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12345 We Are Social #2 Hootsuite & ~ A3 4833 & 4574k ) oD F2021 & >officiz4p 4 > £33 2021 # 17 2>
AT e E46R6600F 4 0 A o EREY L EEZE 0 el {EE2045F 4 0 @ @ AFE A
TG 19208 4 0 A p T R L 8 8 A& HY FITABREORET L 4 AL FI o RE
R E AP EY P T R ag o

X 2021 & 12 % > }jx*ﬁ 5 455 BALI AR 2 o HE 10%m > H P 4 L ATH 2 o Instagram ©
F_2013 & 1 * &1 9000 § *
S GIEF RS AR SR SR S R R Y F o T TR T S A i 0 Aceh TikTok ¥ st sy B
302021 & 12 0 o HF p AR S HAgiE 10 fae if# TikTok f-if %4z > 4p >t Facebook 11 % 3 #2731 B4

v

5258 S IR 5 A eh Instragram - J2 % B 5 A ¢ YouTube # ¢ »@gi 5 ¢ TikTok {iFi{F Z & &% =# %

B S £ 3] 2021 £40 13,93 @ R 2 oTikTok (4 4 )ifd 3 I ehd o

[

vw B g d 22 skeh1 £ oo 2 Facebook fRARE_DIRE R F S F ik 448 (28095 &) YouTube
iz b 2021 £ 12 * > Facebook #% [EFEE* & iR % - i~ YouTube 5:iT 6 i o
d gt ¥ 4> Facebook - Instagram ~ Youtube ¥7 TikTok #ALFHHART 5 > @ S5 iFR ' ¢ J?,: IR ) R
@ $345 Sharktech(2019)irdp -~ & > % <
%

AR Bl L FER BRI Y X F%“;}ﬂ),@*"v; v?‘%j{%%’r} Ak 2E

Fi
FEEAAT 0 AEP ST B FRET AR o Jones and Suh (2000)3# £
A

BREHETL S HNAF - F J?
PR RR ‘«P\/}J “‘k R A XE M A ERPRIF2 1S TR R R = LY 2% A ‘:r-é-m,{,/)’?;“ff'\” Ao FRaA o
ii#ﬁﬂégﬁmd“jmﬁﬁ&@EV

W2 FEH LIRS R L d o blder ?’—‘ﬁﬁ Ap Fdpt j‘i AR ATAIE T P BT RRDER PR
5 B s ’L‘t.ﬁf%_%?.‘)*%jrﬁ%‘xﬁ: 2R84 (Poster,2006) © 5 3 (2019)4p I 7 & B SRR i P 4 3N KA SRR Y
??iﬁﬂﬁﬁ’wWﬁ *@iﬁ?L@*€£$°mﬁ4%ﬁ»$ﬁ“ ER N R O SNV NS
RYF 20 2020) 0 2 H 0 FEONE R AL WP AN 2 BB R R E S (2 k0 2020) % - Ba L

WA R - gggg;ﬁ&@miﬁwﬂiﬂf%gw Rig4rir kB L LMIFEZ AT AP &
o MFMELRLROLF VTR ARY AL PG R A RIS B Ry A FR OB TS

3
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S T L j\g.g‘\}}a% Qk‘ﬁ’F‘ = 2
BA- KM AR R FALP G A - REAF T RSB SRRk P A kDL LA
FEFRNRY FAL PN FHY P F AR AR ORI e R ER2019) 8 7 3 R UGC 35 8 i FALH £
BN LA MFLI PR KA o W (2000) EF RS F So R FAITLAE B SMGE R
B RWARG R SE R —"Ffﬁ.'JlFmskﬁ‘ﬁ‘““’“ﬂ BE R LF ARG o F]L ipi’ﬁi‘ﬁﬁiﬂ'?ﬁﬁéil’\
7 AR S E SR B AR
3B RN A R AR AR iz (2015) E’v’ﬂlﬂi“’%m;ﬁ B s S S g
2 A - RALASF AR A H B o A - REIEHRMY P F et g P AT ARAAE
A G R R A0 G e A A AR R (B PREHERT L5 PEA FRREDES
i oo B R BRIoRF MR X B (Sirgy » Grewal > and Mangleburg ¢ 2000; Gabisch and Gwebu » 2011) » @ Tuskej ,
Golob £ Podnar, (2013)45 &1 § &4 foif § 3 & § G- RpF> & A2 D7 ol o Fl 0 MR EH R A
- REETFEHESWIRE > & B4 L TR
Febuo AR UGC & f A - R BL AR S EYRE LY S 2
FEEEREERELEFESLT o
12F7 % B eh

B OREHONE AR 2

I
=<
ke
j ke
&
=
et
5
i
\‘ Ji'
N
|+~
:}\;\a
g
Py
>
)
i
sl

[

|

m

w

3

ih

?’ B i\.—i)(f'}ii‘z’\ﬁ;lvg_&}gyﬁ %’I%G&Fr%?%%iéﬁ ﬁ%gﬁ’#i{;;%‘%ﬁ
B RERRFEL AT B BT AR A E BB L AR A Y

Risu
e

19 B 2 e i3t eI 2
TG P e

- RSN A UGC LR b 22 P ok o
S BE M Ap - RS R R M 2 ¢ Atk o
2. s

2.1 £ LR BR

£ LA (Repurchase Intentions) * #-# = & A (Repeat Patronage) » i} # § € RAkF chi7 & o § i) 7 § 3
A PRI SR LA *T*‘g NI E HAEE hREE (Francken > 1983 ) » Dodds, Monroe & Grewal (1991)35 £ PER R
R g LR R 0 ARSI 175 o LU fF R - B P %G £ PR DR § ¥ i%(Gounaris,
Dimitriadis & Stathakopoulos,2010) » 7 ¥ %43 i B * $>0F Sdp T B RARIE DR > 17 5 245 (Lacey &
Morgan, 2009) °

Jones and Suh (2000)4% i & FELATLF § § it ¥ REEF K SW DA SSRGS 0 T X OHLE TR
W A & B o™ i 1 o Collier and Bienstock (2006) ® & £ AL FE+ H X Z P F A &S env v Mo > B 25 B
WOARRE T A R PEY PR R A ?fi.v";_év’vj%f]r%_o

doepd T PR A ko R F Y SR LS T SRS F R TR R

LW BFRLRE R R F IR LT “ﬁ?d *mi@»HA&%

2.2 FMik

& L (brand identity) £.4p &4 F 24 B R A PAeie g 2SR 0A) §REA deie g B S (Aaker,
1996) = @ Bhattacharya et al. (1994) 5 i S /LA F 5~ w514 femb B mk R AER AR Lo T S
P2 AR SIE R G5 LA %F*‘%ﬁ*ﬂfSkﬁw%@mﬁ%w5mwmw%w v
*t » Long and Shiffman(2000)3p &1 i % g,&, AL S B MR S Y B R ch S A - 7] 5
W FEEERT ey hiEp ’ﬁrﬁ B A% fﬂ H A TEBAE LI o B A~ 42 (Del
Rio,Vazquez & Iglesias,2001)  F]#* > Kimetal. (2001)7% 5 > S el @ 3§ 4 B 4 B & & 4 G o = it 2 ) -

