« 3B | WA IE .

[oHl B i R SEE L 0 1 2 =5 i
Bl R P v 2 T SRR I E e

T2 B Bkt

[ BT A ANEE GRS ET Rk REIEH ERLEIGMT LT LR
BHIRFRF 2 R F Y LR o AR TR A KR L ER R E R T h259
FAER AR A NEREEIATAN O AR FAHRERRERL c BEEP YK
G ET WA R AAEME R T 0 SN AWE R PR A B Bl B
Mo ARER P ARG AR N A RALBEET BRREER D e RS

PHOOME R FEET M GKEAEY FEY kAR ERLA EE R

FYR B NEMFAEER REoP &8 AREE) § F P AP RT o oo d o
FoAr g R o

[BASREA] & A4a MAyH AMEL MY AW EP EEipE

— >~ W SR EHAY

(—) WIEE &

NHEHACHERS 2 matam - Hp A -0 A—@HIEE (1) SRAGHENPESE
i T A 5 420 ﬁﬁfﬂ%ﬁ?ﬁ{lnuﬁﬁ*ﬂiiﬁgnuﬁﬁﬁﬁﬁﬁTQSZEEA)FT’ WHILERS T RERH R
E e B A E CHERIEE (video blogs » fijffviogs ) Fat 7 —EHE IR EHMEGEE -
SR Ry T 44% A RESE R R 484 (key opinion leader * KOL) - & %132 45 #E F = ¥ SRR AV REFE
TR S B FAE R ARHYRZ 2 -

R (HEARHRE S TR S ) (2019 Social Media Marketing Industry Report) ° 93%H &G
NEFIR » MRS EAUR AN T 2E B - TI%HYVEH AN BTN - M EEAE
RS E T BB - O F P A DR A A8 SRR i 8 22 i Al (o P S FR A S

W%%ﬁ‘?ﬁayﬁﬁ%ﬁw*ﬁﬁﬁ%ﬁ%ﬁﬁﬁ‘ﬁ%~ﬁﬁkgﬁﬁ@@ﬂuigxggﬁﬁi;w#
PR AFIFERMAL S FlkE S BP B FE RS R FEE L o
(D Michael Stelzner, “How Marketers are Using Social Media to Grow Their Businesses,” 2019 Social Media Marketing

Industry Report, https://www.socialmediaexaminer.com/social-media-marketing-industry-report-2019/.

28



Tl 150 7 G {24 450 0 T 3 5 B LT A O A I AR F R

BAZE  OME M HILE R T ATTSEEAM A F LR R E SR SN ERTE - Ak
AHEERGHENEE > §WRERNWREMNED - €imEHEENRRBRELEEREY
% - ORILEHME TG - 4t e S EE KM E I EE 2 BN GEEEWERE  F TH
BEZ LVOE  ERRIRGREETAS T2 AN SMEFHIRMEEE - 5—J7m > HrERe
N KRB A FI A Re R - MRl el R AR EFRSUE . B EERNRERC
AYESZ - TMF‘?IEI’\J??Z%R@Hﬁﬂﬁ%ﬁ%ﬁﬁﬂﬁ%@%ﬁifbﬁUJEZ{AJ?ﬁﬁ?ﬁﬁ“ RIE - B o
WRTESE RS EAKEET R TEEMAAE » HMENE (WSHERZRSEARNE) talsE
g %ﬁﬁfﬁ%’%ﬁ’]ﬁﬁ R WHTRTHIRR (B IR A SO R N RIS G L RER
B EAE SR (e AR LR (e B A SORR L A

(=) WHEHR

AHFEHY H B ARIESORR AR ~ B AR IE SO AE B R SR A R R (R
B AR T E A BIRERRR (RE SR R R T B RO B SR HE A R, - IREiHE
FEENHRHETHNEIRBANE - ATt EE AL - AR SRR &

(1) BAAREHHIRART - A EAEZEENRGKEZE

(2) BfREEEE N E B E

(3) BEAREEEA R AT E S S A B S AR S R o U -

(=) FHIIBFEERK

$F— 0 B SUREZ IR A G GCHSEH EB R T R B E E G - Ot g
BRI Ry IS A TR R —FE R T R (5 > © W00 SR A & B A 1

“REET 0 O MRS A E R R H ORISR A RIA B DL BRI i SR R - © 24T

MEE AR - CREAHE EBEANSORMEEH_EATTR - MEBRE TEHAR
R M AR EE T E - O BBl & Bl X A E R e - A S REEBA

(® Jung Eun Lee, Brandi Watkins, “YouTube Vloggers’ Influence on Consumer Luxury Brand Perceptions and Intentions,”
Journal of Business Research, Vol. 69, Issue 12 (2016), pp. 5753-5760.

