FAW14&59 > =L - X% -4 3064

BRI EREFER TikTok EEZRE
A

HRR - AR - WRE - ETE

(ks HEA - 1134203 H 06 H 5 55—KEIE : 1134206 H 14 [ &
P2 TS 113407 H 15 H)

&
;

mE

WEE LR RE YR e - AP e BB (BT R RIS - AU AR
PRaT TikTok 21 WA S EEAIEERFE - BB « BRURHT - LOaess - RIS R
TikTok T [E 2 HHIRA % - HTFTESREL TikTok 25 -FaEME RPI > AR L ERMEEHE
% FEEE 303 (AR - FIH] SPSS Statistics 23 Kz SmartPLS 4 &5t 77 A T45 T A2
I3t o WEFTAE R TikTok 527 NALLE 2 A6 S S MEELE R Ly AR HE M 2 AR (4
WARE > {2 TikTok 2/ W& mE 2 HHe S MBI AT Lo e B A B IR A%
& - TiKTok 27 N MAIEEREFTEZ BN E T R B RUKIT A S LR 8 - s
IERIEE TikTok FrEEHER - tboh - BIEERTE 2/ TR E B AL O AR S S8
ERE HERZT > HEEFREMHEEE R OERIARE LS > EmEE LR
FIFE(EE R ILRAY TikTok FrEEERIEE - ff% - AWTFTidREE REE H A bAIER =40
el PRy U e - DU TikTok s R BIfEE(E /2% -

MAEPE Y L

= 2 nf

HEHERSHET SR (EHE A BRI D BT 24T AN
Al R EERS - (ESR & DR ERGEES - 2016 PR EREHEH © 2017 4
AN TikTok BRERERE £ 4EK 150 Z{EEI S fIitlE (Werner, 2023) » Fig2 &Y
R ETEE FI 8y 88 - TR LITE A SRS E A TR IAEEes L1
EHELTHIE Sy =0y —FERTRUAE - Weimann and Masri (2020) $5H TikTok ©L5k
Ryt S bR AV B AS - 5 2 — > H 2021 4F TikTok #af R eik T
BPFSE KB P& (Sensor Tower, 2021) - #IE—Fs » fRIE 2022 4
Apptopia 557 EAY App FH4 0 TikTok FH 8k Instagram ~ Facebook » % fy

YRR EPRA > WCRBRENEHB LR | AR > BOIT R ARAEEHELH
1% B - BRI PORRERSRE R AW LR GEEE) © £ PRESULREEE
BefTHHRE L2 SRR RE A -
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HELSNEARER - TFEREEERE (TR RIREAIA 1
BHERS P G KKIEBG N » TikTok i EWRILA TIEEMEK R - 2022 4
TikTok & 2 #a R 2BON N R 2 RIERTEZL (Sensor Tower, 2022) - [
Z APP NEE LR MRS B /KRR E BRSNS - %6 B 2R 2R Ry
—(EFEH ARV EAE L H - RSB P A — (@B EA SRS
(Tucker et al., 2018) -

10 Most Downloaded Apps in 2022

Worldwide

B TikTok 6 o Telegram

2 r@ Instagram 7 @ Subway Surfers
5 =) WhatsApp 5 n Facebook

a =< CapCut 5 :ﬁ Stumble Guys
5 8 Snapchat 10 Spotify

« 5 Opptopia

Bl- 2022 # APP ™ §'# {745 (B % %k : Apptopia)

545 Datareportal (2021) $B#UR » GIEIEHEHEAEF S MY F% TikTok
Fik 21.3% - (£ Datareportal (2023) sH&E&ET - GEEIH RS SR
Hii F 4457 B By LINE (90.7%) ~ Facebook (85.3%) ~ Instagram (65.3%) ~ Messenger
(60.3%) ~ TikTok (36%) » {C#IEEH] > TiKTok /£ 2 FNKE T 14.7% - iHBEE
B ER L (2023) HYEHESEE - GBI TikTok &9/ 520 # A - A
R E RS (18~29 5%) KP4 (40~49 ) » Myers et al.
(2022) fRHEEE1THH A B A LAE TikTok P& F B H i AHRA Y 52 25 - |
DIk B E SRR N MR A NS NN E & S BRI
[ E - Tsen and Cheng (2021) THSE S FECOHE R STL M 27 - 12
RWEESIDEAEAB SN mETET) - 18 TiKTok FyREELL 45 FHyRB iR
% > Bl DIEH M B R e HEE S  REESITARER - TikTok
52 R NBREAEEE RO ayRase R S EmE - 400 - IBUb - B8 B2
G EHE S MR ELHY N - Oana-Fratila and Catdlina (2021) #25FE AR R
TikTok NMEZREEZER] » B2 —THERER S5 » TikTok FIF{E2E
PRI REIETER R F ~ FT 280 HE AR SFHO AV AEEERY - TikTok 525 AlgeH
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B EABIRIER GG RER 25 LB (Udenze and Uzochukwu,
2021) ¢

AR BEE MR EET R R R ERREE R HEEE ST
FUERE  EENVERBE S Z W2 T ARSI RS HU R o« A TikTok 7Y
e 2 E BRI EN 2K > Youtube ~ Facebook ~ Instagram 51 B4 AG & AH
et AR B IR BONRE » AEE 2R E TR BN © 2020 4F
2 2023 FEHITEIE IR TV TN - 2R TREI-FEPIRAE - R E RO
(R Ty AT Bt S T H > 3121258 TikTok ~SE& 2 B PRIEE &
E » HETIG A fn B AR IR S BAgH & & (Michael et al., 2020) - 7
SRS - B AT TikTok 5525 -F e R 2 BCDHH RS - AlfEEA
ol AR B RS ((EH BB EAE & 20 (R AR Bks /7
TESFE LR 4R TIKTok S5 » R > AWFEHELL TIKTok {E R IH5E 5
TikTok R Youtube & FysZ S A > HA i RHYAREITER 82 7 IFEZZ 52 TikTok
BHERR Ao +538 0 i YouTube RINZAR R R RIAVIRS] -
TikTok Hy{E s 7 & & T EhERR4S S EEUR - 1 YouTube AIE{EREEARTHY
5 R > 188 RRESE TR A Iboh » EEATE TiKTok B R NE
BOGAPRR] - 1 YouTube RIZ2AFERAMR] - fBLLY TEOSHEIABHANE -

PRI > ALK ZIE TiKTok 1EEFAAEHTSE - HimAG 2R NS EE T
FOMBTRRR 2 8 BT ARG AERE T - B A Lot e R By
SHEAIEIE > Tuncer (2021) FHZEE TRIBEUN AN EEE ERFZEENE
- AANEHAEENREEREL R > BEER nESASHEINE > |-
7 (2018) REFI A MBS iAE R A IVE LRI A 2 B0 — e Y
=\ 0 PRAER (2023) JREE AT 5 (6 R OO S B P e B (R (B A IR R S22
BLRFAMGH] - Csikszentmihalyi (1975) ftOifie— TR ERER - AMIES2
(e HY GBI B Ry BRI &) DR — TRy L ERARRS » (RS REIR
REH > GG 22 R B REVEL - (e i VIR g L L
B - BV S AT ARt R A BRI EENE - BAERERT TR
BN ENECIER - NI ERERE RS B R NE > BRI IS A,
(Seoetal., 2021) - [Nt > TikTok &2/ AT 2RV ENE @ BEURAMERS
e HL S e ] AR R FE P B R S [t o - R AR SRR > WIRE SR
BLIRAT)URAEE N ERT 2RV EE N -

ERfFE BB E SR ER - HEEd t ke B T IR 510
TG BURE [ HYR2 2 > Joseph (1982) FEHIAWS [IAVE A > Gos(bHIEHEH]
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% Gue e Ry B EERSE A B R HRVSNER 5177 (Patzer, 1983) - (fi#EAE 4
RIS [)#HEA EHAVEFH (Langlois etal., 2000) - B (AGKLITHAH TS,
BAZE NN ERR T DR 2 nEUR - S TR | SRS
BlUpom A E R BT RIS - EHERCR (Xian Gu, etal., 2024) - Suni
etal. (2023) fEHIETEAE TiKTok P55 [ 2 HIR &R s L HISFIRUE > =] L
M1 TiKTok P &HFAFENNIERGIE - i n]HBHIE S ahRH I 287 > 12
HE HHrEaR e N B B SRR B B MRS B2 B a
HHEEE RS B ENELEE  GEBETR NEEETEL
fi Ry B2 HGIRRERS B R e — DR BB ST /AR — - AT
DUE (SRS 5 — T H RS A & I [ B R RIS - B s B R A 4
PR - NI - AWTFeaERsT TikTok P EfE 1 WA GnE BRI E &R
FrERNEEE e 8 AL RRIT RARE L st
R TikTok AYEE -

| e e ) 9 T ey A = K ws DEa = A I C K N YK ) s v
Ry tEPEARS 1T Al Ry B RS T = - MBS THEIEEUR - TikTok #
% Instagram ~ Facebook |\ fy &k & iz =Y E FIFZESS > TikTok TE1ES [$H—HJE,
W R Z IR RI R 2 - SR Ry #2 8E TiKTok Bl
SRR ENEERNE < (HEHER NMEAN AN = = EE - &
o EAEAIE  HNEEMEERES 2  MARAEERRE - BHEA
HFIERGE RS > W HEEEERD U OREE o DUELL TikTok HHEFNT
5t T2 DU el B S A MR e S S FHEE A B RN R NAHE
B OHE R 28 Mg i i e iiainEE B A B E R E
B (% 1B AP 81T K I » I 20 & 2t i B i i s R A (P
1A L EEI 588 2% DL Facebook - Instagram ~ Netflix %32 & - #/ DT
TikTok HEPULVARSEREARIZ(S (EAE Ry 888 > (Rt » RyBRaT TikTok 252
WA E RIS R EHEE M R AEN O ieEs 2 522 M B BUR
BRI E(E DU ERIEE A 2 BB - AErBEER - DEREHE A
M TiKTok SEERFRHEMFREEKR - BEE2TRHR NEWE KAIE
HRFENEE BT REERATR A Wk PR MR R IR E A R E
Ay RNEEMEmES BRI REEARERR RS EAHEE T
AR > FFE R 2EH TIKTok L a Z BAFTRIEE & 1F » M0 E iR
HIERIS B EE & - RN B LR, - R N RIEREE (45
HURERS (BB A S | IE@EEER - (B REE A K E B4
i JJFHETENRGEEE) AT SRV EME ) GHEHENE S B SR VR ES
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wfkitel © T S ke FHANHT ERE (B2l S B B S S e LIRS > S5 e L
ENT P EvE

