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BOE - EETERBAESAERHE IR TA -

g - BT - RS AUE - BERETEINZR M ~ SRR - RHE
ST A BPRGE (2019) o TR RS ATERHE ) MBS AT - R 24 (1)
41-60 -

- Ay HBEp

BT R AN DR B AR FHT H 5 BB 1 i s O A B S B L - 11
it RS (social network sites, SNSs ) Z2 B ARG BY - Ry Bz (RBARCHTHIBEEL - ZoCrvisee Xk
TR AE - AR - EIRF e AMEER AR HUeE s RS R
B REE - 2012 SRRt BRI A\ S A4 SRR SR a2 i ss » BB At B Ay B3R
JREVIELRIRRIE - o2 sa i Asthaa ] ZavEhgmt - BUE T RRI5EE (dumb ways to die) | B
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s h 0 BB EEARA 1R EGERRC S bR e - FELMRRE R R THN & I L B EERT Ry - 8% E 2012 42
11 FJ* YouTube &% - SEAEREUEETRL » MR HNE 15,200 BERVEIBE XY - 5351 - BIERAEL
BEPFHEE ~ PANE SRR - I HEG I FRERIRR  eg rERN L2 BEEEEN (5
% 2015) o SS—HIGEGRRES] - $—A R AREE 25l TR R H AR
TRV R — » PEREH Rl AR - SRS B R — PR Z 1 RGELRS - I bR R R
WAt IS REARR A R R - A BHUS N o By 7RO BLEES A AR - £2TT
et IR B A E e 5 i A — TR SR 2015 ARl LR AT B ORI - USRI RS i e ik i1
TR » HEHER BB - KRS CINERAENR T LOLIEFW ) AR RRE P - FEhR
M & SBNHE S AT B OB - 2015 25—k 5 S S ilEE R » 2016 428 "t
537 SR LR EIE A B G HERS < LA - e T HINE S HIERER A R R AR 8 - K
Fr A SRR ELE A F R N ETRSE » RHEE G 9 S B BRGSO R A R e
DB AR T UR © B+ A NIROBAREE NG - M RT DU B B R 3 SRR 5/ NI A A
i BIE TSRS EA - FRINEEINARNIER L (on-line) BERT (off-line) SRIEHEES » B
1BAIE LS 2016 FEIRIK RIS AIE £ ( Cannes Lions International Festival of Creativity ) fiRESHEXE RIS Hi 22 »
B BRI 102 FEREE S RIEITHASE (BT » 2016) - Hy Lt S EZAG LIS - 38 Sea 2 H BRI
B SRR E R SRR TR IRV S AARBIAIR L - BB RS s = A
B o AL RS 0 ER R R A A [ SRS R s BR BE Y - P E RS B HR AL B - AR
TR R Z AU RIS - AL BRIy - M E AR AABUIIEE S » 5 [HZE
FHIRAE -

TRE AT R R & i 5 R B AT DA L A A R 4R M -+ T 5 G AL R B B I Ban - /4
B ERRE ~ [MIEGER ~ BER - O SEE RS MR ERE & (TenMax, 2016) -+ HUSE SR
2 HE SRR B A A B SRR B M B S B - 159 - AR st KRS 5
FERD ~ JE P BRI R & - S A M AT 2 By AR B A ROR 2 B (Stuhlfaut & Yoo,
2013) - AUERHEERAZ BB S T - SeE R 22 TR A S gt =
L Nixon, 2006 ) - 35— 5 HR Y RIS B i 25 Bl A B 2 A - sl i R IR B sl Rs re 2R 52 7L ( Reid
& Moriarty, 1983 ) - McCullagh (2010 ) F Ry {8t _F-3a AR T 2500l - (HIZ B AR P Ig R~ 2 -
AFEM - 38 LoR BT B T U TR i RBHAYZERT » Norman (2010) FoR R ARG T SRS ELE
AE ~ MORIELSBIRRAIIRER - ESHURET RS o 50 LR - SETAIRY LY SRR ~ ik sy
fIRE ~ T8l ~ A BRCBERR G T - Sa TRl B A R U AR SE B2 TR - T2 R E I T RO RHER R
[RIEL » B AAE RS B R T R B RS /T B2 » A1 LUENE S 4R35 T3 - Papanek
s Ry AT B it AT » AREE IRA RIS AR TR K » Rt gy Bl H AR A4 - 3%
R FERZ A B Ry F B PR B BUE BB IUTR oK - BRI - A REIRFESG TN B Sy S 4y BBl Ryl
AEAGR  DGETIRPERI AT R TR B B R TR T (1% - 2013) - AN EAFHEESAIE
(s - BEAERR MERY A B VR T » AN & AT (R 2 A 7R - M A Bt e =l IS At -
BB S A R BRI HA AR - AT B B B S R RIS A SRS AR - Rt - B EGEE
FEHE E =R E AR B S SRR IR - /TEA ~ BOBCHEM g R (2016) ZEHE ER S
BRI BIR T - DIBRER IR R o i i i S AR RS - (B B A 2 k&t (parameter
estimation) - Cronbach’a ~» $H&{ERE (composite reliability ) ~ @iz E (convergent validity ) ~ & BI5%E
(discriminant validity ) EdfL[F] 75845 (common method variance, CMV ) Z75Z 2 kIS LEHE - 1
RIAFREEAGG Z - ] Z » BB E SRR SRS G B ARALERE (goodness-of-fit) -
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T m] R BN B 5 B R 225 T AETSIISE © Kl - AR ses Has H eSS SRR 2 Al
B RHER B FEAT - e LR A B L 5 PRI AR AR T B BaRE 2 Tk 5 Rtk o B A Al
ERHER A Em Y -

SRS S
2-1 B Rt RS T R M SR

Reinart {1 Saffert (2013) R H BIREAVE S /] DUSSRTEARZ BT - b S SR Em
(IRERE » {51 %S Smith » MacKenzie ~ Yang ~ Brchholz #1 Darley (2007) f2Hi:Z BIIEEFAL AL 8RS -
JEAIME ~ BETEME - HERCYE - e MR BEEMEE - TR IVERRE TS - HURTER] 90 fEHE I Mz
437 ZEWRES o GRS IEIERIE Y & MBI E - IR AR E S H R E EE
s s BB AR H R BRI (BB Ry B 5 R - (HOE BRI A E DR T8 B4 - L JERE I
HAbRIENE ; NEEEESAE KB 2R . FRAIEM S S E SRS E - X
TAMERIRS SR S B R EIE R - B AIEA 2B a3 R - BN B REIBR T rs
SERRERAL R E R BEES - (LR B R B A B R R 2 4 » B AE OB B B R
BT Ry o B A B AR ECEASRRERE » Bl ARG BRI ERE - By RS 3 ptGE R
PRI - PSRBT IR EERI S | E BRI - FEBL 2B BEE T I BB MR S i S
HREAHT R - S (2014) kMR SRR R AR O B ERISS GRS I ~
W AR P AR R RS TR 5 P A LR R RO RS T - RERUSE (2014) f2Hi%enIRess ~ Ak - B
B~ S ~ s U IR R N TERE TR - W, - BB SRR TR R SRR - AR B
s bR R BRI - PRAL R RE O REES - A RECCBE BN TR (PRKES - 2014) - SERHE ~ R84 -
SLEL AR B EY—TEFEEE (Fiandaca, 2012) -

HARFEA (2016) e SUBPRRT IR 5 A7 BINEA SN FIBUTRIEEEE I DL | - H RS
FFEBAESE 15 0L FAVELS IR R B B S RIS I - BB 87 TEAHAN B B S RIERYIEE
PG 5 A H R YCER S 24 EEE - RARARIREL 24 {81E H 8GE 6 807 B 5 3G T FAE R AR By
RN Bt 216 (ETTRIGEHE - RHEERME AR AT 2 e 415 1 4 B TIR 15 JEFRAR - SR (ks
TR L BEANTEARE 5 EEEE TR R AR RBIEAIRAIN .~ T EAEERIERBIEA R
NERY S ~ "EAESAIEREEESANZEN ~ TEESRIEREEG IR ) 1 T B E SR
BRUBAEAEGEA , - Smith 5 A (2007) 23 kB S AN 3 A5 Zm AR L a R it - 3%
IHEFE M AEA O - AR LB EE - B CHERE IR B R a T B A B
%L ~ FEARA ~ SEEBEMIEIT L2 HERE - A RERBuERBURE A R B SR - 55 —(EfEm