(@ K. Hutter, J. Hautz, S. Dennhardt, J. Fiiller, “The Impact of User Interactions in Social Media on Brand Awareness and
Purchase Intention: The Case of MINI on Facebook,” Journal of Product & Brand Management, Vol. 22, No. 5/6 (2013),
pp. 342-351.

® Jung Eun Lee, Brandi Watkins, “YouTube Vloggers’ Influence on Consumer Luxury Brand Perceptions and Intentions,”
Journal of Business Research, Vol. 69, Issue 12 (2016), pp. 5753-5760; Tingchi Liu, Yongdon Liu, Lida L. Zhang, “Vlog
and Brand Evaluations: The Influence of Parasocial Interaction,” Asia Pacific Journal of Marketing and Logistics, Vol.
31, Issue 2 (2019), pp. 419-436; Siyoung Chung, Hichang Cho, “Fostering Parasocial Relationships with Celebrities on
Social Media: Implications for Celebrity Endorsement.” Psychology & Marketing, Vol. 34, Issue 4 (2017), pp. 481-495.

(® Rebecca B. Rubin, Michael P. McHugh, “Development of Parasocial Interaction Relationships,” Journal of
Broadcasting & Electronic Media, Vol. 31, Issue 3 (1987), pp. 279-292.

(® Elizabeth M. Perse, Rebecca B. Rubin, “Attribution in Social and Parasocial Relationships,” Communication Research,
Vol. 16, Issue 1 (1989), pp. 59-77.

(® Keren Eyal, Alan M. Rubin, “Viewer Aggression and Homophily, Identification, and Parasocial Relationships with
Television Characters,” Journal of Broadcasting & Electronic Media, Vol. 47, Issue 1 (2003), pp. 77-98.

@ Yaumul Rahmi, Laras Sekarasih, Bertina Sjabadhyni, “The Influence of Beauty Vlog on Perceived Source Credibility
and Purchase Intention,” Makara Hubs-Asia, Vol. 20, Issue 2 (2016), pp. 13-23.

29



[ i I 7 B 2020455 4]

LA R R A A RO R S MR A B RE - O MRH(% 84 (relationship marketing)
BT E AR5 > BEATHE S SRS Ry G LS A - R A T 1 R DA S AT R
BEA R BT AT AE - O ARBTFE RGNV ARE - Wi 7S T A TR

B BGE B M ESES NS EEAER - @ R — (ST HmET THEGS
ﬁ%%ﬁﬁM3 “BEAEBYERIE — BT R - B0 —&% - OGEHE —EWEzZ S
AT EW T > HYGEERErEEs  OBEEE R EBEE R TNERB R A TS
[ AU ER RKeE—EE B KBRS SURTE R T g G IRIEE R
R T H RS S TGS fﬁéﬁﬁiﬁ”’ N7 A6 38 28 25 T AR A T T =X A BTex AU AL T RTE
B ENEE I E BN EESUE - B SUEREIE BRI SR (S R R 5 -

= Ziﬁ?ﬁﬁﬁiiiﬁ\efFﬁEUEQZﬁﬁﬂjL SR G R BPI AR RO - B —(UARHZE L A
MR REEN—R > HHCERBIEE G - (FRAY - TRERENGRITEHERE N 512
(A TR S S S 0 5 RO B H I BB RE - EEIMth M AR Eh & 873 > Wi

4 -

=~ SRR TR B o fR

BACAVIURRE A (RRGER S EEE » BERAFF (Morgan and Hunt) 2 7 —1{#
E%ﬁ%gjﬁiﬁ”° fEaztEmh > BIGRRGEE AT N ER - A=EEE (B&HFIERA - Bkl -

EAMEE) ISEANEE - © 2 B SR al A E R E S T KEIEFHRIEM - HIEE
(&mm)%kﬁﬁ%*% 1T T AT > SRR EHIESR > e TRGRE - =
T R GRS IIRTIE © O ERMH AL A MRS IR T IE FH R (5 2 540 - TRt TS ER A
—EL T RE S B R S SRS (E A Z IR AR & - B > BERE IR & & U7 Al (S R AL T i o
BB © OFEF B M SRR E 5T > YouTube SIFE IR LAV GRS « BEERIE ERIINER

(M Gayle S. Stever, Kevin Lawson, “Twitter as a Way for Celebrities to Communicate with Fans: Implications for the
Study of Parasocial Interaction,” North American Journal of Psychology, Vol. 15, Issue 2 (2013), pp. 339-354.