&l 3Rk

— ~ TikTok#t ¥R ES

"REE R T TikTok | /ZH " SREfBkE) | (ByteDance) FRHEHAYILEE App
WEHIERHIAERS " TiKTok | ZHEHE4E PRI DAY MIEZE T - TikTok it 2017 4
e BRI TRE EHERE S DUBMRE A E 5 B irREE
EATERE N —HBI ] 5 FK)E - Toffler (1980) & H2F| AfIEMNFA
{ERVREE RS EE  FERREEAE T e BN SR B HE BT
LE R FHREESE > ARG E e R - (R - R E TS [ ARY
JRREZAE ST (REEUR A DL TRAVEERE - TikTok AYREss = NA Al 7 Ry
Mo hlZ2FEeIF e - FAlEE S R GE— i _RlfF Gt mE#
T B Ryt R AR s B i TR R EIa e A - FESCF I R LR T e s
AJ LUF 58 P A PR (I S A A B A B B DRIy B R P RIRp AT e A » RERIE
TE RS S P R ARG HEUR - 2023 2 1 HAV4EETH#UT » TikTok £
B 533 EHF  BHEAFLLAME 50.2% » 205 49.8% » AN B
FVFIEH P IRAGFER TikTok HYHEES H 259H8T IRIFLEC R (SR80 E Y T Z0ME
EEE (Kemp, 2023) -

—-®hAREmE

DeLone and McLean (1992) Frg V&A% a3l BE AL E S
7| 6 F E 0 A2 > Sheer and Chen (2004) $5 1 B 8 e g 4 B EL A 25
SHEVEERE ) M5 2 IR GILCFNEE S S E - RIIEAHE 2%
PO E S DT T R S -

(—) REEEEN

#ac S =R (media richness theory) ZHENE S EMESATZEL - B
HEmTE HIN SRS T ERAVE A F HFrERE RN E E a2 B R
R RIFERE (Daft & Lengel, 1984) - [K|Iit » Ab22 LA Trevino, Daft, and Lengel
(1990) #2HHHIETHLAE S = A TUIE RS i Fy e AT
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LENEF[E]fE (feedback) : S T ILENEIA M AEIE - BIAIAIE&RESS
THMEE E TR EIE - REE A& B R Ay e -

25 E4E (multiple cues) : MRS TTATRRE T - BIARAIES -
SO R A S BN A LGS S8 - hashtag - E 1A SCT B
AT SRR LR -

3R HIEIL (variety of language) A viHE 2 AR e R HiElEl - Fhel
AR H I - DLCTRERCR /s 3 - S T A Bl (o 2
(R - BBYBURERAEA AN -

4.{E NAEREES (personal focus) © & TSR BN > sREEHE2E
BHE - PN E B AR AR R AE ISR - 5B BTG & IR RS -

FHIEE AT SRS S M R o] LB IR e B S A E R
FTHINTEEBT - T MEESS > e R @R 2R E ST - sEF
it H BBl FE RENE R > CBURIEIEAN TSN - ML T IRE R
H o
(Z2) #hEH

HrFatE (novelty) SEFE(ERSIRVEIEERT - ¥l SO ER B 242 > It HH
PERTZE R RRAE (Huang, 2003) - Agm{EfaEnn ~ AR es s > 2
NP8 R 2RI EIES: - BIE2## (Kotler, 2003) - Billy etal. (2019) f2F[H#r75
PEREMAREELER - MBS B EENRT SEE R « HIL - & TikTok 2
527 WA B B E B R B8R R0 30 Rl A B 5 | 5 248
EHEAFHR o Vaterlaus and Winter (2021) #1525 HEE AL By TiKTok Jiii /e
TR~ B~ FORSERMEFISEIETR K o Kuo et al. (2022) BT S FRAN5
FHER R A LS MR E DR B RS R R R NS
FHHN - RREBAHE R Mg 50 - MEneiisEY B EE H e g i
B > HiEngeEsnyeedE (Travis & Michel, 2022) -

= * TikTokBIfE &4 E

BENARERIMAS > EEEASRTERZESR - Allport (1961) 52 RARTHE
T (BB T MEREES - P [RERT— =N E L ERSIE - IE /2 AR E S R B RAY
Th REEREHFSE  tUEEBEAFEBER FATELEN 20T R
(Eysenck, 1970) - [REEAHTFE Rl ER B E F i DL R T & 2 S8
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(—) SMRIKESI7

HhEI 51T (physical attractiveness) /&5 HIE AV G EEE LR ERY
T2 & (Patzer, 1983) - Bower et al. (2001) Ei Martin et al. (1993) #4225 | 147
Ry KRR [ S IR S [ F BA SERE AR S0 MR S B A B+ i
REAMRIES [ TIRIEfa Ry ME S S+ 1Hi i - Bersheid and Walster (1974)
RHONRIES [T EREEA S h— E R E RS RS RiEd BA
SN T3 iR BT D AR - Burns (1987) JRaEE BA =G [JIHIS
TG NEA A EE SEN & RGBT R - (RIB AT - S8R
PE FEEEBEREE < h » R EINRE S IR R NER HWE » &
&R A[REAEERE 2 E - Wiesetal. (2023) 5 ssHRE S0 B & R
0> SR EHE > BN - SRS [T e NS 55 SR ~ o5 ®
FYENS: » H 25 [SREIREEER (REEE - 2022) - NI - KELT>
A E B SR I ECIRETE ~ ST B SR E =284 (Leung et al., 2022) -
(D) BEREH

Tabea et al. (2022) #3R APERAGRIEAREEN: - BIEAZERIRITT R
& FEUREEZBIE CEUEAHEEIRY A - McPherson et al. (2001) $+¥#f[E/&E AR
PEAERE TE 25 07 F B SRR AR DA A S 2R el > R a)asan > FE4Rs 5
{5 FH B e A A B LB ~ (EEE - B - R B - tstEpres
CYILEEE » NDAEESY o 5541 0 Lazarsfeld and Merton (1954) [ RE[E (& M
oy Ry WAL » — Fedthifir B B & EA ARSI AL T AR D > EFEAE
B~ WA~ BEIRE - BES O H  EENEEEE - TEEEEER B
FEFIBELESE L IRAS - 2 EAEEEHA AL - B2 REKREY
F A EBRE ARG SN s (A RIS ED R BRI REE
NEEE LG AR R e R E A L E = AR I RERE AR DR > 2
kR (5 -

M- EBEE%

HEM: (authenticity) fEARFERYSLZER AN ERE LR AI4EH
ROTHE TR (BATEEA > 2010) - —REBEEY - &F AR EYEER
(B EEYE R/ ENVEEREE > BVEEMnERRLEESSH
(Thrilling, 1972) ; H_ Ry HEME - REFF B ERBVER - tE5E
HEHEEOFELIPREYIEAS - EEHE ARG - B - fme - ZIRE]
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FELfERS (Cohen, 1988: Waitt, 2000) - [N FL A HL B M2 A —E VA
e E S AL HEATRCZ FIRE S R EEBUE K - Bailey et al. (2020) &% Att
PRIV R e BB AR B RS A TREE s -

PRFE(2023) g ss sl N B BLE MRS BAFRY A E) - n] DA HEERZ
FIEHENEp R siess > HoFEER M EEEN  WEhEESS

THIEEAVEHE © NI - AR P Ery S NS & HREIEE R
FEE RN R BEH TS EARFREGE HERERS &R
AREEARE T E -

h - 1BERCARE

Bowlby (1973)Friedt (kiR (attachment theory) J& ([ #517 i 1
—EER S AT AR R (5 - (BEHT (emotional attachment) J&Hy Thomson,
Maclinnis and Park (2005) {2 - f5¥THRFE Ay HARE A58 7R EEEs - AMHE
(R S B Bl B 3 2 [T 5 o T A 5 DA T 72 T RE 1 IR R (Barnes-Holmees,
2000)- BR#EF (2020) fEftEEFEWT TP FoR SRR T A EE A IR
B > EHEALAT R A FER I ARVRERY - gt AR E R BifE & EARE
B SRBAH AT - Ry G IBIRIHT ErllisE - Suni etal. (2023) B5E343R - TikTok
R HIRA RS NBERINE > LURE RIS R K - A BRI A&
{Er] AR S anhs B B E 1 TR i &a A - P2 mnigis s B A2
TN RZELF TikTok HYSFECHEZ HREFEEN (Haenlein et al., 2020) - &F &L
EAHBESCRR - AW BRI E = A B BRI LR P 5 Z IRV EREEREE - 1T
R P A T e s B SR S R T ] -

/\ N IV Ee miR

o dEs (flow experience) fx5F-FH Csikszentmihalyi (1975) 2 - B
JEFe My N BB — Tl e (RGBS S ERS B RN E TRg R EAE
ZEE| TSR B o LIRUR—TEERREAR - (8 R [FIHT L2 B RO B
HHRREINEPRER BRI T R 2L LR (Nakamura et al., 2009) - & {ERSERHE
BT H BRI & Rz 58 RS B SR S IR AT PREkE (1 & EE
JEHI (Moneta & Csikszentmihalyi, 1996) - 525 HUR T 5305 » REAEBGER 4R |
BIE TiKTok 73 =55 /1 (I EFEAG IERE R - 25852 R BB e = a8 2
SRRt T EEAYJTE (Kunter & Voss, 2013) © 57 % EREbTITEaH 1
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& FBEE R BIESS » B S A R E EATRE (Marchionini, 2003) -
HEFNEWREIEE (Clifton & Mann, 2011) PL K gE 5 A 80 (75 5
(Kay, 2012) - (i /& — 18 50 2 B 0¥ 802 B BRI U B 1Y 5 (48 B i &
(Csikszentmihalyi, 1991 : Ghani & Deshpande, 1994) - /i & —FEIE4E RS
B ER A TEENFTE A BV OBEARAS MG REAE H R EIS RIUER ~ 52 8% R
e R, (Hausman & Siekpe, 2009) - [t4) - [ HEIE L EHERGHY Lo AR B e 1E
RS2 ELAEME (Shin & Kim, 2008) - Zhao and Khan (2022) $g%I|E4- (s FH o
R EBEEEEA LR BEREZ LENREEHEE - B
(2023) TRfRHE R E BN LRSS R EE A R R
Rt > AHFTRE O iRan AT s — -

