considerations,” European Journal of Operational Research,
215(3), 730-739.

Xu, Peng and Ke-jian Xia (2013), “Modeling Interest Graph of Social Networks with User-Generated
Tags,” paper presented at the 2013 IEEE 4th International Conference on Software Engineering
and Service Science, Beijng, China (May 23-25).

Yoo, Chul Woo, Lawrence G. Sanders, and Junghoon Moon (2013), “Exploring the Effect of e-WOM
Participation on e-Loyalty in e-Commerce,” Decision Support Systems, 55(3), 669-678.

Yu, Shanshan, Donglin Chen, Bing Li, and Yufeng Ma (2014), “A Personalized Recommendation
Algorithm Based on Interest Graph,” paper presented at the 2014 2nd International Conference on
Systems and Informatics (ICSAI 2014), Shanghai, China (November 15-17).

Yuan, Bing and Alessandro M. Peluso (2021), “The Influence of Word-Of-Mouth Referral on
Consumers’ Purchase Intention: Experimental Evidence from WeChat,” Sustainability, 13(2), 645.

B M 41
2022410 B



Zhu, Zhiguo, Yuhe Zhou, Xiaoyi Deng, and Xuhui Wang (2019), “A Graph-Oriented Model for
Hierarchical User Interest in Precision Social Marketing,” Electronic Commerce Research and
Applications, 35, Article 100845.

42 RMEEKERE R AR R PR
I FTIEE ~ &5 - MREE