@ Jo Williams, Susan J. Chinn, “Meeting Relationship-marketing Goals through Social Media: A Conceptual Model for
Sport Marketers,” International Journal of Sport Communication, Vol. 3, Issue 4 (2010), pp. 422-437.

(® Stephen A. Samaha, Joshua T. Beck, Robert W. Palmatier, “The Role of Culture in International Relationship
Marketing,” Journal of Marketing, Vol. 78, Issue 5 (2014), pp. 78-98.

(® Robert M. Morgan, Shelby D. Hunt, “The Commitment-trust Theory of Relationship Marketing,” Journal of Marketing,
Vol. 58, No. 3 (1994), pp. 20-38.

(® Vanitha Swaminathan, Christine Moorman, “Marketing Alliances, Firm Networks, and Firm Value Creation,” Journal of
Marketing, Vol. 73 (2009), pp. 52-69.

(® Robert M. Morgan, Shelby D. Hunt, “The Commitment-trust Theory of Relationship Marketing,” Journal of Marketing,
Vol. 58, No. 3 (1994), pp. 20-38.

(@ Stephen A. Samaha, Joshua T. Beck, Robert W. Palmatier, “The Role of Culture in International Relationship
Marketing,” Journal of Marketing, Vol. 78, Issue 5 (2014), pp. 78-98.

Lawrence A. Crosby, Kenneth R. Evans, Deborah Cowles, “Relationship Quality in Services Selling: An Interpersonal
Influence Perspective,” Journal of Marketing, Vol. 54, No. 3 (1990), pp. 68-81.

30



Tl 150 7 G {24 450 0 T 3 5 B LT A O A I AR F R

5| E R R R BB REIEIE - O SVEZEEIR - B REBE R AE R R
M EEEZENF AT ERFEHCERE B RN EBEAME B A T REH G AR s E
FHEMN - QBAFREHR - EHFEEREEATRTERS S EE R e R EANHEE
Z IR G - ORI - B T iabitt LB EREE T IVRBH (G2 BY IR - ABIZE MR T BRI (I A
BERE - SR ST ~ tt g ks 1A B IR B H B R B E B & - H » [EEE
FEPed ﬁ%’%ﬁ%a EmB R B AR - TR AR EEREBET A —(EEEEE (H
1)

(—) EXHIRBA1R#% A (perceived relationship commitment )

fEIRK (K. De Wulf) % NZEILT “RUAIRAGIR A" AUBEE R & M & & H AL e R (R A

IR » © FE— BERE (A th 3 ABYRERT ~ K ORI R m (R Ay R & T B B 1 O B
SEEN M R E IS TR (% - AR BT EIERAVIIE - © 3935 (Popp) S AJEIERAIRE 4 1% AHIRZE30
BRI TR BT > CHEF N E S e BRI - QfEARIZES > Bff
PERE T 2 HIEIRTE o R RUAIRI BRI A E 2 R (ARG B Y £ 5 7 47 50y 9 B U B Y
Fﬁ'%{% FHE AMESE ~ B IALEE IIE R - © B (i AREZE AL Tl ss 2 HLAR o] A (e

B - O MBI A A B S HEENEREEE CREE - O izt A
Eﬁ?ﬁ@;ﬁ%%%ﬁﬁj EIMNEA P B E B - Ot

fEeila: EUAIBE (AT A HEEE R (RoREE A Ems 2

fEei1b: ARG A BB E BRA R E -

(® Jung Eun Lee, Brandi Watkins, “YouTube Vloggers’ Influence on Consumer Luxury Brand Perceptions and Intentions,”
Journal of Business Research, Vol. 69, Issue 12 (2016), pp. 5753-5760.

@ Siyoung Chung, Hichang Cho, “Fostering Parasocial Relationships with Celebrities on Social Media: Implications for
Celebrity Endorsement.” Psychology & Marketing, Vol. 34, Issue 4 (2017), pp. 481-495.

(® Shu-chuan Chu, Sara Kamal, “The Effect of Perceived Blogger Credibility and Argument Quality on Message
Elaboration and Brand Attitudes: An Exploratory Study,” Journal of Interactive Advertising, Vol. 8, Issue 2, pp. 26-37.

® Tung-zong Chang, Albert R. Wildt, “Price, Product Information, and Purchase Intention: An Empirical Study,” Journal
of the Academy of Marketing Science, Vol. 22, No. 1 (1994), pp. 16-27.