PEREEME ) - BHETEREA 4 HARE T ESRIERNAAYCRM TR, TR ESEIERBIE A
WRAY - TEAEESRIERBIEARR IR ) T T ESAIERBIEARZEIN ) - B ESEETE
EHERHT ~ T B R E R T AIEE 0 B 1 pyJE = W HEESTARAS - GEAALER (Baldwin,
Keelan, Fehr, Enns, & Koh-Rangarajoo, 1996 ) » #{\7 IR LI R B AME 2 A S M7 B sl [ B G R AR U -
HHAATEE (artificial intelligence » Al) ERRH PR A HBERER » MEDAMERZ R B & - B 2080
BELEE 2 B HASERAIUG  (HRERSE » 2017) - AN S Al FH 4 B R i S15 ] A Bl R A HA 5
12~ TERRAUHRE T =0~ BEFITRARAOBERME - @ AN A B SRR S P B RO B a - Ak
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{bIEET A REA SR LB S AR B SN A R SN EE LT R (FIAE I e EHaRiE/ Vi - 2017 ) -

T SO E R TRy - S8 =t "B ) - FHSTEARE 3 THARE T B SRS R B
EEHEBAMERT ) ~ "B B BIE R S A EASHIREER o A0 T AT B S AR R E A L e
B9y HORBIERFE S — R OEE - FLeBE R FyfHRAME (relevance) (Smith et al., 2007) - f4&
R ZE&EM (meaningful) (Ang, Lee, & Leong, 2007) ~ %4 (effectiveness) (Mishra, Henriksen, &
The Deep-play Research Group, 2013) F1# &4 (appropriateness) (Kilgour, Sasser, & Koslow, 2013) - {i¢
i 2 (R g TR AR B I - [ S B H B9 LA RIS 1 LB B 5 T2 s (o ma 2% H A5 West, Kover,
& Caruana, 2008 ) Eifi#RfE (Reid, King, & DeLorme, 1998) - [Kll » BRI E SAEN E S AR RH
DA RREE HLRE - BB NS BB - iRt —E s - ¥ShiHEE N S SR SR -

AES [FLIHERERATERY (Rossiter, 2008) -+ #15 « » BEEBEESEHEERIZE G EASMHERNE - 27H6E
S3ELS A SR IS A IR RS B IR MIRRBALR - [RIEL - BRI R LI G2 H nvek
ok o BRI S R R - SRS " AENE L, - BEASTEARA 3 AR TEESRIERAS
2Ry )~ TN E SRR AT EAIREEER ) R T B B SRR A EERY ) o FEE R
AL - IHEENWEETT R EGEHEAREL - AN UEREW - SECEETEY) « KRz i 0%
RRURFIE (MR ~ PRETE - 2014) - (HEREENGERIVE BB R H N2 o0 - REANENES [HiHE
FHECRRIFF NEE - B NGB RN ENE AR R E SIS E AR - EENEEHEE
(FF5 » 2015) - BB SHIRERE 7= - TR A B8 ERRES [IIHEE IR
J& - Edelman #1 Singer (2015) #2HITHEH R ARIRIE D RIB BB E R TRA T RIS H— AR E R
g ER R - R A R EE R R E BRI - A S K EEIEEREE TR - I B2 it
PR B RE B E s 2 - B IRe B A RS A - TR B e oA B e 2 Bn R e (583842 -

2014) - EET A BREIE RN RS H A R AR RS - BRI B RE - 3N
BrF 2 H A RIFA AEIRTR - A RS sy BAAY a3 T LA 5y 112 H Ot (Creative Social,
2010 /fEiG16E% » 2012) -

22 BURE 2R ERE T

B SE BB RS SEFE T (Kantar Media, 2012) -+ 26 2011 A1 10 KRS FHIEE S CHIHLRTE
[EIHA R T 2.8% » 12-29 Bttt RS 81%HY A At A58 - 42%8IEMR g - BEE ENEm - 4
SE  BERRFERARDY A A A R R S e B - AR B S TR S R 10% - B 518t
BB TS E 2010 FEREAEAEIY R » & 2014 B4R AT RE BT B T T S HILE S 161.77 S
Fb 2013 PR 18.3% - BEARERIE SR RIULK - e &S ~ TTEIEES - ibBF R T8Y - RIS TR
R T AR RS & T 0 (A2 2015 IS S A A EE 19.6%19E: » 2016 8K
PR EAHERF 12%-15% =S RR « HhfTEIE 51T 2014 FRiRHRRS » miE 106.4% @ S Sk
AR E R 61% @ s E R AT SRR R B B S P A E P (BAETEA I TasRE
Ay - 2017 ) « CIAARIG R A i (B 2% (1S SR S I I 2017 SR TESE BRI 3R E0E 82%:
B A MBS E I B AT 50% » 5 52%E A\ R A BIEMI%#E - » Youtube F1 Facebook
Tty EiRAEBIER > ZARMERRL R, - 83 FEER R ST RESITHABRBERY
P EDEAS M A BRI » WA MR B 205 ) (TechNews » 2017) -

BRIE ~ BN TAES RS (1996) SRR RIEEIREEG: - LUEE MR —E A R H &
FITRE RRARLER © HEES 82 o i N TR T RS Th A SE BN ANt - DU RE B =X - 58
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SN DI R E ARG (B © 2014) - R ARV S - f LEEZ L
TR AR SLRE 2 BRI AL B) - PIANE S KEE B il B 2 Fr N A BUEAa TRELERIR e - Haa
FheA NGB 5 ER - Southgate ~ Westoby Fi1 Page (2010) $¥#F EBIAISSEFEmMUATIR L&A Ry 102

ST R T EI TEGER ~ ARSI > PSR RIS A B IR AR SRR S AR R S A
D EHIBSPUERR » 59 - EEHPHBRAGEERE LS A - GEEEEHXEEY R EER Y
= TS R R A AR - BT S Lol B ELRE S 152 A - Burke (2007)
Peke SRS BAET - S RAIBIRRAYRCE RIS - I b mT DU R s SN ] - W] DR IH B
FIALRRAORNSE - S IR I A 22 St i BRI EAR (KPD) BYTHIANT S > BRI R Z R AER
HEEIRSAET BEXE - S E SRR E SR SRR - 2wl (BRERE - 2017) -
IKIIE - A5 25 AR Ry 1 S il o5 B ]t 8 DL R Se B PR SR R B - S R P B e 2 Ay
E RS R EAraEEEAEE - AR ES R AT B DA - R R AR D TR
FER - RIS HIIRE ORI R g 15 R SRR - HE AR TR AU S Y
[EEEHTHECE - (E TR AL - 25 S DI S SRR 2 1 i i R i 2 HEDet B
MERE S - ARFREEAAERCR - RoR A SR P E A AP -

ER PNy ¥
3-1 EERStEEIR AT

EaiS M RIZR A E B R SR AR CEITA5ET - WA E R AUBCE R (AR - 2004) » SETTHIRAL
FAERENE IR B 22 R B - FE B B S 2 BB e S R (BIREIE »
2010) -~ AHSEEAYTE AR A SR B 5 Bl A R LA < a2 S A M E MR BLE Y - (Kl
B EEF BRI T  BRIES (2013) $2HR TSRS MERISR 0 LU IR AP B 2 — (A B
e M Em A (formulation ) » RN, —E Mt ry I E A ; 55 {2 BEREAL B A % identification ) »
RS2 A I FE & AT AR B A Y - SRR A R AR DUR B A8 o i 2 1T 5 28 =B BRI T 2 U0 T

(estimation) - HHELEMITHIHE TR (structural equation modeling, SEM) » HER RS A 5 AU
TS LISREL ~ EQS ~ AMOS i1 MPLUS Hift5t3 rlifift 5% H YRR VTR AR oA 5 20 5 SR B
RS HERCE (evaluation) » SEFCME:FE B L e 1B EESE RIS TRY ~ Fhvisk oA S (B AR
AR/ MERIFIAZ RS2 BEAY R E = KR (A - M0 - 2006) - HISEEEEENIEE « MH
FHENCHEAT S ARG S A E R R AT » BRI E TR A @ U+ 58 AR B T
HUEIE (modification) - fRXEIEEEEFHEEANE EFRBCE TR - BIERY TR E N - —fE2
kR E 28 - SR IA H 280 B2 80N - HAAB O TRERE A B ENERGE S KL AR E
IOCMET (BRAEGE » 2011) -

3-2 AEST

AT S B EAP S TS ) RAE AR RS BRis et - NERE AT HE TR
FeRE I E TR ECURIEZ & V-5 Youtube SETTHURR » 6 DU S I HOE H# &2 R - AR FtE
TR T - SRR T EEETRAR B AT N HE 1 Fs -
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Hl