& 3e e (Brand Identification)s 7 2. 5 & ks £ 4 $ 509 5 8 - f87 ¥ (pledging) & 4 & (binding)
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S RS Jﬁ - A SN R ESR T A S R &2 b ehiz Az R (Lastovica and Gardner,1979) ©
Hughes and Ahearne (2010):%. 5 &30k 8- B A R ¥ Aple chhid L& @ o enfe R - i § F e & % 24
LR Ap Fangg o M E B Al B A g (Sirgy, 1982) 2 B ':”f"fti%‘ﬁ 1% T e &49 % |2 (brand
personality) k- f 2 2w A B p A g F (Belk,1988 ;5 Grubb and Grathwohl, 1967 ) » » LA i % & f?h Bdd » &
ARG FI AP ERENF OREE P AT ol A Nk o

Robertson (1976)c# 3 # R F ' 7 F 5 F BB DEWPRFER > A EHR - SRLHFTE S (5 >
2015) F 3 BF R ink € HE Fa,ufm_i - f;uf(zozo)@\m M ARE > M LBERZ EEL
B ARF o Tl B AT L

HL1 9§ & &% o v 3 0L LA
23 FAAPN G
& * *f;]" A2 p FUGC) s » f2 % * 2 £l 0 F (User Created Content ,UCC) ~ i}’ ¥ % 2 = p % (Consumer

Generated Content CGC)* XA 7 J" 4 = 488 (Consumer Generated Media ,CGM) » {a‘ﬂ d ;»’L;E’F ¥ AR AR T
LRI RRE R 4 LY e TR 2 8 (Poster, 2006) » LAHEMT [ fod S0 3 F

SRS ) 2 X &+ pde 0 3% (Zeng & Gerritsen, 2014) - » § # & %‘f—’ﬁ BUGCH- = A R-d & =Wy 3

-~

LN

—“‘Ff F 24 &1 E (Christodoulides, G., Jevons, C., & Bonhomme, J. 2012) - & * ﬁ Ad ) F hipe Rty gEY
AR R S AR R H AR A FH N F o @?TT;J% CRERALE TG - SRR IR oA
ey 5 FAEMEFUR YR EEY T 3‘ A 38 {7 3 4% (Murphy, 2014) > +243 Krishnamurthy and Dou (2008) - ELEE
FHART A EL SR fﬁﬁ_i FREDP FEFLF TR DR S A PR BT R R M
UGCF B a5 2 e 2 F B3 RGP E oA o P AP T S SFRED e Z30F# Mg -
REPAFES-QAFTH-REALAZ PP A F PxE(Hua & Wang, 2014) o * 2 7 10 g b cnfuiglt T 5 F £33
AP F o Ft AR A e RS U A (eWOM)R @ B K i A F ik B E & d®5 (Lopez-Lopez
& Parra, 2016)

8, R
A

Kim and Johnson (2016) % 77 £ &% 4p b 7UGC § &3 3 j AR o e R B R F ORY
{7 % F J& o Cham, Lim, Aik and Tay (2016)% 3 » AL L sk e 2% 2 4 S ehpqfe 35407 i § B ﬁ‘zﬂ’?{"ﬁi?é;

Bruhn, Schoenmueller & Schifer, 2012; De Bruyn & Lilien, 2008)4c s i %t 549 25 % ¢5% ;2 (Gensler, Volckner, Liu-
Y A
Thompkins & Wiertz, 2013) = ¢ # » £ 7% (2016)7# F UGCeh 32§13 § 4 &M F A F M 1&F 5 - 75 7 #(2020)% ;UGC

&3 # (the interaction of User-Generated Content (UGC)) & = #: 58 & % +v ok (brand awareness) * & i& 4 (brand

association) o @ FB453(2020)F F * # 2 S P F 2 FAM - wBP AL B g% ST L - I

r%‘ﬁ*}“’%e%ﬂs?ﬁéfif REAZWHREZFI =T FI > BB ~Q016)EF AL+ | »;u ARG
L BALELE 0 T AR LSS R Y F AT R R A 2 Lk B AR o AP IRG d R
1M PUGC § BGe ) § F ehit i fosasor o FIU Vs i § Fenm il o ea i a LA - A R
ES LN

H2 UGCL + ,17 fﬁg/

H

‘u:_.

7
H3UGCHE & i §i F sl B 8 LA
24F f— R4
oA - 5 (self-congruity) £dp TH#-BAE A AL 2 A RHEE D S Y A SR A Bl g
(Grubb & Grathwohl, 1967) « Ross (197135 i 3 % § LR R84 S8 SWLF A S S SW- R RAX B Ly
‘%"—‘ﬁmg ApLL - Holman (1981)3% 5 2 &4 24y '—;ﬁ—gﬁl’ A SLihiE ’?’—ﬁﬂi—i;tfé*—‘ﬁﬁ?fi%?]qj?J°
pA- RMEE G 72 F4E 3 (Sirgy, Grewal & Mangleburg, 2000) » 4 2 £ p A - RE > BEA A - R 2 H
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1.E 9 p 2 - &+ (Real Self-Congruity)

EFp A - RELZL BMAEII e EEHR- B o BEFpADE TR FEBEMEEIR A
WA S R A REE LS R h - R D EECIEE anie o WO AN P AR hd§ R &
H_EFhp oo B4 7 7 (Sirgy, Grewal, Mangleburg, Park, Chon, Claiborne, Johar, and Berkman, 1997) - §
NP e R S/ R RF MG P ER AN REERA AL G - R DEESRFET &K

CIRAR S~ A RETRN T B R o FH AR T Y RARY AR KR F oA R BRI R 8

2. I p A - ki (Ideal Self-Congruity)

BESHpNFP O FFATPE S S HRE o A RE s A - KL §EHF RS (Sirgy, 1982)

A € - B EFABRB A g AR W TR Ep B o (Cast&Burke, 2002) 0 T8 p S - RS /ﬂ?—*ﬁm
TR A, R A %o B2 B T e 42 A (Sirgy & Su, 2000) e

3. # it - & (Functional Congruity)

D P EFE L AT B A - RIS o der Ha - RS FZ RS  # - R TARG AN
pPARTHAEH NS G- R P - BRI ERFASS R AR AP Y DEEE S AT D
WAL R e PEBA RS EE RE S DA K LR 7 §7E Sirgy, Johar, Samli & Claiborne(1991) -

ARA-RPEIF O RE CEBEL%RNE BAHIRERY Y A ko $ 2 A EAY EBA A
MBI R P ey - AR TR ?m?}'&u - TR A A KRBT L A F O ddE IR

F_k

Froop - RELGF jﬁ"‘“A FE@ P f\f‘"r‘?’#ﬂ“/?‘ﬁfwii?ﬁ—ﬂmp/z” i 'lnéﬂ_wm%—*‘
—"zf?éﬂ”\ Rt LB r 3 B et &) 3 75 o
Rock and Levy(1983)4j ./ﬂ"%j*}} WRAEpEpANEDAESE §RLME - FEE2 EBRE o Tuskej,

v
F ;gbw,?;ﬁqd )

Golob # Podnar, (2013)45 81§ &4 o § %5 F § @B - RpF o § A2 P zlanik o &

Sirgy * "-(2008)i’»’ii‘]%iﬁ'?iﬁ”iﬁi%ff’?ﬂ‘ifif‘-—*f”& iﬂ’?ﬁ*i’%?@‘iﬁiﬁ)\ﬁii CERTN R beE
é%%?imwi% HEDE S b ARk - R FQOIBE LR NI § A - KRG F 0 H T S ALk 4
RAHSREFRAELRT éf“—f’%'rig PR EFC R SRk (3% 0 2015) A M EFA T B EER

(2015) f # - RHEARF AR H @ H FHGRE o A0 T SR L e PR E AT - TS BT
Hap st - RED o BFF F & Hlak
HSp A - R SEE) § F &sak 858 L
3T
AR 2
APTARBEABEN P EALN F P A - RESEREHE LD v B F Rk
N deo LBARA L AN o 4ot T AR - R
)

)=} 23 =
aa)ﬁ a/;g: .