(® Kiristof De Wulf, Gaby Odekerken-Schroder, Dawn lacobucci, “Investments in Consumer Relationships: A Cross-
country and Cross-industry Exploration,” Journal of Marketing, Vol. 65, Issue 4 (2001), pp. 33-50.

® J. Brock Smith, Donald W. Barclay, “The Effects of Organizational Differences and Trust on the Effectiveness of
Selling Partner Relationships,” Journal of Marketing, Vol. 61, No. 1 (1997), pp. 3-21.

(@ Bastian Popp, Bradley Wilson, Chris Horbel, Herbert Woratschek, “Relationship Building through Facebook Brand
Pages: The Multifaceted Roles of Identification, Satisfaction, and Perceived Relationship Investment,” Journal of
Strategic Marketing, Vol. 24 (2016), pp. 278-294.

Kristof De Wulf, Gaby Odekerken-Schréoder, Dawn lacobucci, “Investments in Consumer Relationships: A Cross-
country and Cross-industry Exploration,” Journal of Marketing, Vol. 65, Issue 4 (2001), pp. 33-50.

(® Lova Rajaobelina, Jasmin Bergeron, “Antecedents and Consequences of Buyer-seller Relationship Quality in the
Financial Services Industry,” International Journal of Bank Marketing, Vol. 27, No. 5 (2009), pp. 359-380.

Melissa Clark, Joanna Melancon, “The Influence of Social Media Investment on Relational Outcomes: A Relationship
Marketing Perspective,” International Journal of Marketing Studies, Vol. 5, No. 4 (2013), pp. 132-142.

@ Ann E. Schlosser, Tiffany Barnett White, Susan M. Lloyd, “Converting Web Site Visitors into Buyers: How Web Site
Investment Increases Consumer Trusting Beliefs and Online Purchase Intentions,” Journal of Marketing, Vol. 70, Issue
2 (20006), pp. 133-148.

31



[ i I 7 B 20204554 ]

() BLZRE (vlogger’s expertise)

W EFEH (Palmatier) S A\JEE S ERE R BRI - CELI R EEmSE S - O SR
EE (Crosby) FEAMIIZERIE F RIS TARELZMFVEEANE - O LIEH %W (Goldsmith)
FNEBNEUHEE AT E AR ESH ANEELY > BHT o E ARESH
NS EEE N B E T RSN - © BEFHEITGERES - BIEE4EMN IS
AR EA(S B - @ IRISTR L E AV B SEAE R B BT HURE (A 2 IEAHRE - WM N B R B (%
HEE - © WE A& N EEENHMELE RSN EERERT - ©F%
g > HEARHEFEENEE SRS SR EENEE - O HEI 4G
e R EAAE AR e EE - WA FEREE SR - ORIt

fReise2a: 1 EAYECE M EZ R (RREE A B2

feat2b: MENHEEEEIEEEBEERA R 2 -

(=) W51 (vlegger’s attractiveness )

PR EHT (Lee and Watkins ) S35 £ 1E 11 3CFI4MR JT VIR 5 [ J1 ¥ 132 B 8# A 1R
M2 - O Hgeass > &5 EAHRS | EE gl bR EsEEiamEr > OmEsE
W ENE - WS R EA RIFAEM - AR S - BIE R0 a0 mk A 8y
M EERERE - OFNRS IRt GRS | 4 EL i 3 (Y o] (518 2 IEMHRE > B0 DUgE N B &1

(D Robert W. Palmatier, Rajiv P. Dant, Dhruv Grewal, Kenneth R. Evans, “Factors Influencing the Effectiveness of
Relationship Marketing: A Meta-analysis,” Journal of Marketing, Vol. 70, Issue 4 (2006), pp. 136-153.

@ Lawrence A. Crosby, Kenneth R. Evans, Deborah Cowles, “Relationship Quality in Services Selling: An Interpersonal
Influence Perspective,” Journal of Marketing, Vol. 54, No. 3 (1990), pp. 68-81.

(® Ronald E. Goldsmith, Barbara A. Lafferty, Stephen J. Newell, “The Impact of Corporate Credibility and Celebrity
Credibility on Consumer Reaction to Advertisements and Brands,” Journal of Advertising, Vol. 29, No. 3 (2000),
pp.- 43-54.

@® Janet A. Sniezek, Lyn M. Van Swol, “Trust, Confidence, and Expertise in a Judge-advisor System,” Organizational
Behavior and Human Decision Processes, Vol. 84, Issue 2 (2001), pp. 288-307.