EFHRERY

1 AR BRAER

3-2.1 EndagEt

HHERRATHERI G S IO BhE 2 A48 Feed (2008) HUBFZEAAE » 27.8% 3 B X RBEH H
BN A BRI B S A ] BRIy - 53AME 22.2%% 30 R 50 B A ~ 25 B AR R 10 Bk
RE BRI EES = (worth sharing) B2 o YouTube A7 2005 4 » 2008 4% Google i -
T AT R E I R E PR - TR RS ARG - B 2013 Kk - Google
BT T EREREREE S N BEE R - BARBEEXRE - DGR BRGNS i TH
A1 YouTube B By B Ssg B THS (BRESL - 2017) - AHfFFELL YouTube 55 2014 42-2017
5 3 F4F T 1 YouTube A iU Esg T 1 1l 5 Al RHeiRAS - HET 75 gt - &
EEORHEEBAERE - SR FE R ~ 2 FEETH T REIUSE - R RHE A SR 2014 4 18
% ~ 2015 4 20 37 ~ 2016 4 19 31 2017 4 15 57 - &3t 72 SOg B - 15ty e A B 50
WA BECRIBINMES S R  BE BB IERRIER AN 69.7% - & RN RS ETS
BRAGRES » AWHFERILALL 72 S S B S F R R A LR 2 A -

3-2.2 ERFEENZARE D

Google {fH (i FHE L EREFEHIA R SE AN EBE XY - BARBIEXY > DB BEEENE
Fr iR = HRPRTRAE - 1 2013 SEAgFAHEL S YouTube T SRRl & S HET J B 5 % - 88T
2P MER RIS EEE - BRRAIENEINS & - B EHEIAREE B E S F R EAENES 2
AWFFELL 6 fiastit#CEaE 8 fELL ERUREETANETT 72 SRR SRR AR - Rl o B A
ARSI AR B2 T B - P RO B SBERR T - Ry bR laAs By
RAEHFHUEE » W GRS ECE - BT RIEEIER - ZEHE RS IBM SPSS statistics
23 SETTERI T - 6 RIEEE 72 S AR R BN 64.7569 - 1§ ik Ry i NO.12
193 79.167 - 150 B K FRei s NO.38 » 1543 43.500 » HER i F 22 L AVAE I BGE B o kst i S Bt
5 BERHE SRR - FEEE R E A E M2 Ry MUFGE LS B E R ST 9 fE - &
B HEIFREBR—EEER - KA Bk 2 IR e DU (SD) %&(ﬁﬁxd\%ﬁﬂg
JeB R WHREHIE (M) BEE A - 25 NO.63 FEHEZ R 3.507 » ~V-49% 73.500 » k5T
525 NO.63 - 1 SO E e & Ry e BRI - 535h » € Cronbach’s a IARSETSA - 6 iS58 72 i%ﬁz?,\
R A NS — BB Ry ¢=0.886 » E5E 0.70 DI SR k%E » Al B R BA A FEMEE - %
HIRPEYIE & NO.63 By & BRI A I G GE IEH - WARGE SR My — 2+ g — K%
R - EAMEEELE R - 8 PR —FAH Tl s G mRIEN - EEREARGEREAREAE
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RSB BFEE AR - BT S R BURREMAY =T A& I AR SE PR - RHIZRIR A HE SR
B UM T S ASEH BT

3-2.3 B ET AT

ARWFFERIERERBGETABFLUTEEFA (2016) @t CAIERHE 4 BRI 15 TR - 55
G > R SRR T E T AR S - BRI I Rk R FL B - BT
AL AL Al - FEANA T B SR fa s | 1 EJ& 2738 0N Smith ~ Chen A1 Yang (2008) 2y " B
HIFRIRIE 5 ~ TRy S A0 TS NSy ) 3 TRIEAT - SRS HIF S R A R P URAVE M - RESIRS
MERFET B B AR - IR AA Ry T HERE ) AUEBRMFELE R R SR E RBL B A ARy ~ B
ANFERY ~ 2 NIZHER ~ ARIRIE ARG - TESIE ) AURIFAE 2R B S rh e A 2R B AT Bl SR
AR ~ B ARSI AR s E gy - T oRESTE ) UERIFAUE SR S h AR R
HEAUE TR - AR - AEIRIAEREIN - T EEME ) WEREIE SR S IR R
HEAZEY - BAREEERE TR o T EERIEISE ) BEEERMESTAIERA R
AR~ WiRAURnS N2y - FHEREIET 18 3 - W H DI aky 7 B R RE TRIR - s 7 5 TR
HE | RTCRINE L 1 RS TIFEANEE ) o AN - WFFEIKERRENE - RIESUMHIZ /T » DL 52 A KRERE
HET TR - B HBVER 1A A RRRE S - AR RS EE LR SRR EANE LU
TERR R BB g - DU IEUR I s up B R R S B A N ASUE -

fHI5E % - AWFFEERA SPSS 23.0 MEfTEFRZ(FEEMRH] - DL Cronbach’s o fEERHIEEEMIEHE
TR - HERGE - RIBURERAETH ARG - 15 H AR S A e A T RE TH By B 2 s I RHRH
M > FAHRR PREOKIR - m] 5 R BRI - AW 2R (S R ARERRNE - 220 Nunnally F1 Bernstein (1994 )
gtz Cronbach’s o fE{R¥>0.7 - IHEHEAHREA>0.5 - fERAFE 15 RERHAL < FIHAREYE - AR7efaitE i
HRCME ~ TR ~ SR ~ BRI 4 (R i B R RGN 1 BT - 25 i¥1a Cronbach’s o {EEETH H iR
FHRR{E o Herfr Cronbach’s a iR fE Ry 0.959 (EEd#EReIl) » mIMER 0.855 (HHEATE) -~ ¥IRFEERE
R HEAE (>0.7) 5 HK > THHFAHRAE TR 0.567~0.922 » JRfF &5 R (>0.5) - HIbAT iR -
AW FEFTER P BB A T B AL — Bt < Rt » SR B AA EMSETEIE - RIERI DU B RETT
IEZUAEH] -

3-2.4 ZAHRAIEER

RS IR Ry FHER A ~ T BRI BIE S A B AR R o8 - SR i AU LR B IR
Z— (Kolter, Kartajaya, & Setiawan, 2010,/ Z&H 5 » 2017) » A7k LERE T - DAAEI LSRR
TR AR — AR VUERA: Fy ST 52 - B BRI Ry (S B RELRIF IR OB HL B MR - BRI ZEHE R
HEAENE - B VIRIEY S A —/ Nig?) - FHiftsT EaR AT B R BLEST - 2235 DU ISR
PRI B T S BIER A LR 2N H B RSB R T[4y 10 438 -

3-2.5 FEt P ITARAEHER

AHHGEERF Mplus 7.4 SRS HETTASHE TR =004 IR EPASRI A A F 283 ( parameter estimation )
ZJTEEEENIR A < B33 - McDonald 1 Ho (2002) SR HIfiHE it =B T & R ATt 7y -
AR E RN - BB ERLZ fRRE (skewness) FIERE (kurtosis) fEASAF A REAMAL » AIFSTER i
K#ELLZE (maximum likelihood, ML) JEFTE R B G R - EIRBIREGEEME R 3 Sl RBEEHE
KA 10 » RIFRRERMREERRE - NEGTRARAMENE - EE YR A AE 5% (Kline, 1998) -
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T I A B S IE H A FE R AU SHC E ( goodness-of-fit ) ~ Cronbach’a fRE4 ~ #1412 ( composite reliability ) ~
K EE( convergent validity )EE S I35 ( discriminant validity )E& S [5] 5384 ¥ common method variance,
CMV) EFEGTEE - 8 DIsRs i B S A R A E RS I B e | R Rl -

T~ EBREE®

AWFSE HHERE B BERE T RISR o MRtk BNz s 5 R S ~ Bk ~ SR ~ A BEA
JEE R R A S el AT 18 T EAR - B AR AL SO - DU N SH U RS TR A B A
B o

4-1 BARTHE

SRR T R 107 522 H 20 H2E 3 H 15 Hik - HEHE 330 3 - #EEkimsE s i
RS 5 1) - B ARREIET 325 17 - METAMRIBEILEREs 92.50% » BEAA/ NEEEIRZE ST
Tl EARAEY 200 - HAA R /72 (structural equation modeling, SEM) #fi& 134T L AR MR #5 7
FERE I - R RR A THEB AR (MacCallum, Widaman, Zhang, & Hong, 1999) = f 325 {54
Brf o EMEAZHEIE 63 A 0 (5 19.4% - LMEREGE Ty 262 A - i 80.6% 5 3Z5fERE H VT LGN -
LA 3 /NRF LR 6 /NRfie 2 (123 A » 37.8%) » HZR 6 /N LLE R 9 /]MKF (92 A » 28.3%) » 15/
RFLLE (14 A - 4.3%) & 5 B SRRV 5 LBEE S ESIET 279 A - (585.8% - gt
46 N+ i 14.2% o ARFFEABA R RSB JSERSRE R SZR B - APTVARF BRI - HOKH )
HISZEhE AR LBE R S S ARsEs - R R ZRELE IR ARG R I R FIEREST - 2
[E] &5 T R