H2(H3)

H1(H3, H5)
EREEANE

H4(H5)

B 3-1 #7 3 % K
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32 R 2 T E BB GE

AT R 5 R A - RE S RMRFE A c RBEBL AR o AE T 2P g $
R R 2 TR SR T TN e

- LR

#2495 Collier and Bienstock (2006) » £ AR FE+ H X 4 2 Fnv it M > R E 2
1o hFT 7 GRR BT %4 Hellieretal. (2003) ~ 7 7% $.(2017)% % = 4k (2020) % 3+ @ &
3588

2 31 A PEAFEZ R KT

e A 8 Ag I8
AFELE IR FENA S
AKXk AL CHE L S 5o

HAERE SN 3 EX BT
S RMA L AR Ry - E .

TRESGOGRES T > AR ET

LR

%

NN

ﬁ%ummwmummmaw%ﬁﬁﬁﬁk—é&ﬁﬁmw%ﬁ%W%éi%&J ST hiE LR o R A
% 1 & %4 Aaker (1996) ~ Hughes and Ahearne (2010)82 £ J-48 (2015) ¢h1% ik » 33+ 1S 7R S inle R 37
ek 32
F 3-2 FMgiLle 2 R KT
i B AT
A g yEs -
eageng | PNREFEER L AIRIER -
Aol ?’54/}:#15‘ T_ehA) B o
PHREGEFVRT > NRBETEF DRSS R
B AT LR AL S LT B R aELE o

i X ﬁ Al T P BRI REROERNF s A 2 ARRTE %kﬁ%{%éﬁ?%%é‘“ (Poster, 2006) - *
3 %% d Tsiros, Mittal and Ross (2004) ~ Mégi (2003) ~ Schivinski and Dabrowski (2013) 1 % # =¥ 4k (2020) #7#
m

I AUGCHR 2 B4 » B F 404334757 » £ 377440 - Hr8 3o 4ok 3-3 477 ¢
£ 33 Y rEAL P FLFERA
FEHA [
AR F A RS AAMNEEY P ZRFIER
K AAEE VAL BN F AR DA DI o
R*PEAAPF | R FAAFL AU R N FARE B GRS o
AW EgAp o R ARG AL R N ERApEE
AR XA FRLE ALY ER L P FRIGE -
DN R Y e
ERAA-REIPFEFDEF A E RN S B2 BT AR (Sirgy & Su, 2000) - L p A - R
P F TR p Ak mp A % S B2 [ a7 fledz & (Sirgy & Su, 2000) o 5 i - R TE B AP AR

U
A SR RS B - R - AR R AR ASS RSB AP P A & Ap T e i A2(Sirgy
etal,,1991) - A5 3 %+ d Sirgyetal. (1997) + Milaretal. (2011) ~ fE32 % (2019) 2 Y5 (2021) 473 d1ehz

i R 3447 0 £ 351048 -
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% 34 pA- RMH2GFFERIE

poat- R LR p - R 7 A %wh’f\ :‘amﬂc‘l‘g\“r{o
R G F 0 AR
RN RIE %&’#ﬁz%%ﬁ?;&gﬁ;aﬂ— - & -
R R R RN Sl ek
- R RS A SRR P
I'J%mwi*n;\ & 3 f‘fsrw@

%}-d‘.

MG BT AN

J, \-":';”)713? ;'ﬁ_;fn 5»\. =\ ’;I 11]&‘—1‘.

“'_H

r‘r’ﬂmﬁ}) rrff;?jkf\'-?ﬁ-ﬂ ‘Lo

Z,H é}wt

e N R e e

33K %%t
AFE R AP R Y LSS N gy P T FHERIOM kR E RN F o F BRI G
RAAPM Y2 BARGRATHARF AN L N EFHLL A Z 2 BB - NP HELRH LEBS &
W B0 hFacebookids S T ARG F o 0 L RIY £ 4G R B Y I R S Facebookis ST E K
HGH = 200 R B & i o7 7 (Mi&’ﬁ?"?’**f‘i*ﬁa‘iﬂ’%‘f*"‘r%ﬂﬁzém—wé&t—;@li);é?;erss}:%4
PRV RECNEFT LA A R AR EREHA LT A RALANARL AR RIS

%i‘ﬁ%ki~%i\%ﬁkio

LIRS 4
3R EEHE S B0 12 eFacebookds 3 ARG B F -

M {’ﬂv o gRRy PR SRR A R @ 2 R4 500 F RGN LA

TLR KoY W AR SR EH SN G CRRIE R ST GheT AL AE LR R F AL

w

FREFRHAENLL T AEERR AR LSNP R T ERE ROL LB L R FREE N Fouk e
313 WS A2 AR
AR SRR ER S TEFRRN S RELRFEE - FF L FF (2005) 35 Ak
A¥G oo AR B R IE.%E%}E’J—‘F'T pl 105 2tk AgA B0 100 o0 - SRR Fendk A dcp
i*@ﬁé%ﬁ@&ﬁSiﬁﬁﬁi; 1510 et Gl P AT R8P By 24 B(H e 7 40 st
B w G sl F 1500 > B Mdew § ook E8E 5 279 o
4P AtaRE

4 Kot Bt A 45

AERRFEY DR AN R N KT RER CTE o ER BEFABDLE L ORBEATTR
Achgk AT B R RS ARA T F 2 S ke A 1T R AT 241907 1 22050 § Ak 56’%&w
L (55.1%) #ribant F 3 37 4 (44.9%);3]‘&-& #a 3 0 21~30k B % (77.6%); NKkTHRREM T 0 X3 —‘ﬁ%&t
RIS A4 B ot b 5 (673%) 5 450 for @ 5 AR AR ABA T for 20,001-40,000 %
S5 % (351%)-

420 R 8RR A 4T

AR E I SPSS B F R R AT > BRI P RARM L T0S5 AR 0 P EERRE 0 gy - JE(E
WENRERESTAE RADELE FREIBOZE ¥ Z(F WA 2 T 0o R PR
T o Hair, Anderson, Tatham and Black (1998):% % Cronbach'sa & >0.7 pF % & 5 & 5 43" 0.35<Cronbach's o &
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<07 PFFE7RIBE TR 43~4-7 2 pR- RER

20953 g AL R

PR FE % Bicen i Cronbach's o £ 5 0.923 © gz & £

< 0.5

i?u%m’