(® Deborah F. Spake, Carol M. Megehee, “Consumer Sociability and Service Provider Expertise Influence on Service
Relationship Success,” Journal of Services Marketing, Vol. 24, Issue 4 (2010), pp. 314-324.

(® Raja Ahmed Jamil, Syed Rameez ul Hassan, “Influence of Celebrity Endorsement on Consumer Purchase Intention for
Existing Products: A Comparative Study,” Journal of Management Info, Vol. 1, Issue 4 (2014), pp. 1-23.

(@ Sheng-Hsiung Chang, Chin-Win Chang, “Tie Strength, Green Expertise, and Interpersonal Influences on the Purchase
of Organic Food in an Emerging Market,” British Food Journal, Vol. 119, Issue 2 (2017), pp. 284-300; Xin Jean Lim,
Aifa Rozaini Mohd Radzol, Jun-Hwa Cheah, Mun Wai Wong, “The Impact of Social Media Influencers on Purchase
Intention and the Mediation Effect of Customer Attitude,” Asian Journal of Business Research, Vol. 7, Issue 2 (2017),
pp- 19-36.

Li-tze Hu, Peter M. Bentler, “Cutoff Criteria for Fit Indexes in Covariance Structure Analysis: Conventional Criteria
Versus New Alternatives,” Structural Equation Modeling, Vol. 6, Issue 1 (1999), pp. 1-55.

® Jung Bun Lee, Brandi Watkins, “YouTube Vloggers’ Influence on Consumer Luxury Brand Perceptions and Intentions,”
Journal of Business Research, Vol. 69, Issue 12 (2016), pp. 5753-5760.

M. Stirrat, D. Perrett, “Valid Facial Cues to Cooperation and Trust: Male Facial Width and Trustworthiness,”
Psychological Science, Vol. 21, Issue 3 (2010), pp. 349-354.

@ J. H. Langlois, L. Kalakanis, A. J. Rubenstein, A. Larson, M. Hallam, M. Smoot, “Maxims or Myths of Beauty? A
Meta-analytic and Theoretical Review,” Psychological Bulletin, Vol. 126, No. 3 (2000), pp. 390-423.

32



Tl 150 7 G {24 450 0 T 3 5 B LT A O A I AR F R

fEEERE o ONEEFHEANEE BAESIIERS NN AR SESES - O KWt - B
B > AR RS | J153 R s | TRt s [ IR » AEFR DA TG

feak3a: HEAINRS [ JTEPHE BN (GRE A R 2

a3 HERVINRES [T HEEEE B A A2

fEeatda: HEAH GRS [ TEDHEENRI(GRE A ER 2

fEeakab: LAV GRS [ T EEEE EA R E -

(P9) H¥HFEFE (self-disclosure )

E?‘Z%Eﬁ%&l [t N 22 BE 8 A S BRI - VEVE EREBNENS - RSB EEE DU

— (S EATE &N AR - @]\ﬁffﬁfﬁlﬁl\\%@fﬂlﬁ‘ BEAEENAE BT ER - ©

E?‘Z?%?E’-%ﬁ?ﬁﬁr/Jﬁ%%ﬁ}xuu/ﬂﬂzﬁ*ﬁﬁ\ B - © AMiliB 2 A B IR T TR 4 AP
B4 - O EaHIFE iy R BB R E SRETE - © HRBEANEIEL G/ - IS5
AI{EME - HEEEREARREE > Bt

fEei5a: M EHYH R BEHE SR (GoRsE A IERZE

feaksb: MENEREBE S EBEEHEA ERZE -

(H.) BA{%#&E (relationship commitment) 735 fE

RE (R SE 0 E 35 B e R — EE A EEAB A 809 Y - ORIGRE A EEN BRI G B
HER > HHE EP FAHTE B R T R By 2 (S A EH - © > BB EE A ER T R
HAEMNEESE TRGIE T REIBREIER - R T REEE T EIT &2 Y EAHR R
% - /J\\%iﬂw‘]ﬁﬁ (Mukherjee and Nath) JEFIGHERE T “&Ke6—(SE" Bl > 5 R GRES

Karina Sokolova, Hajer Kefi, “Instagram and YouTube Bloggers Promote It, Why Should I Buy? How Credibility and
Parasocial Interaction Influence Purchase Intentions,” Journal of Retailing and Consumer Services, Vol. 53 (2020).
Mahira Rafique, Qurat-Ul-Ain Zafar, “Impact of Celebrity Advertisement on Customers’ Brand Perception and Purchase
Intention,” Asian Journal of Business and Management Sciences, Vol. 1, No. 11 (2012), pp. 53-67.