4-2 BABLUE 258

AWTFEERH B AR LA EI TR R 2 BRI - ESER BRI TR EATR 1 FrR » BUREFRE
I 5.966 (14EHIESHIAITEBIEEIE T S BABEEN) £ 4366 (9 EHIESHIAIEIIRGE A
IR ELEAE ) (2 5 ARAEZE Y 1517 (16. B8 RiESZ B S B IF VAR = 0.985 (L ERIESHHY
BIERIUEEERANER) M 5 RIEEMEAR-1.313 (14 ZRIESAIER S BT S AAREE) =
-.048 (9. RIS A RITAEHLCE AR IEHE ) (LI - IERE{ETAY-.402 (3B RIE HAVAIE R
B NER) £ 2.037 2 (M ERESAEIREEEN S RAGREENE) - Bk LA AL im
REREAHEL VY 3 BUEREREAME/ MR 10 - JBNHREMEC - 751 Kline (1998) Firfg i ARHEFIE: - B/RAHT
FUREREOMAC - G DU A AT E R 2 Bfla Tk -

R1 MERTEZTIHY -« BEE « RIEREEHER

FIEREIE g EEE fmRE RS
1 ERIESHRIERBLZ EARANER - 5.714 985 -.765 615
2. SERIE SRR RBERARE - 5.492 1.104 -.637 734
3. ERIEENAIEREIS AR - 5.058 1.209 -.102 -.402
4. EHIESERRIRREIEGHIIKE[J] - 4.471 1.218 -.158 189
5. EAIEENAIERTEAYE EEG)) - 5.222 1.173 -427 .015
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=Rl ABMIFEZTIGE -« BEE « REREERER (18)

HIERGHE g EEE fRR8 R
6. ERIESHAIEERIERRFEANER - 5.714 .985 -.765 615
7. ERIESHAIRRIEBER AR - 5.492 1.104 -.637 734
8. ERIESIAIRRIS A D - 5.058 1.209 -.102 -.402
9. ERIFESNAIRREER®RIRSG[T] - 4.471 1.218 -.158 189
10. ERIESMAIERGIAAY EEEGT] - 5.222 1.173 -427 .015
11. ERIEESHIRIE L B A HR M - 5.717 1.108 -.859 790
12, SERIEESHIRIEBE § A SEAETAEE - B2 AR - 5.649 1.147 -.580 -.359
13. EHIEESHIRIE SR MM E G Rt 2 - 5.065 1.239 -.368 -175
14. ERIEES IR RIIRESOE A MIHUAE R B e - 4.366 1.224 -.048 .090
15. JEHIEESHIRIEREI BAEENE: - 4,751 1.190 -.392 .206
16. EHIEESMRIE R AR - 4.769 1.209 -.149 -.227
17. EHIESRIEREGZE)] - 4,954 1.287 -.386 -.107
18. EHIEESHIRIEHEIE N S R 20 - 5.129 1.308 -532 -072
19. EHIEE SRR HEIE T 5 AR - 5.966 1.158  -1.313 2.037
20. BRI SRR REEIE AL RIFR A H) - 5.360 1.304 -741 558
21, Flha X ESE B AIAIRE - 4.692 1.517 -.430 -.278
22. BFBhiE XS =Ry - 5.606 1.302 -.825 272
23. Bkna XSRS NEEH - 5.246 1.395 -.618 -.014

4-3 1RESEECE (goodness-of-fit) ZARE

TR A TR PRI — » FEAENHEEAR RIS Rl B RIS A ZAE DL - SR AN[A]
UG TR e BGREBC R FR AR T T DA FI i B B RO R B S B - AR S R A PR - (O
WFErr R I EREs i T REA AR SE SR - R R L B AR & (BRRGER » 2011) - K
e A B B S R A E R T 4 (RS TR 15 ST - DUK " SR esRE ) 1 Efsm
3 AR - Rl < RS SRS S MR RI e - BR T+ 1T RIZR R — R heas 1 A
81 (first-order confirmatory factor analysis) (DI f&fE—E CFA =) 2k - BER 5 HEE
ATRESZENH— MRS g i X B L L R RIE 2 2 - BlAIE FTRE 2 BRI S B R E R R s 2 - KL - A3
T B RS IR ZE A A B — RS B 38 e [RIZ% 4047 (second-order confirmatory factor analysis) (DU fi&if & CFA
)+ DUsGERHAL B A EOR BB s A SEORE B - AR EER A o e B AL B O PR AR B R oA
B OF) ~ RITEHEEL (2 /df) ~ HRBSHERCHEEL (comparative fix index, CFI) ~ JERTHE RIS ( tacker-
lewis index, TLI) ~ WiEEEZ= HFINE R (root mean square error of approximation, RMSEA ) FlItZE#E4L,
e iR, (standardized root mean square residual, SRMR) o XL E AT < FEEATHE R R 7H8
SEE () BN R U RIS AR S [ B B PR R e & (LRHARE » 2009) ; RTEHIEELE (2/df)
ZABREA 2 £ 5 [ (Marsh & Hovecar, 1985)  FbiS#EACHRE (CFI) FIFRARAEENCHES (TLI)
R BB FHE =L 0.90 (Hu & Bentler, 1999) 5 W22 7RI J7AR (RMSEA) BifE2.10 DI E
FRER A ZUEBCRE R (= (poor fit) ~ B{ETE.08 .10 2 RIFRIREE UM A Ry @l (mediocre fit) ~ 8%
{EAF.05 %2.08 Z &R R Ry Sy BHSERC (reasonable fit) ~ ZMIERBUE/MA.05 R =GR RAT

(good fit) (Browne & Cudeck, 1993) ; fEHE(LERAZEZ FARIEE (SRMR) FE/Vit 0.08 (Hu & Bentler,
1999) - R 2 FR °



50 M B RHE L SRS A

R 2. BFEMERSMT BB ERRR

7 df 2 df CFI TLI RMSEA SRMR
B 1 (AN TeE - I 2%E5.Z[H >.90 >.90 <.08 <.08
—RECFARR 325.058 84 3.870 916 894 094 .051
—BECFARRE 326.504 86 3.797 916 897 093 052

REFHARE /AT B R B e B H B B R AR — 8 CFA BB % CRA HRaX R AL RO
R > HHER 2 19001 ZFE CRA B R IEEI AR AEAR - ROTEHEELL (Ff df) {ERy 3.797 » /74 2
£ 5 M FFERrEE ; thEsERciEE (CF1) {H7%.916 - BVRESOMERRR (190) ZRFEATE 5 JR
HESEACHEEL (TLI) {HF.897 » SERAFATNE(E.00 - FFGRFEMIME » W2 ST iR (RMSEA)
{E 5093 - Jg§1i%.08 .10 Z [l Ry & 5@s#kc (mediocre fit) 5 ARHE(BIRZZIG/TARIGEL (SRMR) 5 0.052 -
/PR BT I (<.08) - RFGAFEARYE - HILRERANITEHEA] - ARSI LSO H Wit iR 2235 05 A
ST (RMSEA) 1 EHER P B ik (B 58 SER S TERBE AR S, - S IR BERERE ~ H FRERTA
REA/NE#E (Chen, Curran, Bollen, Kirby, & Paxton, 2008) » ARiFFE R EHABRIRFA_EMEE 772 FE0E
FER SIS - REFEHAANFERG KRR - I Bae & (s o i B F AL AR Ty i 2 Sk e i

(BERA%ER - 2004) - {ERRAU TR O R BEANAERE ] REE PR E e 2 £ TR iR (RMSEA) {EifR
fa > ARG SRR R A ARG b AT AT i 25 SRR R T A

BEAh » Foste— SRt —F CRA fRsEL % CFA Bfr iRy A A Al - AWIERE R 22k
5E (chi-square test) FFfi{IE Ryl FEARAY » ERALZ -RITRGEEBY ] - R ZOR B AR A RO
e HAERLERE o R 2 BRRg NIRRT RERER - IR ROTHUE I 225 (0 et
=325.058 » HHHE=84; x* mux=326.504 - FHHE=86 ; Ax*=1.446 » HHE=2 > ns.) - REMRE L E
POt EE SRR A - (R AR R IR (RIfERT 28 s R 2 IR ) - % CFA B2
H A CRFA B H I - R CRA R R il S A2 L ISR -