% 43 Wk GRS T4

LAk S & S
% % #cenks Cronbach'so & 5 09335 p A - RS Hc% Cronbach'so & 7 0.963

2R A 0 T AT TR

Cronbach's o &

HIE P&

u*grﬁg i l;éh

¥

TR VS T e | o | R
e Cronbach's Alpha &
AREZEENEE L - 0.874 0.947 3.22 1.301
Ak g %R 1 ARIAR R - 0.861 0.943 6.4 | 1.237
NLETZEEF T % o 0.887 0.39 6.23 1.176
BRI LR RT ARG L LA BRI | 0.849 0.945 6.14 | 1.210
G| AP EE S AL T B R - 0.880 0.940 613 | 1.246
Sk 2 R ik a=0.953
RAAFFEAL PN G R

1 ] T = nz ]
= | REEED L e | 1
N | A S 4
i i Cronbach's Alpha & | i
1 1 1 1
AR FAAERSL AL ML RN R 0843 0.913 | 6.14 | 1214
A e i i i i
i i i i
% F AALFRE P AL MR SR F Ak %i 0.830 i 0.917 i 6.12 ilm4
m?fg’ﬁ}i o 1 1 1 1
@ ;ﬁ AR P AN ESM N AR E R R 0.822 0.919 6.17 1.258
54 o
1 1 1 1
B AR > O E AR A4 Y| i i i
p EA=F B
‘__r‘;@,\ 7\1 RIARE b o i 0.881 i 0.901 i 6.07 i 1.360

B B 2SR

#4-5p - FRfE2

% #ca=0.933

[

BRGUTE | sgpgppmen | 030 0 FE

iz * sl Cronbach's ilpha i o =

LR G AR R R e e B e 0.833 0.959 6.06 | 1.245
2 R R T AR 822 960 599 | 1404
YRGB A D e e X - | 8| 958 | 618 | 1260
YRR F R A D RS L e 958 | 605 | 1347
¥R A S BT o 858 959 623 | 1165
15 S P SR B s o 841 959 625 | 1134
LML BT AL L aa | 961 | 632 | 1135
1% S EA S R D) | a4 950 | 626 | 1153
L R IR LA PR £ | 8. | 959 | 627 | 1143
YRS B g e e 5 o 811 961 580 | 1489

g R R

% #0=0.963
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24T F MRAEZ G R AT

T T T T T T T T T T T T T e T gaaiemen | S8 BE
A 7 P AP Cronbach's Alpha & % =
ABLE ST L M A S . L 76 | 920 | 627 | 1138
AAKEHLE Y LSRN 726 920 627 | 1138
W R E AL A gL e 809 904 6.06 | 1203
LR A 5 LA B - E 822 902 611 | 1271
Tk R R T o A P 895 886 600 | 1407

L2 G R %#a=0.923
# 4-8 L REE L2 P IN- RIETEK

L A Cronbach's o f& AL
_________ R B T X 7 R T
gL e i 0.953 5
AR S ER - 0.933 4
B R 0.963 10

- —— i — — — — e s R S S S S S S S S S S S S S

4.34p B & 47

AH 1 & &% Pearson APM A TR A RATOM BRAE c AT L EF e A RSN G D p R TR —‘f;}‘
APRFoRTRA-RE AF ERETEELE - B ARETRRRE o AELL P DR L
BRI AP RS E R AN A B R AT £4-10 AT 0 8E 4-10 ¢ T R
oo 2R M GRSERF L e AR o

R
\4—

%\* 4'10 );E. %g’:-& *B F&g A ’]f‘? %\

: ) (3) (4) ()
(1) UGC i 1
(2) p - Rk P 911 1
() ik 59 P .892x* 925%* 1
(4) £ PR AR Y e 933%* 917%* 1

444 Rt

AERIFEAF e d v AR (N B8 KT AR FR ) UGC s pa - R4~ ule 2 LR
Zo BRIEFDLE M LAY b2k A tie € (independent sample ttest) 2 H F]+ % B #c4 47 (one-way ANOVA)
LAER A

4417 Fo N4 Rz £ BT

Holdi P ofiEpa it 7 j3E AUGC p - R WP W2 LS e B R LT
BELE AFTHER A FSAUENUGC p A - R - RE W2 EEAFFT T L2 (p<0.05)° # Firu$
WUGCT B F AR > F 22 RSP FAPRT A 22 X AP (S G o 3 PiEu[¥rp A- Rpp F LR

ERE S S L LSRR T S S S TR
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£ 411 7 e lhulg e Sl X B A4 4

7 4 e
P T35 o T o g tie
[ ES = £
UGC 6.34 1.08 5.95 1.18 2.40*
p oA - R 6.41 0.96 5.94 1.13 3.30*
N 6.41 1.10 5.92 1.17 3.14*
LA 6.40 0.98 5.81 1.25 3.68*

3ip &< 0.05

4427 fo &80 ¥F L R AR P AT

EWRNI BB AR EFS B A 0 38 AUGC p A - KPP SWE LML ES e 7T ¥k
EF 5 4R od WUGC p A - REZ LA p EF 2 005 EHFLE > T2 b aE 8 28Rk
PA-RPEZIBIBTARFTFLRE T aa A

4437 I RT AR E Rl L RS 4T

HTRBEMLEP AR ETFIREHAT 0 32 AUGC A - R - RF W2 LIS B8
B REFALR o dHUGC pA- RPZ P SWehp B 43 005 EHERE>UGC p A - RPE2 5
Wik BEE LR

459 vk 2 %

S BE AT 2 B3 0 % 1 Hayes (2013) PROCESS su3* #c #3217 T AL 4 47 = j2 & 7 ¥ 3 Model 14 2
Bootstrap Samples & *+5000=% - i {7 & 2 i o

4o@l4-1> 1% Model4:& (7 ¥ % > & & Bk @ 3 > FMRFEFDL » P SL LR (p=0.82>p<0.05)> d s+ &
G ARG ERHLD SRk D e B EL L o UGCH > Sk 2 228 % 1A % k% (p=0.88 > p<0.05) >
d g9 40 & FH2UGCH miink £ 2w B8 fFd ¢ £ 2% 2 & 2(0.72> BootLLCI =0.52; BootULCI=0.89 )
BREERFEAS FF0 PR AY Arck 2 5 h o 2 3FERH3 UGCHE 6 &4 ink B 581 PR -

0.88%(0.72%) 0.82*(0.72%)

H2(H3)

A TR

0.15% HI(H3)

B 4-1 * UGCHE W &Mink L L
4oFl4-2 > §1* Model 432 (7 He s » 2 & XA 5 > FMRFEFDL » 8L AR (B=0.39 > p<0.05) d p ¥
doo A FEFHL Sk e BERL B - p A - KRBT E 2 B kg k& (B=0.96 > p<0.05) d gt

Em
- %gr} ¢ fi3x % 2 ¥ % (0.38 » BootLLCI =0.13 ;

e

@ars LEFHE: p A - REFZRRFLG L@
BootULCI=0.63) > }* i R A F A& 710> Pl AP ek 2z 3h L3FHS: p A - RESFELSPF PEL R
TR o

520



0.96*(0.38%) 0.39%(0.38%)

HI1(H3)

H2(H3)

pa- RE

0.63*

Bl 4-2 p3- REFEFESPREPELELR

46X th T %
1% BPROCESS A 17 1 i & i 150 M- B fEok ke ~ ¥ /5% v FAt & 80 BRB AL % £ 40T 24150

% 4-15 7 3 Bk EE R E L

B3k Ay ERRNF S
Hl | 7 F Sk f il m ¥ Bg- .
H2 UGCH # 2258 %"—g\_‘%aﬁg;:}pa o A
H3 | FFAZM3EE) 7Bk B PE i - e
H4e | B3 - REEFF Mk E e 8- -
Hs | B3 - RESE] FF Smnk B 8L L - + =