Siyoung Chung, Hichang Cho, “Fostering Parasocial Relationships with Celebrities on Social Media: Implications for
Celebrity Endorsement.” Psychology & Marketing, Vol. 34, Issue 4 (2017), pp. 481-495.

Paul C. Cozby, “Self-disclosure: A Literature Review,” Psychological Bulletin, Vol. 79, Issue 2 (1973), pp. 73-91.
Hsiu-Chia Ko, Feng-Yang Kuo, “Can Blogging Enhance Subjective Well-being through Self-disclosure?,”
CyberPsychology Behavior, Vol. 12, Issue 1 (2009), pp. 75-79.

Li-Shia Huang, “Trust in Product Review Blogs: The Influence of Self-disclosure and Popularity,” Behaviour &
Information Technology, Vol. 34, Issue 1 (2015), pp. 33-44.

Joanna Schug, Masaki Yuki, William Maddux, “Relational Mobility Explains Between-and Within-culture Differences
in Self-disclosure to Close Friends,” Psychological Science, Vol. 21, No. 10 (2010), pp. 1471-1478.

Li-Shia Huang, “Trust in Product Review Blogs: The Influence of Self-disclosure and Popularity,” Behaviour &
Information Technology, Vol. 34, Issue 1 (2015), pp. 33-44.

Christine Moorman, Gerald Zaltman, Rohit Deshpande, “Relationships Between Providers and Users of Market

® Q0 ® e o © 0

©®

Research: The Dynamics of Trust Within and Between Organizations,” Journal of Marketing Research, Vol. 29, No. 3

(1992), pp. 314-328.

Robert M. Morgan, Shelby D. Hunt, “The Commitment-trust Theory of Relationship Marketing,” Journal of Marketing,

Vol. 58, No. 3 (1994), pp. 20-38.

@ Das Narayandas, V. Kasturi Rangan, “Building and Sustaining Buyer-seller Relationships in Mature Industrial Markets,”
Journal of Marketing, Vol. 68, No. 3 (2004), pp. 63-77; Michael A. Stanko, Joseph Bonner, Roger J. Calantone, “Building
Commitment in Buyer-seller Relationships: A Tie Strength Perspective,” Industrial Marketing Management, Vol. 36,
Issue 8 (2007), pp. 1094-1103.

®

33



[ i I 7 B 2020455 4]

NS S S S ERA ERFE - O &R AT SEEEB 2 HFTA R (%R E
o O SR e A 3 T DA SRR R A2 M Ee E O - WA R I E R o O BA{R RS KT
S A E B - ORI H LT RE -

fEeist6a: B (AR a2 M E A LI R (R BUR B T R R AR S o R
fBeistob: [E8 (FoReh 11 18 £ RV SE S BUNE Z i E R AR S O ER
fBistoc: A (ARE (L @ ERYSNRIS [ B S & I E SRR SHE T F A
fBestod: [E8 (FoReh £ @ LRI &S BT & E SRR SHE T F A
fBistoe: A (ARGE{E M LHYE RRFBEEDH B B E BRSSP EM -

1 H5EiEE

RATHIRIEA
.................................................. HIb (+)
RE e S e
e i >
(H6a-Hé6e) '
ShEE Iy
b ().
igE sy [ e
sy
pEREB |

(—) WHrEaE%
AW FERTER R B FRET R BN E ARSI - HE— RIS SR F KT 7

DNEDCE - DU R SRS BN A SR M TR R B SRR - BREEN T > &
HMEAFRTHER (1=EEARE > 7=IFERE)

@

©)

Avinandan Mukherjee, Prithwiraj Nath, “Role of Electronic Trust in Online Retailing: A Re-examination of the
Commitment-trust Theory,” European Journal of Marketing, Vol. 41, Issue 9 (2007), pp. 1173-1202.

Robert M. Morgan, Shelby D. Hunt, “The Commitment-trust Theory of Relationship Marketing,” Journal of Marketing,
Vol. 58, No. 3 (1994), pp. 20-38.

Olfa Bouhlel, Nabil Mzoughi, Dorsaf Hadiji, Ichrak B. Slimane, “Brand Personality’s Influence on the Purchase
Intention: A Mobile Marketing Case,” International Journal of Business and Management, Vol. 6, No. 9 (2011),
pp- 210-227.

M. Oraei, E. Mohammadpoor, H. Khodaverdi, “The Influence of Service Quality on Repurchases Intention: Mediating
Role of Customer Satisfaction, Trust and Commitment,” 4 Journal of Economics and Management, Vol. 3 (2014),
pp- 209-219.