+ - MBEE

TELE ) RREAE AR O - ARG P E R A M
NAIE A B B AR G E /Y L IEIRRE § (Rousseau et al., 1998) < Morgan
and Hunt (1994) TiR({EFE—TESE A0 NEREEEE 7 REL - nT5FENT
Fy o IR RGO N REE I - (SR HEE S HNIRIEEE /) (Leung et
al., 2022) - {SEFM AL ST - EHEE B A F ESEE E R it
A NS - B AR EEL TIEREEHE (Packard et al., 2016) - Vaterlaus and
Winter (2021) 545 TikTok o DUEETIAR LR (% > BAAHA ~ R A EE
BN IR AR HE A\ PSR (% - Hossain etal. (2023) 5 H & {58 A HY BT B Sl
KEIREREE M AR TR gl AP EENERE BEEIAE
B R ARG NI - Duong and Tran (2024) 585 TikTok B AHYE AR
REEENEERZE > EENNAGE L SRR —E0E ey s A
B2 HENER R EEREZE JFEMERTE - Doney and Cannon (1997)
R EE SRS B AAUER 1] EEBUHE AR 2 RS2 - F5#5 Lewis and Weigert
(1985) HUBHE{T57 Mot - H—RalAIAUS(E (cognitive trust) JZFEHAME A%
fir JTEHYRE SIS AR IR iR > AE (ST RE A IR - A R EEEEE
(affective trust) 5858 (ERSTERA (G P H A RUFTEAAVELS - Rt 2AH (S8
TR A G EEOH - B0t > (Er RS PR M AR TR A A T 35
RERES A EIEE KRy I RS REE T -
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N\ FEERAEE

FrERE R Rt 5Ty 0 EEER - Boulding et al. (1993) [T /& B E # My
CIHR LS - DI ERR &8N E B IMRT HhEE - Wi e & & E AR
EE R S EE T HECGE AMAMERE - 7R (At it T A - 48
A - FTEEHER] - g - RL - S (Whiting & Williams, 2013) - TikTok 2%
HEHERS T B B8 2 N EFE AN E S AR - NI L B AS 7 2 S
FEFENENANEIEE EZF (Bhavya et al.,, 2023) - Zeithaml, Berry and
Parasuraman (1996) F/RFHETT REE R HEEEHARNITR  GiEE0gH
RAEFHEEE - W ZREEE T A - Ashraf et al. (2020) FAFRHEEHE
SR T R BT 2R EARE AR T ATt e th AR » BRI 2 — TR bHY R
BB ARG R AR 1R R O BN L 4 o AT o B (E A B BT —
ERRE - BRGHAEIE 2 0 - TikTok KRR 5 BN ERRFRG
(BBE TR S BGE 2 ERT - Rl R B 2R B Y B (Oyakhilomen
& Maertens, 2020) - 554 » THFEEEE anhf S AL (E FH B HRHE M B EA
HEE (Tametal,, 2022) » E{EHEH AR SHEREE  WmEE » UK
5N A FIMERYRIAINE - e B A RV R E (#0888 - 2023) - (KitE - i
MEE ) - PR T E  BEZ RS EMENE bR - HEAIER
REER gy [ EREAEHER -

N HERGRERE

(—) FRABRREZRESEY - MAUHEEERORERZ
B %

NEMEFFHEEN T E&E S EHE ] (Bhattacherjee and Sanford, 2006) -

hdesie (2011) RAENGEEHERAEEE R AEARENNESE
BRBEEHEEE AR - #AZ (2011) Wi NEHEN  HFRrE
HFKilEls - fEAEENEEERRUS - 28000 > Lim et al. (2004) 52
Ry E ARG S E TR T AR EAVEREARR (B E ~ 2R %) - AR EEERE
FREsTE > eIz E AR - Michael etal. (2020) 15 & ¥k E I HH
YA R > B HANE R P& > TikTok RURITEIZSZ 22 - BLE A
SEe e E > DA EH TR AL > AL - TikTok HFA i FEEH A =8
W5 [ T #%52 TiKTok HYEHEEEAG FE o R EEs - 2017 2 2019 FHEMA#ES
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EARR T 15 fif - FIBREE (2023) WiTEa R HN A S E ENZEMA - $H0H
GRS - S 2 SRV ER S E MRS - A& EHAY IR
REEEEIA N EE - EEEAE RS ERVREERS > H R NERHEN
WUBKE o AI_EFTAL - AHFE LA MR -

H1: 2R NEWH ZERSEEHEER AR E -
H2 © 2R WEE Bt EE AR E -

ARG A (2021) WEZEERE R ENE (ARISEE T FIERFZELR
proesiRB RS AGREN - B alt - SRREEES RSN - hiNE s
AERDHANE > A B A BRI SRR - mEd ORAess - Jie
and Ye (2016) B7E MG RIRE SN S & G frir BEE RN - 4
HVEH - SRS EME ERZESE TR S S ENE0EE 28T R
AussRt e ile (224 > 2021) - (EFEERELE TikTok SEREkEH =Y
NEY) ZEER RRERETE R HAEE NS O AR r VB G (BRAaEE - 2021 )-
It - E{EHEEE TiKTok 22 R - S8 RHER NEERAEE ~ ¥ 1
FEEEE 2 REE R AR BGER - W0 ERTAL - AHTZEHE A0 M BGR

H3 : 2R WEWHE Z e S E 1S LA R 2 -
H4 © 2R WEaE Rt O Re e IR A 2 -
(Z) EEMHERMKH 2B

BEEMHECEERAMIRSERZ (llicic & Webster, 2014 ; Kowalczyk &
Pounders, 2016) - &4 A& " EIHIAHEY, ~ T REIEETHY c OFBEEERRBA
[ EE HF (Preece, 2015) - Christine and Kathrynn (2012) 7245888 ~%%
NHVEE BB RRITA A 2 B s8R AEHACHERS E A E B H
A JTEILEE - EEEAE AT DU H R E Y 5 RS - Sunghee
andJisu (2020) FEEHE G EEZEBRURH - HIFtR rnmEa s EE
M N E & R B T AR E R B RS - S R NERYVEAEYS - R
B NEE EAR I &5 SR R B B B N A Ry LG 3 R A T s B
P (o L AR B IR o IRIEEASRHZEF2 Y DA MBGR

H5 : 2R WEZ HEERIERURIT A IERZE -
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(=) EEMHERAH 2B

42 Jawahar and Maheswari (2009) #5t - 15 R B 48 [ L B A TE A
BifA o TE IR R T AR L s A4S A (4 - Fedorikhin etal. (2008) LA
hERHT R3] AHSTHE MBS0 w2 M R E &R EE g
T CRCIB RN » (AR R (% - Nlicic et al. (2014) HYBHZEIRRHA -
THEH IS BRI SR S E B E g A AR - EREFEA
(2020) FoRERAEE SRR EE A SRS AT AREI - (Hay 1 m A (R S B R ]
It o RIE RAETEs - AR A M EER

H6 : 1 LEFEIL VB RURIT S AR B R A LA E -
(M) BIFEREZHMRIS|T] - RERBUHEEM OREER
Z A%

ANMIEEREE RIS SR —EVMREARS [IHIA - R ST
{é&{F-(DeLamater & Myers, 2007) - #5258 B HE & & DI S [ JI1E R H)
BT R Z % > B AR IERAYEH (R (Solnicketal., 1999) « SNFRIK S [ s HERAE
R a7 E# (Lease et al., 2002) - Daniel Hamermesh 7£ 2010 4 Beauty
Pays —& A FERAHIERGS F i HAY AT - BHIMRKS [ AFE A A5
el > B EAYHTK - Lee and Watkins (2016) #/f5Ef5 IR Ak B viogger A
SR EHVRREEE M MY ERE S EA O E) - TMEE RIFEHV MRS [ TR S
Boe YRR  (BEE - EFNEGAMENEE T  gEEE—
S HEAREENE i1 (2018) WHFERMLENEF HSEINRK S ()1 R AEE
FEIE S HEEETEAEETE - Wit EEEREENS > NENEEEGE
HE » BRI

H7 : BIfEERYE Z MRS [T HE R A EAE -

H8 : AIfFERYE ZEEFEEEH AT A EAE -

AP (2019) W7EREE R ARG [JIBRR M EEREE gthis 5
W B M REE B R ABAMRFEE - VS EE RS A ERE IR
A AR AL (Guo etal., 2016) » [ Lo AGBRIVE L - 1B AT
=S AEEIRVERS B S 2 ERNEFEE G AB ORI ES
HAIERAIEHEM: (Csikszentmihalyi, 2000) - 1Al » PRIEEAHTFEHEm L A
MG ¢

HY : BfEERFE Z MRS [T OB A IE A 2 -



42 WioEmEh s $ 2L AR 14 E 5

H10 : BIfF&ERTE ZREERE TS LR AR A R 2 -
(R) (OmBeEREAMBEE 2B

ERTTHFEE TR B - BEEUSECIN R B R RE R Bk
FEALLNR T BAFHY A BG5BT IE R HY(S ERA(R (Guo et al., 2016) -
Mehall (2022) FF5ef5 - B S b LS5 A A B 52 2 B T RE 2 A B AP HY CADIR R
EOHEE AR RN - B Sy N REE B0 YA T E R BRI T Ry -
FTVRIS RIS Do E AR S R g e B HREP AREE (Kemetal., 2016) -
Tuncer (2021) BFERUN O ARSRAI ST & LRI B BREES - AR IER
% TIKTok Z 2 R (BRI DR B B IR R B (R G T R 115 (R AT -
et LM EGER

H11 - Lotiele s AR (S (A A Z 2 -
(7R) MBETHEEERATEZER®

TEQERR S > JHEEHCA RIS E DUE(E LR (Urban et al., 2000) -
Dinev and Hart (2006) JRFE/RE (8 B 4Ees LB AT REVRA A BBALH
Frgfs s > TR AN EENVEER ISR - LB NN EEFE = - 712
HE— TR Ry (S AR & F B E B 2EHY /A £ - Bordonaba-Juste and Polo-
Redondo (2008) {E4CERARIAFTH » WEBUS TR R GHVHERA i
WIS 2 - TARGFTA A EHE RS v LR A S 2 BRI S F R THEHE Z i
RATEHACKEE - IRaTE BB TSRS E ~ o2 ERIM A ME - 12
=B THYSCEEFIE (T (Leora et al., 2023) - 45 (2021) #55] Nexflix £
EFHEESERER B el e v 5t L ERERED - AlesE
BB gRS - WL AR HLIEER