LA & TR T b T L B 4L 45
LARRUET FF AL R 5 HFLE 0 7

w«

2 ﬁ;}gﬁg«.& ]451%—& AR ARG

27 EEBANRE SR A - R 2 AR EF AR o HILFSRA T 0 #2130/ 2 41-50%
IR PEFEOTEL20K(F)U T DL P F TR LS L o HHE- RS T EE21N304K R 2K AP ROT E &
S0( )4t he v 3R L 5 Lo o $E LIS 5 > E #2130/ 2 4150k X 37 F AP fOT E 20/ (7 )T eh
EPpEEHE LA 6

3 RRTARENRE Y P A - REZ PRI HFAR - HRFERAE S B2 FRTERFER
EEAA LT TRFLL M N REELRLRA T L A(F)N L DR F RO R P F s
*4:—:‘!—1:[% b i % R

47 HAET TEENRE ST HEFLE HRPERA T A RBAE T TEFEFEES A 4p 0 T
ARFALR -

L2 § F Wi sl Lo B3R L AEHL

L_w‘}ﬁféo\“}‘—’rr‘ oo CEHHEALRL N PRI T KR AR 1A ARG aFHFL 0B
PR AT R B A B Aot A (2020)2 77 ) AR o
M 33 H2

o o
TR LB LA LR TR EREY L AR 5ER 1A FR T FHF 2L B

5.1.3UGC1 = 3258 ap" ’f{f
’&_ﬂﬁf?ﬁ}%%“%ﬂjﬁ,"’l T ¥



B AT R 2 R F ot D#(2020)2 47§ BdhAR

5.1.4UGCHS & i § ¥ &M ink B8 MR HS
haEatid @ BEE LR LR B PLE R L 2
SRR AR 8 L B 4o 2 (2016) -

it
KES
[0
1
pah)
ok
=3
b
F_L
=
&
=
(\x
=
9
RS
=g

515y 22 |
B2 AL AR LR A 8 e AR S Y AR B R T ARANE TR
BGFL# 0 2020)0 2 AP FHEHNEELMLPE- p AL 2 BEAHLBNE S (B 2020) E o KA AR

A

“ﬂ

d
w‘<

PEMELLROR 2 TR LRy FALPF AR A R FID v g F R B0 G F 58
:%&%%#&%ﬁipi’#&’ipzﬁﬁﬁ%*ﬁéiﬁ?%éﬂ—ﬁﬁ{@?ﬁE@%ka;;5,
LI S N -
BEAFLRERTY W T p ks #
pA- RS ERIETG FEROEFMG SRRFL e B PLRIR TURESR AT FAL P
A RMEE PR LG P [k o

&

BB Ao REL R

X
Ja
)

Wik o TR A 4 R B
2,

R

5.16F LF A5

HER B AFEHEIT I L A A SR A E PN LI APAEIT RS NES > P FH LR
Fz;ﬁr*é’*ﬂ%:&ﬁﬁi\ﬁ,ﬂ ﬂﬁ i S LEM G RYT ﬂ)ﬁiﬁ,g, B WA S 2 H R PR L eniRg o
AFLSERTH R HALNFE P A - REBESPRFVFERLE - Fl > £ 2 7 X2 &2 UGCH w2

wﬂ:—\Qﬁﬁﬁﬁﬁﬁ&mméi*’%Qﬁ%mmméi*%ﬁﬁﬁwﬁiWﬁwﬁﬁﬁﬁéﬁ’VQW&
P AEN SN TS R BEAFNEFEUGCAE L R 2 ha bl > RUGCA 2 160 fiisd @Wp
AL Y o:~%ﬁ¢@f¢%ﬁﬁﬁp?aa@ﬁﬁﬁﬁﬁ%%xae@amwﬁgziw%ﬁ’
w%:5@+§@\§ﬁﬁiﬁﬁw% FEE FAFEERYRTFEAUN F oML BUT I B NI TR
TEOHAHER WAL E R o=~ EFREPFEF P LW R F S WRTASAL A L F R R
R & -Sas SUECIAN SRS o8 ?*ﬁﬁé?ﬁ’#$%¥wt%§i? PR R e T
Rk kg o @ ¥ A R RET - s g
é%{éﬁu#é*i%ﬁ*w’ﬁgai Eéﬁﬁ€*&’ﬁéﬁiiéﬁﬁa*@@%¥@ﬁ°??@$ﬁ
3Gk SRS § K
AR - T USERSMS AR S PRSP RE L SR PTREIFF ORI T K
*

mk— ‘I\H'
8
kil
=
PxN
I
B

N
=l
&
3.?
‘),?;
S

CACE PR AN BRAER 2 PO £ T RGI2 R R A - REF AP FF o Ea R
{
FEASIE PRIEP LG - REDAREF DT R P EHER IR AR R 2 - R LD
FrE PSR EMAE SR TEBET RN PR SR SREA R IR R P LB RSN
B 4o - R Fla  boink 5 o
5.2F7 3 4
BAETEER RN AR PRELEDATZZEE B U AN F

FIb o AR T 2 PR e

=4
4
AN
|
N
PN
&)
=
A
°

5217 F X Rl i BitiviR A

BERIEEER SR A g R R AR AR PR YR BRI R A G AFRTNLE kg
R BT IR L > AR ALY A T R PR

5.2.28% 4 AT3F ek 3+

Flo AFEHEEZRARY 5 FTRMEF o 0T B VAR RO E R RLF

522



S SEFHAEAFRS LML § & 5 BRI EL -
¥

AT ATHEEERE AL EREL R AT RS BN P A R B SR ke
*ﬁb,ﬂ\k’ﬂ'z*ﬁl%{?ﬂh‘:‘ﬁ’ Hlbfﬁﬂg'l?,_ s T .

5.3 I’;ﬁﬁg‘p—iﬁg;i‘

AT W R ﬂ}?‘_il’\ PP A - REHEIBIFZ B Ra AR MATS R 37 7 B FFE IR
D e L

A ATRAEE FE P4 ERFE TR AT AN G Ll A R R A B e

34

SR K B K A 2130k 1A SIA Y > T EREE DB L FP o A kRt § T 0 E R A E T

St

i %ﬁ]j\@f‘ﬂ%ﬁé SRR BRI .
5.3.2 4t » H i che 4 Sk
ARG RN T LY A Rl RS F o 'ﬁ?y}_ﬁé’* PR E L E o a8 B Aok
43 % (Byrne & Griffitt 1973)% -

6.].\-J < %"g/”\

T F(008)c g EFT AR R) e S IEFE A
3

Lk (2005) ik L L EIRIBET MM ERLAR LA B LB LB 6 B 4R
gm%kggﬁ%?fﬁﬂs?ﬂp”%EM»v .