34



Tl 150 7 G {24 450 0 T 3 5 B LT A O A I AR F R

RAIRAMATIE A ¢ DUEIRTE (De Wulf) % A4RHIHT R 2 BiriE - ©
B 0 DUEFIZE (Choiand Lee) 4RfHIHIEFR BikE - @
INEIRS] T+ DLERDRE ST (Lee and Watkins ) 4RElHY &% Rikig - ©
&5 47 0 DL - BIRI5E (Liu, Liu and Zhang) 4R#EIHYEE BRE - ©
EF 8 - DUEFIE (Chung and Cho) 4RiIHYER Bkl - ©
RA (GRS © DIEET S A4 (Mukherjee and Nath) SRl &E R Bk - ©
MEE R DLERLKE 4T (Lee and Watkins ) 4Rl S BikiE - @

(=) BB hhER

ARWFTI 2019 AT T 34 - BEHA Y BN 7 fu AR I IR Z R8I 9E » EfLE iy
EEALHEN ETE—EYARE ARETS - BoE IR - Wl 2SR E m B 8k
RIVEERZE - FRGEE RS 15588V RV BT SR - R MU EE B85 =t
B FTRERS A P RIE] - M R 2B RS SRS B3 MinVE meta A E 2 G HE » B0
BRy T — (B VRS2 - IR AT EZARPTETRGHEE - FrAIRMTERE T B LA
A G RGN GAE T - THESF8HERHAF (Monthly Active User * MAU) #7%%
HItE AT R 2 BB - IR R SR EE S TR THE (MAU - 431(8)
BIE (MAU : 5(8) TS (MAU @ 1f5) - WE T iEEFErHERE R K & GARE T
HY 2 ECARETS M4 B E PR BIIH N B2 M LB - AR M EE SR 1T
N o Y T e o b O SN i W P i 5 T Y € 0w Y = el o2 = 1
AL B oIS EAV M 4 B BLURGE & - BB B EEH SRR HE T4k E A EREH
B o &% HILEMEMIE E R ER A TE L IR H S ARSI S%EE (4
43648 ) FIREESR (2.05() -

&R EET A - ERSFHABEMITAYISORAE - IRBEFIFE RIS IIE
B RBEACHRFI AR AR R R — I BREE - BlEHS IR R R ERNE P
S S AL B ZFRSeEER RS > (02 (back-translation) J7F > AR 0 AR R R & E
BEAMNERAEE > OBRMEXNERE X - SHEEE LSS ANE THEAENSHD

Kristof De Wulf, Gaby Odekerken-Schréoder, Dawn lacobucci, “Investments in Consumer Relationships: A Cross-
country and Cross-industry Exploration,” Journal of Marketing, Vol. 65, Issue 4 (2001), pp. 33-50.

Woojin Choi, Yuri Lee, “Effects of Fashion Vlogger Attributes on Product Attitude and Content Sharing,” Fashion and
Textiles, Vol. 6, Issue 1 (2019).

Jung Eun Lee, Brandi Watkins, “YouTube Vloggers’ Influence on Consumer Luxury Brand Perceptions and Intentions,”
Journal of Business Research, Vol. 69, Issue 12 (2016), pp. 5753-5760.

Tingchi Liu, Yongdon Liu, Lida L. Zhang, “Vlog and Brand Evaluations: The Influence of Parasocial Interaction,” 4sia
Pacific Journal of Marketing and Logistics, Vol. 31, Issue 2 (2019), pp. 419-436.

Siyoung Chung, Hichang Cho, “Fostering Parasocial Relationships with Celebrities on Social Media: Implications for
Celebrity Endorsement.” Psychology & Marketing, Vol. 34, Issue 4 (2017), pp. 481-495.

Avinandan Mukherjee, Prithwiraj Nath, “Role of Electronic Trust in Online Retailing: A Re-examination of the
Commitment-trust Theory,” European Journal of Marketing, Vol. 41, Issue 9 (2007), pp. 1173-1202.

Jung Eun Lee, Brandi Watkins, “YouTube Vloggers’ Influence on Consumer Luxury Brand Perceptions and Intentions,”
Journal of Business Research, Vol. 69, Issue 12 (2016), pp. 5753-5760.

Isabel Buil, Leslie de Chernatony, Eva Martinez, “A Cross-national Validation of the Consumer-based Brand Equity
Scale,” Journal of Product & Brand Management, Vol. 17, Issue 6 (2008), pp. 384-392; Richard W. Brislin, “Back-
translation for Cross-cultural Research,” Journal of Cross-cultural Psychology, Vol. 1, Issue 3 (1970), pp. 185-216.