4-4 EEEHE

AFERRE S L RO ERET ~ PR CREGEAE BEEEH - 18 N EZR 31941 SEIES R 4.710 (3RIK
TE) % 5.485 (A#EME) [ 5 MR/ THA.900 (HiEBE: ) % 1.308 (JES#EasRI) /] 5 fEmif] 2 AHRE
TREQ{E = Ry 868 (I BB R ) ~ iRy 742 (HEEAMEERE M) » A RLASSRAHTEHES] -
FERR TG RE S A I RUBR R BT PR R AR TR ER SR - A BAL 2 2 B 1 B A Bl A 1 LS e/ RN
IREGE  ATDA P RHE A B S R BB S » T I L K 3R 15 77 B P B i T R R R B
Wi AHRR TR B R =  (HE RS2 R SR BB R B AR S > vl | IsBIRY |~ T BRI
P NIZEER , ~ TAEBIIN ) f1 TEEEETT ) ABEEEEEE s A0 T BB AR ELEAERE L - T Al
BB BRI - AZEARE ) 1 T AR SMEA E e ) BB W]
AE LR MR A S TR B 5 B R ek B S A B 5 R ERY LR - e SO i B R R SR Bl
ARG SR A B B M i AR AR B AR © N3 » AT R SRR T A AHRA PR B & p=.001 2 B 7k
# > HEETEE Cronbach’a 412,752 %£.922 ~ $HEEE/AHY.706 2£.927 » JRFFE Nunnally F[1 Bernstein
(1994) Frgtagattbiitg (>.7) - BIHEET A Sl E s ER B A SRS -
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$R3. FUdiAEET B AERARRRE
PafE X R R TR HEt RSN

1. BB 5.191 .900 848
2. BRI 5.477 .954 T42x** 752
3. RME % 4.710 1.033 T92%** 854%** 862
4. HEME 5.485 1.115 AT 768*** .803*** .863
5. fusmuaey] 5182 1.308 786%** 849*** 835%** .868*** 922
HEEE .855 706 .863 .866 927
NSV 543 456 613 683 .808
(AVE)
2 LA s s ks Cronbach’s afff » 2.***p<.001.
4-5 WEERE

Tl B AE SYSAE N LR L - AR SSEITE RIS < HIE - $RA] Anderson A1 Gerbing
(1988) e th < TEHE A T ST AR R (5 e T A e vk R AHIBA CREEUITRK 1.96 Ao (95% S KkAE) -
AR EN RS 1 MIFOREEEIEA B AW REUE - 3 4 528 HRR MR IELL 95% S HEERM] -

TR » IRTE R AR E @RI AR 1 ARSI & 2 A @R -
4. HBREZ95%EBERREE
i1 (e B SRugE HE
TH R TR kR TR R TR R

1. HEAE

2. B 665 818

3. FEms 732 852 796 912

4. HEp 680 814 697 840 746 860

5. gL g am ey 728 843 796 902 798 882 827 910

FEIRAR B AHIFI R ] L BRI P BT e R o MORCURE » AifF e s — [ CRA (B —[f%
CFA tiz{iz 18 i EFHE LR A E G TR ER t H - FE LR RIERR = T B Y& AR [R]—{E
HEKFR E28E - 3R 5 FEREUR - BRAE R B B EALEN B - Name — P CFA X

(yP125=455.437; RMSEA=.090; CF1=.920; TLI=.902; SRMR=.050) B& [ CFA #z () 2us0= 469.312;
RMSEA=.090; CFI=.918; TLI=.904; SRMR=.051 )&t ELAT - — s CFA f 3t A ve (L K22 & ff /1172529
CERUE LB HIRE S A B i EG FHRA T ) 22,935 (EEE et 3. hE S =S AEEI)
ZR s g CFA sy - HEHE(LIRZR &/ A.532 CERL: 158 AR &5 i Al B S B AHRE M )

£.937 (EEEEERE 3 E XGRS AEENY) /] -

B AIAEE 2E U 58 (AVE) » Hi3R 3 19 AIEU M P 2 U8 S B Ry 0.456 - {Kf* 0.5
B2 Hair » Black » Babin ~ Anderson F1 Tatham (2006 ) 2 K= & EVEEEFIREE (>0.5) 31& » AVE
fE Ry 0.25 » HUARWIZEE M AVE (HER 132 #iE - 5551 - 3R 5 BRI R =0 AR L IR T B
¥t 0.5 » HiE p=.001 BHFE/KHE » k5 Anderson Fl1 Gerbing (1988) e » N ELHI SR REIE 2 HE(LA]
FAfEERE R - RSO RRAT. - ARKIB HLEPAGATRE - a5 < A
fi - SO E R RS o R AT R R AIH S o T VAT S B OO -
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53oh - Bf S AR B A B - SRS PERT B 4 (RS IE R RIS EAGR - i SRR
iR CUBR R RTBAZOR - B o R R R I R i RV R A T AR (L T BT 4 R i 20 B AN [FIVEHE
sy - BRI SPAL DUERTEE CFHRR ) AURFIEVE A BRI 0% - 2008 2 Ao - FHEE 2 SR ATAT - IR
AT —PEINISR (HRARTE  SRMSIE ~ B e B ) DU & B e IR i AR MR AL RIS B far BN
0.7 » #ERM:=.842 ~ TR =900 ~ ERME=.908 « I E)11=.896 » i P LB =941 - BUR —FEIKIZR (Bfz
B AIERHE ) B — PRI SRA R S R R R A E LR s - B AR HL B RAFRIRRERE T - #7
A bl SCRRELER TR By ~ AU LEIR DU R U R TR (i B » ARNWIFSERE R RS RISR A Y R A R B o
ERERHE C R -
#5. ZFABERRRETERE (BRER

—ECFARER, ZRECFARR,
HoeE ESES=TciE 4 i Rl e B o
(hmeefk) (hmdefk)
B AR

R 842 33.790
L SERIBEE A £ B2 AR AR - 688 20.534 689 AU
2. BRI A AE R B AR o 799 31.219 .799 31.171
3 EHIELAHAE RS \ES - .827 36.567 .827 36.564
4. ERIESNAIERAE A/ RS T] - 682 19.844 682 19.872
5. BRI S IAIE R EA MG - 673 19.561 672 19.485
Bk .900 37.254
1 SERBES AR B AR - 529 11.591 52 11.591
2. ;;Ti;a?gﬁ;@%&ﬁﬁ@%m@% 5 . 13,05 506 a1t
3. SR AR R U AT R - 862 36.609 856 35.570
R .908 49.317
1. SRS IR e A B FEE: - 727 24.695 722 24.203
. SERIE S AR AT - 705 22.424 704 22.366
. EHIRE SRl RBEARR - 832 39.187 833 39.344
BRI SRR B - 856 44.872 859 45.695
HEhME .896 46.511
1. BRI A A S T = B B U - 774 30.004 775 S006
2. SRR SN I BB T = B RSt - 834 39.458 830 38.725
3. SEHE S A REAE SRR 7 A FUT I T - 868 46.229 L 46.981

L ot s
L R hiE e s AEIFIAIE - 870 55.060 872 55.474
2. BB E N EESERIRE - .891 64.797 .888 63.308
3. BhE S E S AEER - 935 90.964 937 91.643

PERUENCE (—BECFAREZ) @ %2 (12s) =455.437; CF1=.920; TLI=.902; RMSEA=.090; SRMR=.050
PRGN ( ZFECFAREZS) : %2 (1s0) = 469.312; CFI=.918; TLI=.904; RMSEA=.090; SRMR=.051

it @ SRR AT R E p=.001 BEE/KHE
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R

4-6 HEGEBRER

TR EJTERIZET - AERERPRIERE — » ISR JTEBEELL - AR E A R AT REME RS -
ICARE R 52 Ry W {328 e i) 8 S B A 2 AT R o0 FH [RDERGHI B T B2 AN 2 AR < R B B RfR
B Ry bl L 5] 7148 2 ( common method variance, CMV ) ( Podsakoff, P. M., MacKenzie, Lee, & Podsakoff,
N.P.,2003) - 52150k ~ m HREAIMREE (2006 ) SRS E0ea il & AgiH e [R) 7732 B s K wT RE 2 2
BAEF—IRF LA BRECE ] ~ SRR S — 2 BN EAE Re vy 7 P ERATERAIEE
BEERIERE - RSZAE N SRR E AR - FERRAN L& DL — LB s i iy o0 W B B e
BRI 2 A e s SR R B RS TR AH BRI » S il Rl w2200 (single source bias) o Ry gl b [F] &
FHE IR 738 AR - ARWTFEL B R 3U (single factor model ) Al EE TS » B2 18