FAas =~ (2009) - A b N BB R ¥ —ﬁﬁ TR ~ 52 LB 2 AFHRF 2 A Wf—ﬁ(/r—k%‘fi_’}_?
BFELTRIRY o

HiEA > (2010) Bz A FFEMTERDE T RBELRALLHARLFL M2 S HFE ST E
B o

B (2013) 0 f A - RESFHET R SMRFHEWL BRI IS RFE L6 T F Y
P AL ARG

MizA (2015) » p - Kb SRRk R R LAHE AT T Lo B g g
B o

2
S

i

¥

Wik ® (2015) CHF TR R A - RS FRRE S SRAEHFRE SR A ER L B USBLE b o I 4
S FRE AL ARG

T (2015) c F G ARE S REVE SR E S SR REFELEIRAL RS0 MR SR8
Mg e it i Bk o

B (2016) K AR S E L SRR o B AR A S E R
ERL G RE A

ir 2 $(2017) > B A G JRARE T AR R AL SR AN G2 R IRLH LR ) W2
FopPHAFEHERE R AL EIIRNGY
rop (2019) 0 % R L EA SR AP BEEHAM? R AAfK S SEFR TS -

F% (2019) SWAMaRT F2 AP FHIFAMAIRPLFL WL LA FEF FRF L A

I (2019) §HEEHSWY - SWLE 2L BRHEBLTE P
CEERE

*P"}
-kg.\
fﬂku
)
(\x
bl
kg
A
W
A=
W%
"
é_
N

s SR IR C A

\\
"\3
o+
C
99)
>
e
ELc
I
k)
e

523



FEaiit (2019) 0 p A - REHTEMAPRLIEE N ML Z CHER AASEE A AR AR L
R I R

HEgR(2020) 0 2 BN FHNE BT P AN BRAELROLS R FRpPRAELE
Bl o

iAE (2020) 0 EFALGF I RPIEEFR BTG L SRR FO L B B oY PR T B R
SRR L L e 2 o

RH35 (2020) » - RpE s R RLH R AN HAESBRLBP- Y ELREG F 50l KX A ¥F
WE AFHS o

A4 45(2011) » e T PLE) F F BT A KB P2 4F 3 — ot . Facebook  #7REHE o Bl 2 A

FIRPE KLk o

F & 47(2020) 0 BISPRAFEE A AEZ M G— A ST RAH L 56 o M E A PR A F LY F 6
EMBA & sl #h< o

B2l 2F(2009) > Focpag F R ELTTE 0L EE FL M 5 4 BRI GART
Fé¢E¢ £a TRV ﬂ*?*#ﬂﬁ@‘%%ﬁ&n

1§07 (2020) » ETRERE S M) %~ SMRE R LR HE LR FL - UBA < B gk
FE L A FTARSE ALK

& E(2020) 0 R )G MR A SRR R B EHE LT R el bl e K3
FPHRAFAEEF P LTRLIA LS ©
gggr(zoj_o) THF A% REAFEIBRTTELES WA A F LR ER LS

B2 (2019) ) FHP-E A EES R P PR NTFE o WY LA F FER B R
1AL FAT L% o
6.2% < IR o
Ashforth. & Fred Mael. (1989). Social Identity Theory and the Organization. Academy of management Review, 14(1), 20-39.
Aaker, D. A., & Keller, K. L. (1990). Consumer Evaluations of Brand Extensions. Journal of Marketing, 54(1), 24-41.

Aaker, D. A. (1996). Measuring brand equity across products and markets. California Management Review, 38(3), 102-
120.

Aaker, D. A. (1996). Resisting temptations to change a brand position execution: The power of consistency over time.
Journal of Brand Management, 3, 251-256.

Aaker, D. A. (1999). The lure of Global Branding. Harvard business review.

Achrol, R. S., & Kotler, Ph. (1999). Marketing in the Network Economy. Journal of Brand Management. Journal of
Marketing, 63(4), 146-163.

Algesheimer, R., Dholakia, U. R., & Herrmann, A. (2005). The Social. Influence of Brand Community: Evidence from
European Car Clubs. Journal of Marketing, 63(3),19-34.

Anderson, C., & Wolff, M. (2010). The Web Is Dead. Long Live the Internet. Wired Magazine.

Burns. (1979)

Belk, R. W. (1988). Possessions and the Extended Self. Journal of Consumer. Research, 15(2), 139-168.

524



Bitner, M. J. & Hubbert, A. R. (1994), "Encounter Satisfaction versus Overall Satisfaction versus Quality: The Customer's
Voice," in Service Quality: New Directions in Theory and Practice, Roland T. Rust and Richard L. Oliver, eds., SAGE
Publications, 72-94.

Bolton, R. N. (1998). A Dynamic Model of the Duration of the Customer's Relationship with a Continuous Service
Provider: The Role of Satisfaction. Journal of Marketing Science, 17(1), 45-65.

Bergami, M., & Bagozzi, R. P. ( 2000). Self-categorization, affective commitment and group self-esteem as distinct aspects
of social identity in the organization. British Journal of Social Psychology, 39(4), 555-577.

Blackwell, R. D., Miniard, P. W., & Engel, J. F. (2001). Consumer Behavior. (9th ed.). Orlando: Harcourt Inc.

Bruyn, D. A, Lilien, G. L. (2008). A multi-stage model of word-of-mouth. influence through viral marketing. International
Journal of Research in Marketing, 25(3), 151-163.

Bruhn, M., Schoenmueller, V., & Schifer, D. B. (2012). Are social media. replacing traditional media in terms of brand
equity creation? Journal of Management Research Review, 35(9), 770-790.

Comds, A. W., & Snygg, D. (1959). Individual behavior: A perceptual. approach to behavior, Rev. ed. American
Psychological Assocciation.

Cardozo, R. N. (1965). An Experimental Study of Customer Effort, Expectation, and Satisfaction, 2(3), 244-249.

Cronin, J. J., & Taylor, J. S. A. (1992). Measuring Service Quality: A Reexamination and Extension. Journal of Marketing,
56(3), 55-68.

Citron, M., Solomon, P., & Draine, J. (1999). Self-Help Groups for Families of Persons with Mental Iliness: Perceived
Benefits of Helpfulness. Community Mental Health Journal, 35, 15-30.

Cho, S. (2001). Influence of Consumer Age and Clothing Type of the Salesperson on Consumer Satisfaction with the
Salesperson's Performance. VIRGINIA TECH.

Cast, A. D., & Burke, B. J. (2002). A Theory of Self-Esteem. Pages 1041-1068. Social Forces, 80(3), 1041-1068.

Collier, J. E., & Bienstock, C. C. (2006). Measuring Service Quality in E-Retailing. Journal of Service Marketing, 8(3),
260-275.

Cheuvalier, J. A., & Mayzlin, D. (2006). The Effect of Word of Mouth on Sales: Online Book Reviews. Journal of
Marketing Research, 43(3), 345-354.

Chen, Y., & Xie, J. (2008). Online Consumer Review: Word-of-Mouth as a. New Element of Marketing Communication
Mix. Management Science, 54(3), iv-626.

Christodoulides, G., Jevons, C., & Bonhomme, J. (2012). Memo to Marketers: Quantitative Evidence for Change: How
User-Generated Content Really Affects Brands. Journal of Advertising Research, 52(1), 53-64.

Cham, T. H., Lim, Y. M., Aik, N. C., & Tay, A. G. M. (2016). Antecedents of hospital brand image and the relationships
with medical tourists’ behavioral intention. International Journal of Pharmaceutical and Healthcare Marketing, 10(4),
412-431.

Chong, A. Y. L., Li, B., Ngai, E. W. T., Ch’ng, E., & Lee, F. (2016). Predicting online product sales via online reviews,
sentiments, and promotion strategies: A big data architecture and neural network approach. International Journal of
Operations & Production Management, 36(4), 358-383.