H12 : (& TikTok (EEFEE A S LRI - BN HEFE ] TikTok
HHNEERAIER 2 -



FHEEEE e TikTok L B2 A2 5% 43

W

R

N2

&

— MAERBEEIRFEESR

AWTFE 2 ZRAEAIE —FR - WIFE R Rt B G & TikTok 25 V&
ZHEREREEHS -

BHAES
"1 1 5T HI - H2 HS
| : R4 _>| i 4 P
| §i i1t ] ) i Hi
{7+ H8
SR
TikTok % M
TikTok $1£5 &35 § 13- H4
LR L LE — e
o omme > s
Pr— HO + HIO ) Hip | R

= 3 EEE

ARG RIBATIIR > F19E B0 - Di9e e MR E A2 2 - 1 RRATES
AR o i (B R A T S Y S M
Ferry (2001) = SE#ALAMEMERL » B S Huang (2003) » ShE1L5 | F1(E
B Patzer (1983) » HEFFIEIE 454 (] Eyal and Rubin (2003) » LIS
Chiu etal. (2012) » I IHER S BT (2020) > .0, BBBR 5 Jackson and
Marsh (1996) » 51T & Chen (2006) » 554 2 [Fl {2 Bhattacherjee
(2001) » 7 R 5 By - R 2 » ARHTZERHR () S B S R 7
o & R RES R e -
R AR 1k

HrEEE PP R SRR
S =T BRI TikTok 252k > WERNEE SRR Ferry (2001)
sl BIE TkTok 2 F P e 2R - GRGEZERST ~ #l - BINCAREZZE | Huang (2003)
MRS ] BEE s TikTok BIfFE o NEUR H Z 2% Patzer (1983)
B, TikTok ‘P EBIER R - B? TikTok AIfEE ZREE ~ b~ F&
RefTEE M . Eyal and Rubin (2003)
gt i AR A VAR B AR 5 R A A
HEM TikTok 521 WA & S HNRER - A DA E T EEEE Chiu et al. (2012)




44 WEFmEEh $=1-%2% -8 > 3mMll4=5:
B RN {EHEEEE TikTok 25 » Eniisz NS E i E R Bl (2020)
. N . Jackson and Marsh
IWYink.icx BIE TikTok 52/ » WELEERTRAVASER [ - TSAl B FRELS R LAz
(1996)
o BIE TikTok p B E G 25k GREEIH F—EES - E SN ETEIT
HEEE ~ Chen (2006)
HUEITREE
N {EFE BRIfEA TikTok s EEEIERR - BEEAERESE - 7
FriE (s R Bhattacherjee (2001)
BEFEHTEE

— - BERDWAERZRET A

AWTFE(E ] SPSS Statistics 23 HE{ TR T AT BL{E E 34T - AT
AR Z BEAGEEEEAR — 20 - % > JR(ER SmartPLS 4 #EFTaERE 2

ot DigEbt st Z B « ZEMEMEAIRT e A e 2 (R A (4

E2RAER

AWTFEER A E RS > S5 303 (X AHG - #EE - R TR A

Heat ot ~ BERUEDMT - DURES I - 40 AT -

— ~ BRAHEAELE D

AW TSR A TRAGE R Z A Bl SRR OISR REUT > MR
> MR 159 A > {5 52.5% > SR 144 A > {5 47.5% 5 G

21-25 WA (B0.3%) F WHRTH » BRI (455%)  HOETEITH -
KEBER BB (514%)  ERBEMFREIARS (373%)  BENY
FORELUETE F RS (149%) 5 S50TE% ARSI 30 S98-1 /NS iR

(41.3%) - BEAMY NGt ERIR ZFR -

+ -

ho AR FEE A
ACGsTEE AE Btk
pactiil:! 144 47.5%

1451
AT 159 52.5%
205% LT 60 19.8%

Fg
21~25 5% 119 39.3%




F s g TikTok L W2 A% 5% 45

26~30 % 70 23.1%
31~35 % 25 8.3%
36~40 % 12 4%
41 pRPA 17 5.6%
24 138 45.5%
FRE T hw 15 5%
HAH 4 1.3%
EiE 18 5.9%
S EMAECE 2 0.7%
HH¥E 20 6.6%
s 18 5.9%
AR5 74 24.4%
At 14 4.6%
B/ 3 1%
B () 87 28.7%
BEEE
REFER 174 57.4%
BFERT(E)LL b 39 12.9%
FREX 113 37.3%
HFR—K 71 23.4%
(SREICAEL RS R 63 20.8%
— - 40 13.2%
HAth 16 5.3%
IS 60 6.7%
HAFEE (/N ) 104 9.3%
EERIE 95 9.6%
RERA 197 20%
JikHE 66 6.7%
BIENR R EE FY% 92 9.3%
) 8 0.8%
EEHE R - F—FEEER) 147 14.9%
LEHESH 39 4%
RS 31 3.1%
FEHHGER - =) 46 4.7%




46

i T

FIEIENEE S S N ELV IR

C 2 G ) 88 8.9%

it 12 1.2%

w3054 112 37%

o 3055~ 1/ 125 41.3%
BFRIEZ A ,

A 1 NI ~2/ N 43 14.2%

A2 /N 23 7.6%

Z - EEENESN
(—) BESH

A7 iE M SPSS Statistics 23 &at#Aa#ETTEE 08T > I HLAMEE

(cronbach's alpha) E14H & {Z & (composite reliability) 477 A& —2014: - fR15
Nunnally (1978) fYi&s% » Cronbach's a AEES R 0.7 DLE » BIF&(SEY
REAE N R = A2 HIEEIH 2 Cronbach's o (5871 )* 0.681 % 0.939-
Composite reliability {H7 172 0.746 % 0.949 » [Nt AEER BIF 2 (5/E -

4z REHKRTES
HIE B EE Cronbach’a CR{H
A S (RICH) 4 0.681 0.764
Hi#EME (NOVEL) 4 0.808 0.858
HPERS] (PHY) 3 0.773 0.865
REEEE M (ATT) 10 0.939 0.949
HEM (AUT) 3 0.825 0.878
BRI (EMO) 5 0.916 0.937
LiEEEE (FLOW) 3 0.804 0.886
HIS(S(E (TRUST) 5 0.872 0.906
Fr&d A ElE (CON) 3 0.721 0.848

() BRIME

- ATk i i AR A RUER > LUNE S S S BA &Y

[ MFRVUFR - HEEE 2 PHIBRENEE (AVE) Z VP AR S
HFHBI R P TT > SRS HEERE S A EEE - BA B ERIRUE -




FHEEEE e TikTok L B2 A2 5% 47

o g2 4pM GlicT > & AVE RI5LE
RICH [ NOVEL| PHY ATT AUT EMO FLOW | TRUST CON
RICH 0.680
NOVEL | 0.600 0.778
PHY 0.441 0.525 0.825
ATT 0.455 0.546 0.535 0.807
AUT 0.367 0.389 0.435 0.685 0.841
EMO 0.423 0.437 0.407 0.795 0.751 0.865
FLOW | 0.384 0.450 0.346 0.607 0.410 0.582 0.850
TRUST | 0.447 0.503 0.441 0.735 0.654 0.755 0.544 0.813
CON 0.455 0474 0.361 0.456 0.439 0.472 0.351 0.488 0.809

it LRTEAG S AVE ZBIRERE -
2 AR DU HYBUE R S Tl R W AHBR A B P

= - GRAEEASW

AWTFEIRAIH SmartPLS 4 T4 0T > DiE et 2 e
B % ANiE =P R TE RG> 2R NE B RIIERE S =M (5=0.075;
t=1.362) Joralt (5=0.040 - t=0.503) BN FILRIFZEHTEN: - #UANTITEE
st H1 ~ H2 RROT - % > 2 NESE RS E M (6=0.102* > t=1.666)
Fograalt (8=0.121% > t=1.853) ERREEIERIFZEL LI AGER - BURER H3 ~ H4 B
3L SN HEEEE LR EERURKT (5=0.783*** > t=34.090) [fifH/Ek
RIS FRE LR EREERAER (5=0.2327* > t =2.820) - #{&&E H5 »
HE6 IS ERERL - #5E » TSI A SN (A G ERFZEEE
M (£=0.102 > t=0.419) - #CAMTFERER HT AR - MREERE R &R IR
FIFEEEN (5=0.590"** > t=9.999) » HUANIFLIER H8 BAL © 594 -
SNRIES IR G IEFERZE RS (5=-0.026 - t=0.419) - MUAHTFE R HO
BT - RS R E M e E R R 8 Loiaals (6=0.512%** > 1=7.886) - {7
AWFFERER H10 BRIL - SR NEE 7O g R IR BHIREE (8
=0.553*** » t=12.174) - AR FEEL FEZ LR ERFEENER (8
=0.348*** > t=4.446) > HI{EER H11 ~ H12 SIS HGROT » &l iraE Rans:
HATR




48 WiEFmEh ¥ L4558 A®14E5
0075 0 T7R3%*
YERESY (=1.362) .FS-II_:KKU
snEEd - > s |
B T R=0613
III.-lEl'
(=1.853) R=029%
0.102
u=0-‘1°|}-
TikTok#{ k¥4 &
AR A CHBR [ P R
SRREPRS A} F aand R=0.401 ()YS:'._‘;"’ R=0306
ERFENE S1Y =7.386) (=12.174)
Bl = éfi&” RS S {TRE RT3
o kekp<0.001 ; *p<0.1
7 RHESLEE
e B o BRI BB TE iR EER
H1 HEEEE>EEN 0.075 1.362 EN'av
H2 RS> EE S 0.040 0.503 EN A
H3 WA T D> LR 0.102* 1.666 |plava
H4 > L Re s 0.121* 1.853 [prava
H5 EHE >R 0.783 % 34.090 [Bava
H6 IR DR EE I REE | 0.232%%* 2.820 DA
H7 INRIRS TI>EEME 0.102 0.419 FREIL
HS REEEEME>EEN 0.590%* 9.999 [pavs
H9 INRIE S T1> Lo R -0.026 0.419 Noan
H10 REFEEE 4> i i 0.512%*x* 7.886 [pavs
Hi1l TR BB D MBS (T 0.553 %+ 12.174 [pavs
H12 HBEE>FHEFEARR | 0.348%* 4.446 [Bava