B ] PR AR B[R] — VBB T » RS 508 R D R R A R B R Pl P A 2 (42 (135 )= 820.490 - RMSEA=125
CFI=.835~ TLI=.813 ~ SRMR=.062) - ZEi-R/i7kiE - MR 2 AL RE SR T AR i

FERE (o? -pscramn=469.312 » FHE=130 ; ¥ muren=820.490 » B H1E=135 ; Ay%5=351.178,p<.001) - fX
FARMFERT SR L [FIRER - BEIRTAAEILR] I S (HARS SRR B - [KIE - —F CRA ()53
BB 2 B E o ARWFFEHEAE B AS AR RITE A A T S A o 2R iy 7 S &R - H
AR N AR FERER AT Ty IEMIE » RTHE R L 35 3052 1 35 1 R 36 A 257 IRF DUAH (] 15 AR DR 5o B A s SR L 5T

(Podsakoff et al., 2003 ) -
I

JFAIY
BLRANFIY
< NIZEERY

HRETIY

.689

722 EHYE TR

1045 G

842, R S mmmw

.900% HERETIH
g A 908+ sypow SUHIRAHHTBITER
BT 6| SR
LA S TR

HHBHY

FUAISEE Y

HAHEE

HAIAIE

FETRUSERCRE : 92 130) = 460.312; RMSEA=.090; BAREE

CFI=.918; TLI1=.904; SRMR=.051 .
fi2E: : *p<.001. HES ANEZ#HW

B2 ZRECFARN-BUR SRR EBTRERREE
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I~ BHRPER

B RF AR B —Y)) - AR S B B TR B = - SRR AR A A A
5 ARFEE BRI B DABRRE M KSR o W TR SR s 2 B AR Ul e - RGEER AT Feks
REFH - B DANES - B =00 —356EE P BRI R 3 2 6 /R - Hilid/ \iszil
FHENHERVE LB RS - ERZE A RN BOI PR ATRERST - S5 AR UR ER
ETI58 - BRRYr S R T ~ BRI AN S ARSI A -

FRfS A TR R U A AT 2 2Bk 2 H REMEC - S LA Cronbach’a 774,752 %£.922
LI MGEEATR.706 £.927 (2 - WIS L RIRTEHESIEMHRE B IR E & 1 DLERIEE
JE BASRE PR Pt R B A AR I - D941 - RS CRA BREUHRC RIS R - RATHHBE
b Gedf) - EREsERCiE® (CFD) ~ FERIMERRCHRR (TLD) ~ Wl AT R (RMSEA) AR
HE(LIRZEIGTTIRAEE (SRMR) SEERE Al BB T & SCORG AT - TR Bafa s R R AR A
S ESE ] CRA BRI T AT - BURT ISP R AT e i < B o B R T B A - AT
Felgrt i < B L AR RS CFA BEURy 5 (BRI 18 ZEfEAT - 5 fs Ry it ~ TR
WP~ TR~ T AERME R TSRS ) - 18 IEIEELE T BAFAIMER ) » TEURARRY )

TSN, TEEIN .~ TEREGN, ~ TEHAESEMTR, » TEEEN, - TERIRD
0y, > THEEZEIR,  TEEEAERERY ) T EESTERIER ) - T BEAMMIEm iR,
"EZ2EY, - T BABREEMNEN,  TEEMER, - TEAFWANE, - TEARR, M TES
ANEE o EE MR E SRR RN RIFRFE TH -

BUERR 7B AERY IS - 2R SR TIRFRVBIESRE - BUbsvAIE T aE g S
HEE - AR5 - Rl DU R S A PENE YT - BRIERSCE ~ BoRELHT
M 5 =~ FOZE LR IR AT = AL S 5 R B AR BN » P2 EZE STk AR A B i Y
EE S N RE S e S ) TS - Rl S AR T B i SR - TP BRI F R B
H AT RS SHIFER Z S R4 5 (awareness) ~ B8 (association) ~ [\I1E (recall) ~ Bl =
T (perception/ favorability ) ~ BEE = (purchase intent) FRIFE (preference) ZFHigA » FA#HEE]
ERHER MR - Ik - AIEFFRNAS S A S - B E SRR AL RS R
70 SR - BEEATHSARIIRRE 5 (John Wanamaker) #45 " JACFERE & EAVER - B —FRER T - [
REGE » BAHBEZWE—F - 4 - AIERBISRENES LT EH - EE AR EHE TH - YR
fHEIEEAESCR » PRRERN PR S THEEABINRE RS  ATCEAS S ARFHETHER] » FEBAR
G3AT - FEUHAI L S A B S B REHERET  FERCE RN R T A e B R ER
M AR HE B SRR A TR o 5340 » BRI ORI Bl RIS 3 % Bl R v REE
i T S TR R N IR R GBS - i RS B RS DU AR L B R BRI SR
B SR - A RERR L E L AERRIRENE - EBINAE G - HYTR L AE L B - 27
SRR E Z(EIH - TR RS A S SRR R REE ) - Bedsfa i Aty » st
BEEEFURBALE S SR RN - AR SRR A -

AW P R B A R H S R o ERIECRIS ARG AERURAE » HART G
SIARIGEHE & - e R e & AR PR B 5 i O R e e - (R R R LR A
EERRAIERIR 27 - RAWTTOR NS AR EIESE T P el B 7 e o SRR BRI - BUE R AR
Al T R B T T A MR RS



ARETEHIGE 24 B 1 1 2019 £ 3 H 55

>}

RT3 - DUoRSEEEZ Bfeft IR E RS OIRIE - FRHLEG -

34 g

1.

10.

11.

12.

13.
14,

15.

Anderson, J. C., & Gerbing, D. W. (1988). Structural equation modeling in practice: A review and
recommended two-step approach. Psychological Bulletin, 103(3), 411-423.

Ang, S. H, Lee, Y. H, & Leong, S. M. (2007). The ad creativity cube: Conceptualization and initial
validation. Journal of the Academy of Marketing Science, 35(2), 220-232.

Baldwin, M. W., Keelan, J. P. R., Fehr, B., Enns, V., & Koh-Rangarajoo, E. (1996). Social cognitive
conceptualization of attachment working models: Availability and accessibility effects. Journal of
Personality and Social Psychology, 71(1), 94-109.

Browne, M. W., & Cudeck, R. (1993). Alternative ways of assessing model fit. In K. A. Bollen & J. S. Long
(Eds.), Testing structural equation models (pp. 136-162). Newbury Park, CA: Sage.

Burke, K. (2007). Lights, camera, (sales) action: Use video to drive e-commerce sales and loyalty. Target
Marketing, 30(5), 25-26.

Chen, F., Curran, P. J., Bollen, K. A., Kirby, J., & Paxton, P. (2008). An empirical evaluation of the use of
fixed cutoff points in RMSEA test statistic in structural equation models. Sociological Methods & Research,
36, 462-494.

Edelman, D., & Singer, M. (2015, October). The new consumer decision journey. Retrieved from
http://ww.mckinsey.com/business-functions/marketing-and-sales/our-insights/the-new-consumer-
decision-journey

Feed Company. (2008). Viral video marketing survey: The agency perspective. Los Angeles, CA: Feed
Company.

Hair, J. F., Black, W. C., Babin, B. J., Anderson, R. E., & Tatham, R. L. (2006). Multivariate data analysis
(6" ed.). Upper Saddle River, NJ: Pearson-Prentice Hall.

Hu, L., & Bentler, P. M. (1999). Cutoff criteria for fit indexes in covariance structure analysis: Conventional
criteria versus new alternatives. Structural Equation Modeling; A Multidisciplinary Journal, 6(1), 1-55.
Kantar Media. (2012, March 14). Kantar media reports U.S. advertising expenditures increased 0.8 percent
in 2011. Digital dealer. Retrieved from https://www.digitaldealer.com/kantar-media-reports-u-s-
advertising-expenditures-increased-0-8-in-2011/.

Kilgour, M., Sasser, S., & Koslow, S. (2013). Creativity awards: Great expectations? Creativity Research
Journal, 25(2), 163-171.

Kline, R. B. (1998). Principles and practice of structural equation modeling. New York, NY: Guilford Press.
MacCallum, R. C., Widaman, K. F., Zhang, S. B., & Hong, S. H. (1999). Sample size in factor analysis.
Psychological Methods, 4(1), 84-99.