Dodds, W. B., Monroe, K. B., & Grewal. D. (1991). Effects of Price, Brand, and Store Information on Buyers’ Product
Evaluations. Journal of Marketing Research, 28(3), 307-319.

Dusek, K. (1996). Diffusion control in the kinetics of cross-linking. Polymer. Gels and Network-Polymers, 4(5-6), 383-
404.

Donavan, D. T., Janda, S., & Suh, J. (2006). Environmental influences in corporate brand identification and outcomes.
Journal of Brand Management, 14, 125-136.

Daugherty, T., Eastin, M. S., & Bright, L. (2008). Exploring Consumer. Motivations for Creating User-Generated Content.
Journal of Interactive Advertising, 8(2), 16-25.

Dijck, V. J. (2009). Users like you? Theorizing agency in user-generated content. Journal of Media, Culture & Society,
31(1), 41-58.

Dimitriadisand, S., & Papista, E. (2010). Integrating relationship quality and. consumer-brand identification in building
brand relationships: proposition of a conceptual model. The Marketing Review, 10(4), 385-401.

Dou, X., Walden, J. a., Lee, S., & Lee, J. Y. (2012). Does source matter? Examining source effects in online product
reviews. Computers in Human Behavior, 28(5), 1555-1563.

Ellemers, N., Kortekaas, P & Ouwerkerk, J. W. (1999). Self-categorisation, commitment to the group and group self-
esteem as related but distinct aspects of social identity. European Journal of Social Psychology, 29(2-3), 371-389.

525



Francken, D. A. (1983). Postpurchase consumer evaluations, complaint actions and repurchase behavior. Journal of
Economic Psychology, 4(3), 273-290.

Francken, L. (1993). Laboratory simulation and modelling of overlay systems. The National of Academies of Science
Engineering medicine, 75-99.

Grubb, E. L., & Grathwohl, H. L. (1967). Consumer Self-Concept, Symbolism. and Market Behavior: A Theoretical
Approach. Journal of Consumer Marketing, 31(4), 22-27.

Gefen, D., & Straub, D. W. (2004). Consumer trust in B2C e-Commerce and the importance of social presence:
experiments in e-Products and e-Services. Omega, 32(6), 407-424.

Guille, C., & Gross, G. (2009). A conceptual framework for the vehicle-to-grid. (V2G) implementation. Engery Policy,
37(11), 4379-4390.

Gounaris, S., Dimitriadis, S., & Stathakopoulos, V. (2010). An examination of. the effects of service quality and
satisfaction on customers' behavioral intentions in e-shopping. Journal of Service Marketing, 24(2), 142-156.

Gabisch, J. A., & Gwebu, K. L. (2011). Impact of virtual brand experience on. purchase intentions: The role of
multichannel congruence. Journal of Eletronic Commerce Research, 12(4).

Goh, K. Y., heng, C. S., & Lin, Z. (2013). Social Media Brand Community and Consumer Behavior: Quantifying the
Relative Impact of User- and Marketer-Generated Content. Information Systems Research, 24(1), 1-vi.

Gensler, S., Volckner, F., Thompkins, Y. L & Wiertz, C. (2013). Managing Brands in the Social Media Environment.
Journal of Interactive, 27(4), 242-256.

Holman, R. H., Young., & Rubicam. (1981). Apparel As Communication. Symbolic Consumer Behavior, SV- Symbolic
Consumer Behavior, 7-15.

Hellier, P. K., Geursen, G. M., Carr, R. R., & Rickard, J. A. (2003). Customer repurchase intention: A general structural
equation model. European journal of Marketing, 309-566.

Hughes, D. E., & Ahearne, M. (2010). Energizing the Reseller's Sales Force: The Power of Brand Identification. Journal of
Marketing, 74(4), 81-96.

Hinz, O., Skiera, B., Barrot, C., & Becker, J. U. (2011). Social Contagion — An Empirical Comparison of Seeding
Strategies for Viral Marketing. Journal of Marketing.

Hayes, A. F., & Scharkow, M. (2013). The Relative Trustworthiness of. Inferential Tests of the Indirect Effect in Statistical
Mediation Analysis: Does Method Really Matter? Journal of psychological Science, 24(10), 1918-1927.

Hua, Y., Chen, J., & Wang, Y. (2014). Study on Driving Forces of UGC Adoption Behavior in Service Industry: A
Platform Feature Based Model. Digital Services and Information Intelligence, 445, 123-131.

Jersild, A. (1957). The Phychology of Adolescence. JSTOR, 4(1), 58-60.

Jones, Th. O., & Sasser, W. E.(1995). Why Satisfied Customers Defect. Harvard Business Review.

Jones, M. A., & Suh, J. (2000). Transaction-specific satisfaction and overall satisfaction: an empirical analysis. Journal of
Service Marketing, 14(2), 1-8.

Jin, S. A. A. (2012). The potential of social media for luxury brand management. Marketing Intelligence & Planning, 30(7),
687-699.

Kacser, H., & Burns, J. A. (1979). Molecular Democracy: Who Shares the. Controls? Biochemical Society Transactions,
7(5), 1149-1160.

Kotler, P. (1994), Marketing Management Analysis, Planning Implementation and Control, Prentice-Hall, New Delhi.

Kim, C. K., Han, D., & Park, B. S. (2001). The effect of brand personality and brand identification on brand loyalty:
Applying the theory of social identification. Japanese Psychological Research, 43(4), 195-206.

526



Keller, K. L. (2003). Brand Synthesis: The Multidimensionality of Brand Knowledge. Journal of Customer Research, 29(4),
595-600.

Kennedy, K. N. K., Goolshy, J. R., & Eric, E. J. (2003). Implementing a Customer Orientation: Extension of Theory and
Application. Journal of marketing, 67(4), 67-81.

Krishnamurthy, S., & Dou, W. (2008). Note from Special Issue Editors Advertising with User-Generated Content: A
Framework and Research Agenda. Journal of Interactive Advertising, 8(2), 1-4.

Kuenzel, S., & Halliday, S. V. (2010). The chain of effects from reputation and brand personality congruence to brand
loyalty: The role of brand identification. Journal of Targeting. Measurement and Analysis for Marketing, 18, 167-176.

Kim, A, J., & Ko, E. (2012). Do social media marketing activities enhance customer equity? An empirical study of luxury
fashion brand. Journal of Business Research, 65(10), 1480-1486.

Kaosiri, Y. N., Fiol, L. J. C., Tena, M. A. M., Atola, R. M. R., & Garcia, J. S. (2017). User-Generated Content Sources in
Social Media: A New Approach to Explore Tourist Satisfaction. Journal of Travel Research, 58(2), 253-265.

Kim, A. J., & Johnson, K. K. P. (2016). Power of consumers using social media: Examining the influences of brand-related
user-generated content on Facebook. Computers in Human Behavior, 58, 98-108.

Landon, E. L., & J (1974). Self Concept, Ideal Self Concept, and Consumer Purchase Intentions. Journal of Consumer
Research, 1(2), 44-51.

Lastovica, J. L. & Gardner, D. M. (1979). "Components of involvement, in. attitude research plays for high stakes". Journal
of Marketing Research, 27(7), 53-73.