FHBEEE e TikTok L B2 A2 5% 49

(h-#5mEliE R

P& TikTok V282G - FESOERHE HAVRAZEE - DUt
LS AR EE LR RS Y E LESATE RN R
WS MR AR R T &g (FAEEA GRS C A ] 55

WS ELGREH ARG8T R4 R i Al S ey L R RS 7 =X - 1
TikTok LRI 3= 2 DU SRR B B P A T IR e 2 SRR e A (P
2021) - iR RAN A NEHEEE SOHE R 228 J s e Omniahs
RS SR (EE R S B BT EER 4 (BRMEf > 2023) - IBIRKHTELTT R
el (B - 2020) @ VAW EE RSB mEE SR EEHER (573
B 2022) > DIEIEAS B ZEER % DL Facebook (Z%iEEs » sREEEAY > 2016) -
Instagram ( [ BT BF > 2020 ) ~ Netflix (82535 > 2021 ) %524 > #/ DEFZER TikTok
HELO A Bs B AU S EE R/ 888 (NI AT 2 ST (B A
%ﬂﬂwﬁAMﬁ%@%ﬁlﬁl EAEZIRA NEWE KAEERE
EE MRS E  WE PRSI REEHENFEEHERE 26
glEEﬁﬁ%E%@ﬁW&ELkﬂﬁ%mﬁﬁéﬁiéﬂﬁﬁﬁﬁﬂﬁ%
2L TIKTok S & Z Z8FIRIER G 1F - HEM 0 fR e 7 B AR S HI R
[EEIHE R I IA RIS T R N R E ki - (R RN AR [ IR Eh &
B R EREE A 2 BRI VIHYERE - A SRR AR ST iR LR A S B T L T
LRV AT &S T B IEAY 5= > TikTok BA %R R BIfESL = -
YRR - REUESWFFF & > “RIEH Facebook - Instagram S5 EoAth 4L RS L
e o (FREREN ST IBR - EalfIdaIE =t - &S EER - DIER & aass
A > TikTok HYZHEENE ~ S FIMEDURABIMEBHERE 247 - I E I ERRETE
FMIFFEE R E 2RAE S - e FFETR AR - IR RILE 5 | SR ARSI
FAEEREE - BEEAESHELAEE 2N ER > TikTok FFERERL
ISR CREHEE - DUEE P E RIS -

ﬂlll'

%i>

+ A,
N :2|:| nff

(—) ® BZRREEN HEMBEEEROFRERZ
B %

e 1 sk WA E Z e R S EE A RIEA &
e 2 1 s WA E Z S HE A R IE R



50 Wi-FETH > $=2-5%5 -8 xF1l4 &5

Al h NENEREEEHEEH N EIERZE - [EiEssR
341 > [ERE SN TikTok AEFT 2R EE IR AEE 2 N2 - EEE
ANZ (2011) WH5E4E NV E ST KSR - (EHBEHNEEEERNE
Michael etal. (2020) 75 Hi{5E A & ok BRI E EHY N 25 BN - AHE A HAE
G o TikTok R T#EEA Y 2% » BAH SRS L AR E - DU EHY
TLERE  TikTok “FENNEZELFH L X ER - EEHAS R UIEEY]
E N FREACHF IR AN 235 (8 FHE BB R R &N EE MR = - AR
YouTube G HFHEIMRS]  FHZELGERHVE RN T DU SRR - SR Y
52 h N fﬁ%ﬁ”ﬁﬂﬂ%ﬁ%%ﬂ’ﬁaﬁ tERE- Mk NEEBEEEEEE
INREIF RS2 > % Sproles and Kendall (1986) w7efs H & A il sE e

ﬁ%%ﬁ%%m%ﬁ BN EEMEERER S - [HER TikTok “F5 EHY
BIFE R BEN  MEEE ARG Lo E O EmL  RgH
B ESREEGE M ERS - g B RZEEL BN EE B R NA
RIS EREREERRIREE g RE -

et 3 ¢ w2 WA GHE Z8e S E L O E A IR &
et 4+ 527 NEGHE it LA IR &

REEER 3 &455RiEH - R NAWHE 2 S8 B = AR s M LR e 5
B HAEAFZE - BEMET R TIKTok {yEEE S & 230 H S8 FR -
B AR T R RS L VAR S s - R es TR AR E A (2021) 1Y
W% R S S E g IR E A E SR E - (FREEHT
#Z TikTok MYAZHRERS - Al ORIEE i - [FEFt iR
Sproles and Kendall (1986) HYIH5T » JHEE S EGH A BIFTHYZE @ > WAEF =
Hr =Y B2 EEE R - o —EEENES BRI AEEFTAE
TEH PG RDRURS =32 BN~ Bl - /2 B (Hausman & Siekpe, 2009 ; Novak
etal., 2003) -

(Z) EEMHERKH ZE% - BRI BSGEEATEZEG
e 5 * 52 NAEZ HE SRR A IE m 22
e 6 ¢ fLEEAENE ERYIS UK B R EE A BB B A LR

ME B PSS R B AR E - AESRE 1 Jun and Yi (2020) HIARF
jt 0 HEMAEROESVERERNR  AEHEREGEEAEETE - Bt
BERE TikTok 2IREINERHEE ~ EakiIrIREEL - B0 A E BRI &k



FHEEEE e TikTok L B2 A2 5% 51

HAERZE - W BRIRI SR EEAEEE A EREE - ALEMEEE
& ~ SREEY (2016) HIBIZE > (EFHERVIREE FEE R 2 HECA T R EnhE
A=A R EoREs » 0 ELS RN & IR 2 B A F R - Ao 383
{5 P % TikTok BTSRRI RS - 2 B8R EE R B s -

() AEBREZIINRKSIT] - BEEREMHEEM AOFER
2%

Bt 7 ¢ AEERTE ZINRRG I T EEE A RIERZE

et 8 ¢ AfFERTE ZRRER B E TN LR E

AWIFEEER R R EEHIINRES [T EFE AN RIEREZE - (]
Hip s TiKTok BIFERVSNRRG [ DIEE RS - WA S EFEAEHERE
HMEAVIRE - BESTREAREA (2018) AYBFEPRIASNRIS RS R &
BNEEEN - EHRZITZEELL YouTube FAYSERG TS % BT MJERT
RBENHIEET » 2RI TiKTok P& LAY E B I =B BRI
HUANEIRS 80 > (BRI ER RE R Ry - i A E S (S TikTok P&
WRIWFE S HEN - RREFEE MR HEMEEA L[R2 Christine and Kathrynn
(2012) $REIE ERE RS R 2 B C Bl A g TRV B A
R - S HE TSR FRL - TRE NS TTRILEE - NI - AR E R
Fraoy TIKTok BIfEEFIH CHLER - (H 8 ~ 247 R EIEYA - B TikTok
BfEERHEREERA AT it EgEe @R eT hEFGEEN
M B L E TR -

e 9 ¢ AIfFERTE ZIMRES [TTH LR~ BIE R &
ek 10 © AIEERFE ZREE R E S O E A I A

AHZEaE R BITEERVIMRI S [ omaalat BB R
0 Ry TIKTok BITEERIINER S | T2 S REBLIE » WA GRo B E AL
REERHVIENE - (RE THlAT (2014) HURASTHREH - £ ABRRAGGT » 4hRIS (T
I AL G BR S B R - (HE e DURBLHIAE TiKTok &
o BIEBE IR B2 —(EE R ABGRINRES [JTSHI A KL BIEEHISE
F2 5 | 73 R R HFER B2 2 - Sokolova and Kefi (2019) ARFZE 5 E ( Instagram
HlE M YouTuber fEHERE ZE fnlls » HPRIKS [ IRV 2~ B ABZE R EL - i



52 Wi-FETH > $=2-5%5 -8 xF1l4 &5

BB ERAAY R AR SRR S & A (] - REFE [F B M 3 OOt A B
EEAERFZE > PIRFRNEEHER R TikTok BIfFEAE CHER - E{E
B =2 RRERDEA M e B A A LRHIIZRE - Csikszentmihalyi
(1975) FEHLLIAUIRRR 22 EFE T T AFHIAYRES » IR E R AG  E
{ESB L REA THRIRERE » nTRE S NG L FEIAVER AR AT LS, » e e dEae O
FURRERIEEAE »

() mickREMBEE - MBEERGEEASE ZRE %G

st 11 LA B IR (S (A A 2 22

e 12 SR TikTok tEEFEL S (LRI - BN HEFEER] TikTok
HEHEERAIER 2

IR BEE RS (ST BA IF A 2554 - 358 Csikszentmihalyi (2000) 2
& LR sEERE AR R AERNEE) > 2 SaoR AR > I BAEE
FE RIS R > S R B A AR IE | AYRHE i I E AR E g 2 AT
ERDEEIHVREEAEE - ARG EEFEEHEET RS IERZE Bl 78
HIH (2021) HIMZE - FREAAISE BAEIHEREH-EE R ER S EZER
2 o IEATSe a8 > (HRSHUS(E TiKTok BIfEL » 220 (H F = B2
tEts - BENEHEHEEESEET R EIVEEE -

K

- EE

AWTFEEZLL TikTok 527 NEAEEAIEERFE - HEM: - HEURHIT -
LR - HISE(E(E R FFHERE ] TikTok FE ZEHIRH (G - AR A Teie
HRER Al SREL B S R LIRS H B B R DU R A EE BB aLe
BRI TR » SRR Z BRI AR > R MY R

B ERE SR NEGE R R FVEE R N A ERHIE RN S E
AR R 2 BB RS FAIES - BSOS 2 A AR i 2 L2k
AR AR SR - (R RE IS EHE - K r i salR S e R HEM
HIRVRIFIEEZIE « SRACARFE A (2021) BRFERmEMGIAENE - B Ol - #iRtE
HHEZBALHENE AR > e B I A SRR N B - i A Lot
B - 5540 BERNBURIART R SO B LU Hodr =0 - 230 S A RvBTRER

&l A ERAE—AYEER -



FHEEEE e TikTok L B2 A2 5% 53

EHEEBREIDESAIFEEE R - o] DR RS Eh i g 1
Lk ~ FRATHY 8l - AIATERORI A (E & HIEEREE - Sunghee and Jisu (2020) A2
fet > EEME IR EBRIRN - miEa S E T g NSRS
RN 2RI IR RS - RIRFEIR A - A EENN B S S PG e
RSB HECRIEEE N ARSI (B > I iy 2 BN (5 A -

BIfFETEREIR T B EETEASINR - (EBURRERGE « BAE R BIh
BUR R S AULIFUIREE © Mehall (2022) WeiEt  dE EREEAHG RS S
] REEE A ST CORUIRES » FEALEE RS - 2 R L Bt AR [FIRY A RERE
OB = H SRR DU ATV FE IIEE IR - 15 BR BE (LR
IR Z Bel - HEIMT AR AR 7 AT -