Marsh, H. W., & Hovecar, D. (1985). Application of confirmatory factor analysis to the study of self-concept:
First and higher order factor models and their invariance across groups. Psychological Bulletin, 97(3), 562-


http://www.mckinsey.com/business-functions/marketing-and-sales/our-insights/the-new-consumer-decision-journey
http://www.mckinsey.com/business-functions/marketing-and-sales/our-insights/the-new-consumer-decision-journey
https://www.digitaldealer.com/kantar-media-reports-u-s-advertising-expenditures-increased-0-8-in-2011/
https://www.digitaldealer.com/kantar-media-reports-u-s-advertising-expenditures-increased-0-8-in-2011/

56

M B RHE L SRS A

16.

17.

18.

19.

20.

21.

22.

23.

24,

25.

26.

217.

28.

29.

30.

31.

32.

582.

McCullagh, K. (2010, September 24). Is it time to rethink the t-shaped designer? Core 77. Retrieved from
https://www.core77.com/posts/17426/Is-1t-Time-to-Rethink-the-T-Shaped-
Designer?utm_source=core77&utm_medium=from_title

McDonald, R. P., & Ho, M. R. (2002). Principles and practice in reporting structural equation analysis.
Psychological Methods, 7, 64-82.

Mishra, P., Henriksen, D., & The Deep-play Research Group. (2013). A new approach to defining and
measuring creativity: Rethinking technology & creativity in the 21st century. TechTrends: Linking Research
& Practice to Improve Learning, 57(5), 10-13.

Nixon, S. (2006). The pursuit of newness: Advertising, creativity, and the narcissism of minor differences,
Cultural Studies, 20(1), 89-106.

Norman, D. (2010, November 26). Why design education must change. Core 77. Retrieved from
http://www.core77.com/posts/17993/why-design-education-must-change-17993

Nunnally, J. C., & Bernstein, 1. H. (1994). Psychological theory (3rd ed.). New York, NY: McGraw-Hill.
Podsakoff, P. M., MacKenzie, S. B., Lee, J. Y., & Podsakoff, N. P. (2003). Common method biases in
behavioral research: A critical review of the literature and recommended remedies. Journal of Applied
Psychology, 88, 879-903.

Reid, L. N., King, K. W., & DeLorme, D. E. (1998). Top-level agency creatives look at advertising creativity
then and now. Journal of Advertising, 27(2), 1-16.

Reid, L. N., & Moriarty, S. E. (1983). Ideation: A review of research. Current Issues and Research in
Advertising, 1, 119-134.

Reinarts, W., & Saffert, P. (2013, June). Creativity in advertising when it works and when it doesn’t.
Harvard Business Review. Retrieved from http://www.awesomedia.org/images/harvard-creativity-in-
advertising-branding.pdf

Rossiter, J. R. (2008). Defining the necessary components of creative, effective ads. Journal of Advertising,
37(4), 139-144.

Smith, R. E., Chen, J., & Yang, X. (2008). The impact of advertising creativity on the hierarchy of effects.
Journal of Advertising, 37(4), 47-61.

Smith, R. E., MacKenzie, S. B., Yang, X., Brchholz, L. M., & Darley, W. K. (2007). Modeling the
determinants and effects of creativity in advertising. Marketing Science, 26(6), 819-833.

Southgate, D., Westoby, N., & Page, G. (2010). Creative determinants of viral video viewing. International
Journal of Advertising, 29(3), 349-368.

Stuhlfaut, M. W., & Yoo, C. Y. (2013). A tool for evaluating advertising concepts: Desirable characteristics
as viewed by creative practitioners. Journal of Marketing Communications, 19(2), 81-97.
TechNews(2017 ££ 7 H 28 H )-Google /17 2017 S b/ M2 T 851 TR /0T &5 - TechNews -
HYH https://technews.tw/2017/07/28/google-taiwan-business-marketing-report/

TechNews (2017, July 28). Google announced the 2017 Taiwan SME Internet marketing behavior analysis
report. TechNews. Retrieved from https://technews.tw/2017/07/28/google-taiwan-business-marketing-

report/ [in Chinese, semantic translation]
TenMax(2016 4 11 H 16 H ) /RiYE SA RS2 T8 A B RS 2 5 & 2 TenMax



ARETEHIGE 24 B 1 1 2019 £ 3 H 57

33.

34.

35.

36.

37.

38.

39.

40.

41.

42.

43.

HEYH https://www.tenmax.io/archives/11245

TenMax (2016, November 16). Is your advertisement effective? How should brand marketing personnel
evaluate digital audio and video advertising? TenMax. Retrieved from
https://www.tenmax.io/archives/11245 [in Chinese, semantic translation]

West, D. C., Kover, A. J., & Caruana, A. (2008). Practitioner and customer views of advertising creativity.
Journal of Advertising, 37(4), 35-45.

FIRAE (2004) o ZAFE T - ERFEFHERMT - BAbT - SHFEE I -

Wang, B. J. (2004). Multivariate analysis: Suite programming and data analysis. Taipei: Higher Education
Publishing. [in Chinese, semantic translation]

oAb AT E g (2017 ) - 2016 4 57 M B (7 & & w5 A - ILE
http://www.dma.org.tw/trend/2

Taipei Digital Marketing Management Association. (2017). 2016 Taiwan digital advertising statistics report.
Retrieved from http://www.dma.org.tw/trend/2 [in Chinese, semantic translation]

JIEA - BREGH ~ i (2016 ) - AhE B B S A TR A E R I B Rl - FE7/228)7 - 21 (1) »
1-18 -

Fang, C. J., Teng, C. L., & Wei, W. L. (2016). An assessment system for the creativity of digital advertising
design: Evaluation dimensions and criteria. Journal of Design, 21(1), 1-18. [in Chinese, semantic translation]
UeHARE (2009) - A74 7 FERE =l AMOS A9ARFEET (S5 —RR) - ki © 7iFg -

Wu, M. L. (2009). Operation and application of structural equation model AMOS (2nd ed.). Taipei: Wunan.
[in Chinese, semantic translation]

MkZ (2015 £ 4 F 9 H) - AUEBLACE Gz iR Ledicst ? QUEARI B 2 Z)jEFriE - A
http://www.brain.com.tw -

Lin, J. (2015, April 9). Creativity liberated: Creativity and ideas in the digital age. Brain News. Retrieved
from http://www.brain.com.tw [in Chinese, semantic translation]

& - MER (2014) - #8%7747 - Fidbii « ML -

Lin, J. R., & Lin, H. J. (2014). Internet marketing. New Taipei City: Boshuo Culture. [in Chinese, semantic
translation]

RER (20148 H) - HAE77E) - 7HE [ BEM (EFFA) - 2014 Digital Love TIDAF Z7£
B AT - AL - B e

Hiroki, N. (2014, August). Only action, only love! In S. P. Duan (Chair), 2014Digital Love TIDAF (Taipei
International Digital Advertising Festival). Festival conducted by Rock Publications Co., Taipei. [in
Chinese, semantic translation]

BRRERR (2010) - #/L7eedits 29 (R0 - Gk« 1 -

Qiu, H. Z. (2010). Quantitative research and statistical analysis: SPSS (PASW) data analysis paradigm
resolve (5th ed.). Taipei : Five South Books. [in Chinese, semantic translation]

GRAEEC (2004) o fF## 7 F2fEEC LISREL 4987 » B/t - b « EEEHE -

Qiu, H. Z. (2004). The theory, technology and application of the structural equation model LISREL. Taipei:
Double Leaf Book Gallery. [in Chinese, semantic translation]

EREE (2011) - 5 I FEfE=C - LISRELISIMPLIS f72EEa ST - b « BEEEEE -

Qiu, H. Z. (2011). Structural equation modeling: LISREL/SIMPLIS principle and application. Taipei:


https://www.tenmax.io/archives/11245
https://www.tenmax.io/archives/11245

58

M B RHE L SRS A

44,

45,

46.

47,

48.

49,

50.

51.

52.