Lastovica, J. L., & Gardner, D. M. (1979). "Components of involvement, in. attitude research plays for high stakes",
Journal of Marketing Research, 27(7), 53-73.

Levy, M., Webster, J., & Kerin, R. A. (1983). Formulating Push Marketing Strategies: A Method and Application. Journal
of Marketing, 47(1), 25-34.

Livingstone, S. (2004). The Challenge of Changing Audiences: Or, What is the Audience Researcher to Do in the Age of
the Internet? European Journal of Communication, 1991), 75-86.

Lee, J., Park, D. H., & Han, I. (2008). The effect of negative online consumer reviews on product attitude: An information
processing view. Electronic Commerce Research and Applications, 7(3), 341-352.

Lacey, R., & Morgan, R. M. (2009). Customer advocacy and the impact of B2B loyalty programs. Journal of Business &
Industrial Marketing, 24(1), 3(13).

Lépez-Lopez, I. & Parra, J. F. (2016). Is a most helpful eWOM review really. helpful? The impact of conflicting aggregate
valence and consumer’s goals on product attitude, 26(4), 827-844.

Magi, A. W. (2003). Share of wallet in retailing: the effects of customer satisfaction, loyalty cards and shopper
characteristics. Journal of Retailing, 79(2), 97-106.

Malér, L. (2011). Emotional brand attachment and brand personality: The relative importance of the actual and ideal self.
Journal of Marketing, 75(4), 35-52.

Malér, L., Krohmer, H., Hoyer W. D., & Nyffenegger, B. (2011). Emotional Brand Attachment and Brand Personality: The
Relative Importance of the Actual and the Ideal Self. Journal of Marketing, 75(4), 35-52.

Murphy., & Kerri. (2014). The influence of content generation on brand attitude and purchase intention within visual social
media. Dublin Business School.

Morra, M. C., Gelosa, V., Ceruti, F., & Mazzucchelli. A. (2018). Original or counterfeit luxury fashion brands? The effect
of social media on purchase intention. The new marketing in fashion e-commerce. Journal of global Fashion Marketing,
9(1), 24-39.

527



Nadeem, W., Andreini, D., Salo, J., & Laukkanen, T. (2015). Engaging consumers online through websites and social
media: A gender study of Italian Generation Y clothing consumers. International Journal of Information, 35(4), 432-
442,

Narangajavana, Y., Fiol, L. J. C., Tena, M. A. M., Artola, R. M. R., & Garcia, J. S. (2017). The influence of social media in
creating expectations. An empirical study for a tourist destination. Annals of Tourism Research, 65, 60-70.

Oliver, R. L. (1999). Whence Consumer Loyalty? Journal of Marketing, 63(4), 33-44

Park, J. W. & Kim, K. H. (2001). “Role of Consumer Relationships with A Brand in Brand Extensions: Some Exploratory
Findings”. Advances in Consumer Research, 28(1), 179-185.

Pan, Y & Zhang, J. Q. (2011). Born Unequal: A Study of the Helpfulness of User-Generated Product Reviews. Journal of
Retailing, 87(4), 598-612.

Ross, R. (1971). Self-concept and Brand-Preference. Journal of Cell Biology, 50(1), 172-186.

Robertson, T. S. (1976). Low-commitment consumer behavior. Journal of. Advertising Research, 16(2),19-24.

Rock and Levy(1983). Transient Behavior of a Rock-Bed Thermal Storage System Subjected to Variable Inlet Air
Temperatures: Analysis and Experimentation. Journal of Solar Energy Engineering. 200-206.

Reichheld (1993) . Loyalty-based management. Harvard Business Review, 71(2). 64-73.

Rio, A. B. D., Vazquez, R & Iglesias, V. (2001). The effects of brand. associations on consumer response. Journal of
Consumer Marketing, 18(5), 410-425.

Russell, C. A. (2002). Investigating the Effectiveness of Product Placements in Television Shows: The Role of Modality
and Plot Connection Congruence on Brand Memory and Attitude. Journal of Consumer Research, 29(3), 306-318.

Tsiros, M., Mittal, V., & Ross, T. W., Notes, J. A.  (2004). The Role of. Attributions in Customer Satisfaction: A
Reexamination. Journal of Consumer Research, 31(2), 476-483.

Todd, D. D., Brand D, C., & Mickey, Z. (2005). The Influence of Personality. Traits on Sports Fan Identification. Sport
Marketing Quarterly, 14(1), 31-42.

Tuskej, U., Golob, U., & Podnar, K. (2013). The role of consumer—brand identification in building brand relationships.
Journal of business research, 66(1), 53-59.

Schenk, C. T., & Holman, R. H. (1980). A Sociological Approach to Brand. Choice: the Concept of Situational Self Image.
Advances in Consumer Research Volume, 7, 610-614.

Sirgy, M. J. (1982). Self-Concept in Consumer Behavior: A Critical Review. Journal of Consumer Research, 9(3), 287-300.

Schwarzer, R. (1984). The Self in Anxiety, Stress and Depression: An. Introduction. Advances in psychology, 21, 1-16.

Sirgy, M. J. (1985). Using self-congruity and ideal congruity to predict purchase motivation. Journal of Business Research,
13(3), 195-206.

Sirgy, M. J. (1986). Self-congruity: Toward a theory of personality and cybernetics. American Psychological Association.

Sirgy, M. J., Johar, J. S., Samli, A. C., & Claiborne, C. B. (1991). Self-congruity versus functional congruity: Predictors of
consumer behavior. Journal of the Acedemy of Marketing Science, 19363-375.

Sirgy, M. J., Grewal, D., F. mangleburg, T., Park, J. O., Chon, K. S., Claiborne, C. B., Johar, J. S., & Berkman, H. (1997).
Assessing the predictive validity of two methods of measuring self-image congruence. Journal of the Academy of
Marketing Science, 25.

Sirgy, M. J., Grewal, D., & Mangleburg, T. (2000). Retail Environment, Self-Congruity, and Retail Patronage: An
Integrative Model and a Research Agenda. Journal of business Research, 49(2), 127-138.

Sirgy, M. J., & Su, C. (2000). Destination Image, Self-Congruity, and Travel. Behavior: Toward an Integrative Model.
Journal of Travel Research, 38(4), 340-352.

528



Sirgy, M. J. (2008). Effect of self-congruity with sponsorship on brand loyalty. Journal of Business Research, 61(10),
1091-1097.

Sauer, N. S., Ratneshwar, S., & Sen, S. (2012). Drivers of consumer—brand identification. International Journal of research

in Marketing, 29(4), 406-418.

Gretzel, U. Sigala, M., & Christou, E. (2012). Social media change the name of the game in the tourism and hospitality
industries. Faculty of Business.

Schivinski, B. & Dabrowski, D. (2013). The impact of brand communication on brand equity dimensions and brand
purchase intention through Facebook. Accelerating the world’s research, 4.

Yoo, K. & Gretzel, U. (2009). The inflfluence of virtual representatives on recommender system evaluation. Research
Online, 1-10.

Zeng, B. & Gerritsen, R. (2014). What do we know about social media in tourism? A review. Tourism Management
perspectives, 10, 27-36.
6.3 55 F L

WeAreSocial & Hootsuite (2021) - 2021#& > 3 g2 fp

529



	31.使用者產生內容及自我一致性對於-再購意願的影響-品牌認同的角色(修)