AN SR Y LB [T ~ PR iERE S SR WA E B S LR
Tuncer (2021) BFFEETLIARAERAE (E& IR A2 B BREES - VE (2023)
WS » s N\ B ELEth R A BAFHY B Eh ] DM B 2 B A
AR AR OB P e R E & 48 T S IR M HYRFE - R A F &t a] [
oy FEGEEEBUR RIS 8 THRPRIAVEIEE - IS RE SR R B AR
Al > FEES TikTok Hyfs I fE -

= HERHIERRAFRS R

BT TR IE RS > WS T-1& EHRE R s - |0
AW B ARSI 6 K B R E R a2 B (EA R - AR
IELA ST RZE - BV R 2 B LU KR AR TR Ry T i A 5]
SEHREHVEEAR » Rt TR TSR ARV EE B R 557 S E R Y
Al BEARFTRE S AT R - [EAh - S2ME R QR code & 7] T EE S 5
2 ME B MR - # T RE & (R AV B A A B R R
(selection bias) TIEE4ERAFTRE » BURAMFEZ FRE] < 25 = » KRiH5EZE MU
TikTok S » ZA0f Facebook ~ Instagram th AHAEHEH R 72 2 HYDAE - BUEHR
SRATEHEA [FI RV BRI SR (E B SR T & RS HABHERITE SR EE R
6] > R KRB AL S AT RER (5] » BUnT 2 — 0 IR g o F & e s S BV -
= AUIRELRET TikTok 25 AEEB TikTok AIfEERIE HEE M
(L A B RE S B 17 N HT LR B e T s B P R - 2RI s B A
FHREENRZERS  FlmEE L% RS T SR AT
A LEERARFETHER Z AIERE -



FIEIENEE S S N ELV IR

s T

54

SRk
FIF > "B A BT ARG T7 ~ B4 R b S A R 2 g - = AR R
» 2014 4 -

B SO{L AR A PRV 20 -5
FRAR T LU Instagram [RIFENES > B YA BT B A SRR
» 2021 4F o

RSP R ST e T o
EVEMREE T (2023) - https://twnic.tw/stat_n.php
AR BT - TR - R B S R S T R B AR
FEZ PRt ) - 2OPEEEEK > 2019 > H 1-74 -
FRE - TR R TR "B, BIEE ¢ BEETER LA R RIN S I E R E

EBAETRES > 5 27 555 38 > 2020 4 - H 265-290 -
ORiss > " ABALIS [ R EEHE R ZE-DL Instagram B35 | SR{ECERERRE (b FEE AT

e
REFIE e 0 2011 £4E -

B e

= Ha
B
B R

FThiEi =5 5L > 2020 4 -

R 0 T AR R

o

HEPRAZITE ) > FGRECR
CEEZINRES ]~ REEREVE ARG T8

BRI 247 5 29 455 3 B » 2018 4F»

B 37 v
FrHEn

FPEERR > TR > B - "R
B EEHEE N EE S EERE

NZ S
H 363-386 -
FEE - T REG TIREREEEEINAEE A ER ST B SRR
TR IRE P ) - Er

B LR E L EREDT > 2022 4F -
wa

ks o T HASEHERI MR IE A Y R R OTT
HI KB B S R 2R 2 SE FTRE T5R S > 2023 4F ©
BREEL - ST BB I B RS > (e R AT R — L Instagram Bf5 , > BUTIEE
BRI A SR BRI ST AT RE 5w SL 0 2020 4 o
BEE - TSRS THIEEHAEHESEEIEEREE T E | o B EMRRRE
S ZRE S > 2023 4 -
5 A E I L AR SRR - R EE A EE R EER (R, - BT =

bRt - TR
BRI A B AL 2023 4F -
B EL A (LA TIkTok 2 F5uE FARIIEL | » B TL A HERH AR A

PR E » O HAS R T B

5w > 2021 4 -
TREEE > TEEIREBUARE S 2 ANREG T~ MERIEBLA BRI R B B AR - PR
BRI E: LEBFRER MO BB AR AR E R ATIE 55 2022 4

b =
TREERK - BT > MOElG > T AEEE R E W E T IR RNTE ~ MBS A BRI AT
T E IR Y | > T2 - Fiigil STEM ZEHETs » 2021 4> H 194-

Bo4EE
7

204 -



FHBEEE e TikTok L B2 A2 5% 55

TEHE > DRSPS OTT 2 FAa i i Fl =B DL —Netflix A
Bl > ERHG AR AT Z0E 56 > 2021 4F -

B T BESE YouTuber 2R EHEONBERLRY - SHE - BEERZZE ) -
T CRER R EFRDT I AT 1505 - 2018 £ -

FfE% > SRR T EMARSEE - PHEURHT - (AR B RT RERE 25— L
Facebook tEEH4EUE R, » UL EF A > % 14 5 235 > 2016 £ > H 45-77

T

PIEEE - T EERS ZEROMPEEEEE ¢ DR Winmart ARG, o R RERES
HRER ZME T S 2023 4F -

u

MAEE > [ RREEREERE VI o PSRN E RS 0 2011 £ ¢

BUATE > MRS > BREM > BEEDETHIRE R OHRZEEN ? ikl ZHEme - ~
SPEETE 5 23 5% 3 > 2010 £F - 15 61-86 -

Allport, G. W. Pattern and growth in personality. Holt, Reinhart & Winston. 1961.

Ashraf, M., Ahmad, J., Sharif, W., Raza, A. A., Salman Shabbir, M., Abbas, M. and Thurasamy, R.
"The role of con-tinuous trust in usage of online product recommendations”, Online Information
Review, 44(4), 2020, pp. 745-766.

Bailey, E. R., & Matz, S. C., & Youyou, W., & Lyengar, S. S. “Authentic self-expression on social
media is associated with greater subjective well-beingas. a social process: A substantive and
methodological analysis.” Freedom and control in modern society, 18(1), 2020, pp. 18-66.

Barnes-Holmes, D. Behavioral pragmatism: no place for reality and truth. The Behavior Analyst, 23,
2000, pp. 191-202.

Berscheid, Ellen. Elaine W., Physical Attractiveness," in Advances in Experimental Social Psychology,
ed. Leonard Berkowitz, VVol. 7, New York: Academic Press, 1974.

Bhattacherjee, A. “Understanding information systems continuance: An expectation-confirmation
model. MIS Quarterly, 25(3), 2001, pp. 351-370.

Bhattacherjee, A., & Sanford, C. C. “Influence process for information technology acceptance: An
elaboration likelihood model.” MIS Quarterly, 30(4), 2006, pp. 805-825.

Bhavya, Y., Corey H. B., Joseph F., & Marianne S. “Using Social Media to Discuss Chronic Pain: A
Descriptive Study of TikTok Content.” Journal of Consumer Health on Internet. Vol. 27, (2),
2023, pp. 173-183.

Billy, S., & Eric, V., & Nicole, H. “Interest, but not liking, drives consumer preference toward novelty.”
Australasian Marketing Journal, 27, 2019, pp. 242-248.

Blacker, A. (2023). Worldwide and US Download Leaders 2022. Apptopia.
https://blog.apptopia.com/worldwide-and-us-download-leaders-2022.

Bowlby, J., “Attachment and loss ,1. Attachment (2 Ed).” New York: Basic Books, 1973.

Bower, A. B. and Landreth, S. “Is Beauty Best? Highly versus Normally Attractive Models in
Advertising,” Journal of Advertising, 30(1), 2001, pp. 1-12.



56 WEHmTh > $2 255 -9 @114 &5

I

Bordonaba-Juste, M. V., & Polo-Redondo, Y. “Differences between Short and Long-term Relationships:
An Empirical Analysis in Franchise Systems.” Journal of Strategic Marketing, 16(4), 2008, pp.
327-354.

Boulding, W., Kalra, Ajay., Staelin, R., & Valarie, A. Z. “A Dynamic Process Model of Service Quality:
From Expecta-tions to Behavioral Intentions.”, Journal of Marketing, 30(1), 1993, pp. 7-27.

Burns, L. H. “Infertility and the sexual health of the family.”, Journal of Sex Education and Therapy,
(13), 1987, pp. 30-34.

Chen, C. “Identifying significant factors influencing consumer trust in an online travel site.”
Information Technology & Tourism, 8(3/4), 2006, pp. 197-214.

Chiu, H. C., Hsieh, Y. C., & Kuo, Y. C. “How to Align your Brand Stories with Your Products.” Journal
of Retailing, 88(2), 2012, pp. 262-275.

Christine, K., & Kathrynn P. “Transforming celebrities through social media: the role of authenticity
and emotional at-tachment.” Journal of Product & Brand Management, 25(4), 2012, pp. 345-
356.

Clifton, A., & Mann, C. “Can YouTube enhance student nurse learning?” Nurse Education Today,
31(4), 2011, pp. 311-313.

Cohen, E. Authenticity and commoditization in tourism. Annals of Tourism Research, 15(3), 1988, pp.
371-386.

Csikszentmihalyi, M. “Flow: The psychology of optimal experience”. New York: Harper Perennial,
1991.

Csikszentmihalyi, M. “Beyond boredom and anxiety.” Jossey-Bass, 2000.

Csikszentmihalyi, M. “Beyond boredom and anxiety: The experience of play in work and games. San
Francisco”, CA: Jossey-Bass, 1975.

Daft, R. L., & Lengel, R. H. Information richness: A new approach to managerial behavior and
organizational design. Research in Organizational Behavior, 6, 1984, pp.191-233.

Daniel Hamermesh. Beauty pays Maastricht University.2010.

DeLone, W. H. & McLean, E. R. “Information Systems Success: The Quest for the Dependent Variable.”
Information Systems Research. (3:1), 1992, pp. 60-95.

DelLamater, J. D., & Myers, D. J. “Social Psychology (6th ed.).” Belmont, CA: Wadsworth, 2007.

Dinev, T., & Hart, P. “An Extended Privacy Calculus Model for E-Commerce Transactions.”
Information Systems Research, 17(1), 2006, pp. 61-80.

Doney, P. M., & Cannon, J. P. “An Examination of the Nature of Trust in Buyer-Seller Relationships”,
Journal of Marketing, 61(2), 1997, pp. 33-51.

Duong H. L. & Tran M. T. “Exploring fake news awareness and trust in the age of social media among
university student TikTok users.” Cogent Social Sciences, 2024.

Eysenck, H. J. “Biological Dimensions of personality.” In L. A. Pervin (Ed.), Handbook of personality:
Theory and re-search. New York: Guilford Press.10(1), 1970, pp. 244-276.