Double Leaf Book Gallery. [in Chinese, semantic translation]

S (2014 £ 8 H) - Old  days—Newdays - ByEdR (FRFA ) -+ 2014 Digital Love TIDAF £
LGB e 2 A - R AL - BT -

Fumitaka, T. (2014, August). Old days—New days. In S. P. Duan (Chair), 2014Digital Love TIDAF
(Taipei International Digital Advertising Festival). Festival conducted by Rock Publications Co., Taipei.
[in Chinese, semantic translation]

RER (2016) - PUREHE+IAEE S E R E RS & Uk o /477> 1023 4 -

HYH http://www.businesstoday.com.tw/article-content-92751-157070 -

Liang, R. Z. (2016). The meat dry noodles + micro film this advertises Oscar. This Week's Issue, 1023.
Retrieved from http://www.businesstoday.com.tw/article-content [in Chinese, semantic translation]

7R (2015) - Web 2.0 IFEERHE B YR noiEis « fnke AISAS MMERIHEIE - A3t E5s
A » 27 » 139-165 -

Guo, J. (2015). The transformation of Taiwanese consumer shopping patterns in the Web 2.0 era: Testing
the AISAS network consumption model. Chinese Communication Journal, 27, 139-165. [in Chinese,
semantic translation]

BRIEE (2013) - SPSS &fgz/7747 - tadbiii « TiRg -

Chen, Z. C. (2013). SPSS and statistical analysis. Taipei: Wunan. [in Chinese, semantic translation]
BRFEZ: (2017 4710 H 26 H ) - 2017 5 =23 Youtube 45 : Toyota ~ 2875 ~ 7-11 BIEIEZE(R
Ewmasr 7 BIfEE% - BUE https://buzzorange.com/techorange/2017/10/26/2017-g3-youtube-google/
Chen, J. Y. (2017, October 26). The most successful Youtube ads in the third quarter of 2017: Toyota,
Maixiang, 7-11 creative eruption, have you seen several? TechOrange. Retrieved from
https://buzzorange.com/techorange/2017/10/26/2017-g3-youtube-google/ [in Chinese, semantic translation]
BRIET ~ 0717 ~ Forh (1996) - A HRF - Gt « TEgEE -

Chen, C. H,, Liu, L. X., & Tsai, N. Z. (1996). TV show production. Taipei: Wunan Book. [in Chinese,
semantic translation]

Wk~ m A~ MREE (2006) - BHIBFFEHRRYILEDAE R | PIEAE ~ R - WEANIR - &
HEEEHT» 23 (1) » 77-98 -

Peng, T. G., Gao, Y. T., & Lin, J. (2006). Common method variations in management research: Problem
nature, impact, testing, and remediation. Journal of Management, 23(1), 77-98. [in Chinese, semantic
translation]

M~ EEIEE (2006) o BT RERREE MEIRIZR o A B HE ZUE TE 2 B 78 — DUE TR AR 4
&Rl - FASEHFEFTY > 28 (4) > 77-86 -

Zeng, J. X., & Luo, S. L. (2006). A study on the confirmatory factor analysis of tourist satisfaction and its
model correction- Take the Huei-Suen forest farm recreation area as an example. Forestry Research
Quarterly, 28(4), 77-86. [in Chinese, semantic translation]

BT AR/ M (2017 4212 F 14 H) - (G S EB R SN AE8ES - JIi5H 05 - I
H http://www.taaa.org.tw/uploads/editors/news_list/1035325241.pdf

Carats Media News (2017, December 14). See the trend of advertising content from the New York. Carat
Media Weekly Newsletter. Retrieved from
http://www.taaa.org.tw/uploads/editors/news_list/1035325241.pdf. [in Chinese, semantic translation]


http://www.businesstoday.com.tw/article-content-92751-157070
http://www.businesstoday.com.tw/article-content-92751-157070-%E8%82%89%E7%87%A5%E9%BA%B5%EF%BC%8B%E5%BE%AE%E9%9B%BB%E5%BD%B1%20%E9%80%99%E5%91%B3%E5%A5%AA%E5%BB%A3%E5%91%8A%E5%A5%A7%E6%96%AF%E5%8D%A1?page=3
http://www.taaa.org.tw/uploads/editors/news_list/1035325241.pdf

ARETEHIGE 24 B 1 1 2019 £ 3 H 59

53.

54.

55.

56.

57.

58.

59.

60.

g (33) (2013) - BEEMIR#X T — AERE i 2 & (J5fF3 V. Papanek) - Hlbifi : 7u
F e (R HIRREE - 1985)

Yang, L. (Trans.). (2013). Design for the real world - Human ecology and social change (Original author:
V. Papanek.). Taipei: Five South Books. (Original work published 1985) [in Chinese, semantic translation]
e (3) (2015) - Playground Z{//7747:076% © 787 ate crllr  Ca R 10 778757
+80 /7 big idea (J5fEF : E5AH) - b« BIEMHSE » HFHOUE - (FEEHAREE : 2014)

Yang, E. N. (Trans.). (2015). Playground digital marketing game: The end change the world 10 +80
keyword marketing a big idea to advertising age (Original author: H. Jin). Taipei: Creative Market, City
Culture. (Original work published 2014) [in Chinese, semantic translation]

SRR (2014) - [EfEREESTTHY - GAbT - TrEEE -

Rong, T. S. (2014). Graphic internet marketing. Taipei: Five South Books. [in Chinese, semantic translation]
PR (2014) - B 77577 CRhh) - Gab - B -

Liu, W. L. (2014). E-commerce and internet marketing (5th ed.). Taipei: Fengfeng. [in Chinese, semantic
translation]

BigE (38) (2017) - 77574.0 Lo Bl U519 £/8 7 (JR{F# : P. Kolter, H. Kartajaya
& |. Setiawan) - &t REUL - (JFEHRRAE : 2017)

Liu, Y. G. (Trans.). (2017). Marketing 4.0 era to win the heart of the actual situation integration of the
whole thinking of customers (Original author: P. Kolter, H. Kartajaya & |. Setiawan). Taipei: World Culture.
(Original work published 2017) [in Chinese, semantic translation]

fEiats () (2012) - #/7pE2 - 8 ~ Bl » A% (J5ifEF : Creative Social ) - #rdbri : /N
EERE TR o (JRFHARE: - 2010)

Lai, Z. Y. (Trans.). (2012). Digital advertising: Past, present, future (Original author: Creative Social). New
Taipei City: Xiaoyu Advertising Network Studio. (Original work published 2010) [in Chinese, semantic
translation]

BHEIGR (2017428 H 31 H) - fHEA R HRBMIZ 5 E?GOOGLE : B XHELRE AL E KPI -

Z (7 BF /¢ - BU B https://www.bnext.com.tw/article/45953/5-charts-tell-the-new-weapon-for-digital-
marketing-video-ad

Yan, L. Q. (2017, August 31). What is a valid audio and video ad? GOOGLE: Views and lengths should
not be KPIs. Digital era. Retrieved from https://www.bnext.com.tw/article/45953/5-charts-tell-the-new-
weapon-for-digital-marketing-video-ad. [in Chinese, semantic translation]

BEfesg (2017 4 11 H 30 H) - A Al 178 &K AL - #FE7F# - ILH
http://www.chinatimes.com/print/newspapers/20171130000840-260301

Gong, J. R. (2017, November 30). Joining Al marketing ads will become personalized. Chinatimes.com.
Retrieved from http://www.chinatimes.com/print/newspapers/20171130000840-260301 [in Chinesg,
semantic translation]



60 M B RHE L SRS A

Evaluation of Digital Advertising Creativeness:
A Study on Dimensions and Indicators

Verification

Ching-Jung Fang® Cheng-Lein Teng™

- Department of Commercial Design, Ming Chuan University
cjfang@mail.mcu.edu.tw
** Department of Creative Product, Asia University

designtc@ms42.hinet.net

Abstract

Digital era brings forth new challenges because the form of multiple media has changed the
nature of brand communication and created new ways to make profits. At the same time, it has
also changed the habits and thinking of people when reading messages. As a result, the traditional
advertising creativeness evaluation model is no longer applicable in current evaluation.
Furthermore, a group of effective and applicable models must be tested by rigorous scientific
verification for practical evaluation. The study clarified the meaning and characteristics of digital
advertising, and put forward 5 dimensions and 18 indicators as hypothetical models. The five

LEINT3 7

dimensions are “divergence”, “strategy”,

utility”, “interaction” and “overall performance”. The
18 indicators are “unique”, “startling” “attractive”, “imaginative”, “change behavior”, “logical”,
“persuasive”, “affective”, “relevant”, “connective”, “experienced”, “engaged”, “entertained”,
“interactive”, “good ideas”, “entertaining” and “favorable”. A survey and a confirmatory factor
analysis were conducted on a group of young people for the verification of the model. The results
showed that the evaluation index of the second-order CFA model was superior to the first-order
CFA model. The second-order CFA model passed the advertising creativeness evaluation of
goodness-of-fit, reliability and validity tests.

Keywords: Digital Advertising, Advertising Creative, Confirmatory Factor Analysis, Structural
Equation Modeling, Evaluation.