HF g TikTok L W2 A% %% 57

Eyal, K. & Rubin, A. M. “Viewer aggression and homophily, identification, and para-social
relationships with television characters.” Journal of Broadcasting &Electronic Media, 47(1),
2003, pp. 77-98.

Fedorikhin, A., Park, C. W., & Thomson, M.” Beyond fit and attitude: The effect of emotional
attachment on consumer responses to brand extensions.” Journal of Consumer Psychology, 18(4),
2008, pp. 281-291.

Ferry, L. D., Kydd, T. C., Sawyer, & E. J. “Measuring facts of media richness.” Journal of Computer
Information Systems, 41(4), 2001, pp. 69-78.

Ghani, J., & Deshpande, S. “Task characteristics and the experience of optimal flow in human-
computer Interaction”. The Journal of Psychology, 128, 1994, pp. 381-391.

Guo, Z., Xiao, L., Van Toorn, C., Lai, Y., & Seo, C. “Promoting online learners’ continuance intention:
An integrated flow framework.” Information & Management, 53(2), 2016, pp. 279-295.

Haenlein, M., Ertan A., Tyler F., Harry H., Jess H., & Diana W. “Navigating the new era of Influencer
Marketing: How to Be Successful on Instagram, TikTok, & Co.,” California Management
Review, 63 (1), 2020, pp. 5-25.

Hausman, A., & Siekpe, J. S. “The effect of web interface features on consumer online purchase
intentions.” Journal of Business Research, 62(1), 2009, pp. 5-13.

Hossain, M.L.; Oppewal, H.; Tojib, D. “High expectations: How tourists cope With disappointing
vacation experiences.” Journal of Travel Research. 62(5), 2023, pp. 989-1009.

Huang, M. H. “Designing website attributes to induce experiential encounters.” computers in Human
Behavior, 19(4), 2003, pp. 425-442.

llicic, J., & Webster, C. M. “Investigating consumer-brand relational authenticity.” Journal of Brand
Management, 21(4), 2014.

Jackson, S. A., & Marsh, H. W. “Development and Validation of a Scale to Measure Optimal
Experience: The Flow State Scale.” Journal of Sport and Exercise Psychology, 18(1), 1996, pp.
17-35.

Jawahar, P. D., & Maheswari, R. “Service Perception: Emotional Attachment as A Mediator of the
Relationship Between Service Performance and Emotional Brand”, The IUP Journal of
Marketing Management, 8(2), 2009, pp. 7-22.

Jie, J. Y., & Ye L. “Argumentum ad Novitatem: Mere Newness as a Choice Heuristic. ", in NA -
Advances in Consumer Research, VVolume 44, eds. Page Moreau and Stefano Puntoni, Duluth,
MN : Association for Consumer Research, 2016, pp. 506-507.

Joseph, W. B. “The Credibility of Physically Attractive Communicators: A Review.” Journal of
Advertising, 11(3), 1982, pp. 15-24.

Jun, S., & Yi, J. “What makes followers loyal? The role of influencer interactivity in building influencer
brand equity.” Journal of Product & Brand Management, 29(6), 2020, pp. 803-814.

J. Mitchell Vaterlaus & Madison Winter “TikTok: an exploratory study of young adults’ uses and
gratifications.” The So-cial Science Journal, 2021.

Kay, R. H. “Exploring the use of video podcasts in education: A comprehensive review of the literature”.
Computers in Human Behavior, 28(3),2012, pp. 820-831.



58 WEHmTh > $2 255 -9 @114 &5

I

Kem Z.K. Zhang., Morad B., Sesia J. Z. Building brand loyalty in social commerce: The case of brand
microblogs. Electronic Commerce Research and Applications. 15,2016, pp. 14-25.

Kemp, S. (2023). DIGITAL 2023: TAIWAN. Digital Report. Retrieved Jan 3 from
https://datareportal.com/reports/digital2023-taiwan?rg=TIKTOK

Kowalczyk, C., & Pounders, K. “Transforming celebrities through social media: the role of authenticity
and emotional at-tachment.” Journal of Product & Brand Management, 25(4), 2016, pp. 345-
356.

Kotler, P. Marketing Management. 11th Edition, Prentice-Hall, Upper Saddle River.2003.

Kuo, Linda; Perez-Garcia, Simone; Burke, Lindsey; Yamasaki, Vic; Le, Thomas. “Performance,
fantasy, or narrative: LGBTQ+ Asian American identity through kpop media and fandom”.
Journal of homosexuality, 69(1), 2022, pp. 145-168.

Kunter, M., & Voss, T. “The model of instructional quality in COACTIV: A multicriteria analysis. In
M.Kunter, J. Baumert, W. Blum, U. Klusmann, S. Krauss, & M. Neubrand (Eds.)”, Cognitive
activation in the mathematics classroom and professional competence of teachers, mathematics
teacher education. 8, 2013, pp. 97-124. New York, NY: Springer.

Langlois, J. H., Kalakanis, L., Rubenstein, A. J., Larson, A., Hallam, M., & Smoot, M. “Maxims or
Myths of Beauty? A Meta-analytic and Theoretical Review,” Psychological-Bulletin, 126(3),
2000, pp. 390-423.

Lazarsfeld, P. F., & Merton, R. K. “Friendship as a social process: A substantive and methodological
analysis.” Freedom and control in modern society, 18(1), 1954, pp. 18-66.

Lease, A. M., Kennedy, C. A., & Axelrod, J. L. “Children’s social construc-tions of popularity.” Social
Development, 11(1), 2002, pp. 87-109.

Lee, J. E., & Watkins, B. “YouTube vloggers' influence on consumer luxury brand perceptions and
intentions.” Journal of Business Research, 69(12), 2016, pp. 5753-5760.

Leung, Fine F., Flora F. Gu, Yiwei Li, Jonathan Z. Zhang, & Robert W. Palmatier. “Influencer
Marketing Effective-ness,” Journal of Marketing, 86 (6), 2022, pp. 93-115.

Leung, Fine F., Flora F. Gu, & Robert W. Palmatier. “Online Influencer Marketing,” Journal of the
Academy of Marketing Science, 50 (2), 2022, pp. 226-51.

Lewis, J. D., & Weigert, A. Trust as a social reality. Social Forces, 63(4), 1985, pp. 967-985.

Leora Ghadoushi, Lisa Nagele-Piazza and Erica G. Wilson, Over-Sharing in the Workplace? Why Your
Company May Need a TikTok and BeReal Policy, “Social Media Policies”, 40(2), 2023.

Lim, K. H., & Benbasat, I. “The effect of multimedia on perceived equivocality and perceived
usefulness of information systems.” MIS quarterly, 2004, pp. 449-471.

Martin, M. C. and Kennedy, P. F. “Advertising and Social Comparison: Consequences for Female Pre-
Adolescents and Adolescents,” Psychology and Marketing, 10(6), 1993, pp. 513-530.

Marchionini, G. “Video and learning redux: New capabilities for practical use”. Educational
Technology, 43(2), 2003, pp. 36-41.

Mcpherson, M., & Lynn, S. L., & James, M.C. “Birds of a Feather: Homophily in Social Networks.”
Annual Review of Sociology, (27), 2001, pp. 415-444.



F s TikTok L Bl A% %% 59

Mehall, S. Comparing in-class scenario-based learning to scenario-based elLearning through an
interactive, self-paced case study. Journal of Education for Business, 97(5), 2022, pp. 305-311.

Michael H., Ertan A., Tyler F., Harry H., Jess H., & Diana W. “Navigating the New Era of Influencer
Marketing: How to be Successful on Instagram, TikTok, & Co.” California Management Review.
63(1), 2020, pp. 5-25.

Moneta, G., & Csikszentmihalyi, M. “The effect of perceived challenges and skills on the quality of
subjective experience.” Journal of Personality, 64, 1996, pp. 275-310.

Morgan, R. M. and Hunt, S. D. “The Commitment-Trust Theory of Relationship Marketing.” Journal
of Marketing, 58(3), 1994, pp. 20-38.

Myers, S., Sen, S., Syrdal, H., & Woodroof, P.. “The impact of Persuasion knowledge cues on social
media engage-ment: A look at pet influencer marketing”, Journal of Marketing Theory &
Practice, 2022. pp. 1-18. https://doi.org/10.1080/10696679.2022.2093224

Nakamura, J., & Csikszentmihalyi, M. “Flow theory and research. In C. R. Snyder & S. J. Lopez (Eds.)”,
Handbook of positive psychology, 2009, pp. 195-206.

Novak, T. P., Hoffman, D., & Duhachek, A. “The Influence of Goal-Directed and Experiential
Activities on Online Flow Activities.” Journal of Consumer Psychology, 13(1), 2003, pp. 3-16.

Nunnally, J. C. “Psychometric Theory.” New York: McGraw-Hill, 1978.

Oana-Fratila, Catalina. “Motivation of TikTok users”. International journal of current science research
and review, 4(12), 2021, pp. 1640-1644.

Oyakhilomen, O., & Maertens, M. Design of digital agricultural extension tools. 2020.

Packard, Grant, Andrew D. Gershoff, & David B. Wooten. “When Boastful Word of Mouth Helps
Versus Hurts Social Perceptions and Persuasion,” Journal of Consumer Research, 43 (1), 2016,
pp. 26-43.

Patzer, G. L. “Source credibility as a function of communicator physical attractiveness.” Journal of
business research, 11(2), 1983, pp. 229-241.

Pedeliento, G., Andreini, D., Bergamaschi, M., & Salo, J. “Brand and product attachment in an
industrial context: The ef-fects on brand loyalty.” Industrial Marketing Management, 53, 2016,
pp. 194-206.

Preece, C. “The authentic celebrity brand: unpacking Ai Weiwei’s celebritised selves. Journal of
Marketing Management, 31(5-6), 2015, pp. 616-645.

Rousseau, S. B., Sitkin, S. B., Burt, R. S., & Camerer, C. “Not so different after all: A cross-discipline
view or trust” Academy of Management Review, 23, 1998, pp. 393-404.

Saeed, N., & Sinnappan, S. “Effects of Media Richness on User Acceptance of Web 2.0 Technologies
in Higher Educa-tion.” Advanced Learning, 16, 2009, pp. 233-244.

Scott, M. “Comparing in-class scenario-based learning to scenario-based elLearning through an
interactive, self-paced case study.” Journal of Education for Business.97 (5), 2022, pp. 305-311.

Sensor Tower. Top Apps Worldwide for May 2021 by Downloads, 2021
https://sensortower.com/blog/top-apps-worldwide-may-2021-by-downloads



60 WEHmTh > $2 255 -9 @114 &5

I

Sensor Tower. Store intelligence data digest.2022. https://go.sensortower.com/rs/351-RWH-
315/images/Sensor-Tower-Q2-2022-Data-Digest.pdf

Seo, K., Dodson, S., Harandi, N. M., Roberson, N., Fels, S., & Roll, 1. “Active learning with online
video: The impact of learning context on engagement.” Computers & Education, 2021, 165,
104132.

Shin, D. H., & Kim, W.Y. “Applying the technology acceptance model and flow theory to Cyworld
user behavior: Im-plication of the Web2.0 user acceptance ” Cyber Psychology & Behavior,
11(3), 2008, pp. 378-382.

Sheer, V. C., & Chen, L. Improving media richness theory: A Study of Interaction Goals, Message
Valence, and Task Complexity in Manager-Subordinate Communication. Management
Communication Quarterly, 18(1), 2004, pp. 76-93.

Social Blade (2023), https://socialblade.com/

Sokolova, K., & Kefi, H. “Instagram and YouTube bloggers promote it, why should | buy? How
credibility and par-asocial interaction influence purchase intentions.” Journal of Retailing and
Consumer Services, 53(1), 2019.

Solnick, S. J., & Schweitzer, M. E. “The Infuence of Physical Attractiveness and Gender on Ultimatum
Game Deci-sions,” Organizational Behavior and Human Decision Processes, 79(3), 1999, pp.
199-215.

Sproles, G.B. & Kendall, E.L. A Methodology of Profiling Consumer Decision Making Styles”,
Journal of Consumer Affairs, 20 (2), 1986, pp. 267-279.

Sunghee, J., & Jisu Y. “What makes followers loyal? The role of influencer interactivity in building
influencer brand eg-uity.” Journal of Product & Brand Management, 29(6), 2020, pp. 803-814.

Sunil, H., Salil, T., and Cheryl O’M. B. “Do brand influencers matter on TikTok? A social influence
theory  perspective”  Journal of  Marketing Theory and Practice. 2023,
https://doi.org/10.1080/10696679.2023.2217488

Tabea J. Z., & André, M., & Hans, A. “Attitude similarity and interpersonal liking: A dominance of
positive over negative attitudes.” Journal of Experimental Social Psychology, 100, 2022, pp.
104281.

Tam, C., Barroso, M., & Cruz-Jesus, F. Understanding the determinants of users’ continuance intention
to buy low-cost airline flights online. Journal of Hospitality and Tourism Technology, 13(2),
2022, pp-264-280.

Teo, T.S.H. & Liu, J. “Consumer Trust in E-Commerce in the United States, Singapore and China.”
Journal of Manage-ment Information Systems, 25(3), 2007, pp. 99-131.

Thomson, M., MacInnis, D. J., & Park, C. W. “The Ties that Bind: Measuring the Strength of
Consumers’ Emotional Ettachments to Brands.” Journal of Consumer Psychology, 15(1), 2005,
pp. 77-91.

Thrilling, L. (1972). “Sincerity and Authenticity,” London: Oxford University Press.+
Tiktok 2022, https://www.tiktok.com/foryou.

Toffler, A. “The Third Wave. Wiliam Collins Sons”, New York, 1980.



F g TikTok L B2 A% %% 61

Travis, T. O., Michel, T. P. “Liberating-Engagement Theory of Consumer Fun.” Journal of Consumer
Research, 49, 2022.

Trevino, L. K., Daft, R. L., & Lengel, R. H.. Understanding managers’ media choices: A symbolic
interactionist perspec-tive. In J. Fulk & C. Steinfields (Eds.), Organizations and communication
technology. 1990, pp. 71-94. Newbury Park, CA: Sage.

Tsen, W. S., & Cheng, B. K. L. Who to find to endorse? Evaluation of online influencers among young
consumers and its implications for effective influencer marketing. Young Consumers, 22(2),2021,
pp. 237-253.

Tuncer, 1. “The relationship between IT affordance, flow experience, trust, and social commerce
intention: An exploration using the S-O-R paradigm.” Technology in Society, 65, 2021, pp.
101567.

Tucker, J. A.; Guess, A.; Barbera, P.; Vaccari, C.; Siegel, A.; Sanovich, S.; Stukal, D.; Nyhan, B.
“Social media, political polarization and political disinformation: a review of the scientific
literature”. SSRN electronic journal, 2018.
https://papers.ssrn.com/sol3/papers.cfm?abstract_id=3144139

Udenze, S., Uzochukwu, C.E. “Promoting mental wellbeing: Young adults’ experience on TikTok
during the Covid-19 pandemic lockdown in Nigeria”. Interagbes: sociedade e as novas
modernidades, 40, 2021, pp. 9-28.

Urban, G. L., Sultan, F. and Qualls, W. "Making Trust the Center of Your Internet Strategy,” Sloan
Management Review, Fall (1),2000, pp. 39-48.

Waitt, G. (2000). Consuming : Perceived historical authenticity. An-nals of Tourism Research, 27 (4),
835-862.

Werner, G. “The Incredible Rise of TikTok — TikTok Growth Visualization.” Influencer Marketing
Hub, 2023.

Weimann, G., & Masri, N. “Research Note: Spreading hate on TikTok.” Studies in Conflict &
Terrorism, 2020, pp. 1-14.

Whiting, A., and D. Williams. “Why people use social media: A uses and gratifications approach.”
Qualitative Market Research: An International Journal. 16(4), 2013, pp. 362-369.

Wies, S., Alexander B. & Alexander Ed. “Finding Goldilocks Influencers: How Follower Count Drives
Social Media Engagement,” Journal of Marketing, 87 (3), 2023, pp. 383-405.

Xian G., Xiaoxi Z., & P. K. Kannan “Influencer Mix Strategies in Livestream Commerce: Impact on
Product Sales.” Journal of Marketing, 2024, pp. 1-20.

Zeithaml, V. A., Berry, L. L., & Parasuraman, A.. The behavioral consequences of service quality.
Journal of Marketing, 60(2), 1996, pp. 31-46.

Zhao, H., & Khan, A. . The students’ flow experience with the continuous intention of using online
English platforms. Frontiers in Psychology, 12, 2022, pp. 6354.



62

i T

FIEIENEE S S N ELV IR

MEEERETAE

SEIR

BIE TikTok HYS2 A I - SEPRES e R PR RERAS T 52685 -

BE TikTok HYSZ A I > FEHBEIRIGE ARG A Y -

BIE TikTok HYSZF I > SEHA 2T ZURIGRE. » B4 = 3
FoEARKEARE -

BUE TikTok KR I - NESGHEEE SIS ©

Saeed and
Sinnappan (2009)

i TikTok & V- HRTEHRAVEA NEERENFEEIHY

i TikTok &5 V- HRTEHRAVFEA NE SR NEEAEHY

i1 TikTok & V-5 AT E3RAVF A NEZRIHTHY -

iE(#E TikTok 25 VBT 2IRAIR A NEEH a7 HY °

Huang (2003)

SNRES1T

HEEH TikTok AIFEHVINURARET] -

HEAS TikTok AIEAREESE/AN -

HELT TikTok BITEEEREATRIERL -

Lee et al. (2016)

i i TikTok @ {E# REVARRFL 1% -

FEfir TikTok BITEZERFLIRE -

i fir TikTok BIfEERLEI 1 -

iEfir TikTok g{FE#IRIA SLFEIAVEER -

iEfir TikTok BIfFEIRIAMRS IHLE 2 -

iEfir TikTok BIFEFHIIT Rtk —1

iEfir TikTok BIfEEH IRFEVEVARIE RATLL -

WIS TikTok BIfEEAFBEIAVIIK -

WABFE AL TikTok AIEERIE -

i fir TikTok BI{EEBEF ASEEIBEFAIA -

Lee et al. (2016)

I
R

ety TikTok HYFZ R WA REHEY -

Wb Ay TikTok HY5Z H AR5 KHY

FERFEIR TikTok Y52 NEEE AT

Kowalczyk et al.
(2016)

T RIS

HA TikTok HRIEE A HRL LAY HES -

TikTok M= - ARZENERE -

{55 TikTok SEHAETE L -

TikTok HYEIFEMEARZ R -

Her[F H O/ TikTok HY—& -

Pedeliento et al.

(2016)

EFRATHE TikTok B2 H 1% -

Novak et al. (2003)




FHEEEE e TikTok L B2 A2 5% 63

& PAEE A TikTok FFZA B > W PP BER -

AL TikTok BFZF I - I W RIS HA S -
HEET Fed By TikTok ZEFHSHEAY - Teo and Liu (2007)

FRE By TikTok TR BLAZME AT 5EAY -
FRE Ry TIkTok AIfEE T RIS ERL -

R TikTok ] LUR5Y S BB A -
TRELR TikTok 75 & FRATHARS -

?\]“%Ef%; %;E'm El 3365 ij/‘:/\ @EI giifi?ﬁ{%}zﬁ TikTok LD{ = Bhattacherjee
]
?‘2 l?ﬁ‘é % %\ Ffﬁﬁ TikTok 23{ N o (2001)

W5 F] DARE, BAAA B A4 A TikTok -




64 wizg —¥%-%>3x®ll4&5"

-u-‘:}r
|
b
Eid
I
.

Understanding the Determinants of the
Continuous Usage Intention of TikTok

CHia-LiIN HSU, CHun-Hsi VIVIAN CHEN,
Ya-Hsin CHENG, Tzyy-SHiuan WANG®

ABSTRACT

With the vigorous development of social media, individuals have become self-media creators, leading short
video content to become a modern trend. The purpose of this study is to explore the relationship between TikTok
video content quality and characteristics of creators, authenticity, emotional attachment, flow experience,
perceived trust, and intention to continuously use TikTok. Data collection for this study was conducted through
online and physical questionnaires, resulting in a total of 303 valid responses. Structural equation modeling
analysis and hypothesis testing were performed using SPSS Statistics 23 and SmartPLS 4. The findings indicate
that the richness and novelty of Tik-Tok video content quality do not significantly relate to authenticity. However,
they significantly and positively influence the flow experience. Perceived authenticity from TikTok video content
and creator characteristics significantly and positively impact emotional attachment, and subsequently influences
the intention to continue using TikTok. Additionally, the physical attractiveness of creators has no significant
im-pact on authenticity and flow experience. Conversely, attitudinal homophily significantly and positively
affects authenticity and flow expe-rience, thereby positively influencing perceived trust and subsequent intention
to continuously use TikTok. Finally, based on the study's findings, practical recommendations are proposed for
TikTok video creators as reference points.
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