@ ® ®© & ® 6 o0

®

35



U i I ¥ S 2020455 4]

FREZE HEY - SR EES A FIFHE SRR E B G #Es iR - Z1& - MEEE AT ER
W BBE LR - DIRECR MR E S R - I HEE 2 ArE B R SR B A A - 7€
M & REREMENRSE - FE EHEHET  MEEREEHAFEER B EETE
% MR RFR (Likert) THIER > #EIE1y CGEEARE) 2170 GEEEE) - MEK
REAOGGETEEME - W5 - Fik - FEEE - BREEMA -

AW FEHTE R E B LR E IR STE R A SR AR U R Y - IRV AL
ZAELRF A FHQualtries®U (R TLAL 31 > #iBARE (Facebook) ~ ISP TNEEH HAYIL
HEE T B8 AR SUERMIVELINE S © RSUETIEE T o270 - JIIEThZIFR THEE
FERAVEE - HBRUENEE > DRI AEBFERGEIEERE - RSB EAF259
- AO&stERERaT (1) ¢

£l BAAOMEEEEE (N=259)

EF 1] 2= Bkt

s 5 74 28.6%
% 185 71.4%

185 LLT 4 1.5%

FHe 18782255% 203 78.4%
23%305% 52 20.1%

6,00001 100 38.6%

B 6,001%10,000 97 37.5%
10,001 %15,000 42 16.2%

(FI7T) 15,001%25,000 14 5.4%
25,0012 1 6 2.3%

SRR 52 20.1%

_ AR 126 48.6%
HBRE T 73 28.2%
LN 8 3.1%

FORIAOR ¢ (EHEY -

VY ~ 537 LR TRt R

(—) EREREE fy
KB EN T o0 (CFA) KigB N EFE M E & B AEHIUE - HA RS

[ FE L B H S R T L7 0 42=1258.05 » df=472 » p<0.001 > y2/df=2.66 » CFI=0.91 and

RMSEA=0.07 = O {8 R T £ {7 £ A720.5 » FH{ERSE U Cronbach’s ofE#A140.8 (£2) - AVE(H

HERIR0.5 0 SHEAE A ESRUGENE o S{EMBEAVERE TR AT s i ARSI AR (£

3)  BFERE - @

(D David A. Kenny, D. Betsy McCoach, “Effect of the Number of Variables on Measures of Fit in Structural Equation
Modeling,” Structural Equation Modeling, Vol. 10, Issue 3 (2003), pp. 333-351; Li-tze Hu, Peter M. Bentler, “Cutoff
Criteria for Fit Indexes in Covariance Structure Analysis: Conventional Criteria Versus New Alternatives,” Structural
Equation Modeling, Vol. 6, Issue 1 (1999), pp. 1-55.

@ Claes Fornell, David F. Larcker, “Evaluating Structural Equation Models with Unobservable Variables and Measurement
Error,” Journal of Marketing Research, Vol. 18, No. 1 (1981), pp. 39-50.

36



Tl 150 7 G {24 450 0 T 3 5 B LT A O A I AR F R

R2 EEREMEF R IFERE Cronbach’s off

S E]=! BEREE R CR  AVE  off
BHEARITA 89 73 89
&gy T B IR R A3 ] - 88
b 288 8 3R 7 X35 0 40 e R K R o 87
MARTE R GRS E CHYBIE A B - .80
B 83 63 83
AT AT SRR AL - 82
i35 B CRT M U TR A 48R - 81
BRSSP E 1 N A AERAATRESS - 108 - 74
bR 1) 86 68 86
HEBAIIMARES A - 80
HIR R MARAMR - 89
L EHEAAR MR - 78
=L C1Pa) 91 73 91
f RO B 5 ARG - 79
RIHARLL - 87
g —EE - 87
fAIERA A E I (B - 88
SEES 83 62 82
g R EHEEC - 81
BRI 5y A E AR - 86
i B CHIBI B R AR A ET - 68
RRGRARGH 91 78 91
TR B I RRR AR = - 87
BRI Ory TR YRR - 88
TRRE St A —TEER BB R - 89
R 85 .66 86
R E EDE R & BB E B R - .80
WREEE FE—ERE R - G F RS E MRS E S - 84
AOSRTEE E E] SR i AR FTAEHE B M SRR A A - 80

FORACR © (EEES -

37



moM W% 2020455419

+R3 ESERIAVIERIRER

AVE RC EX SA PA PRI SD PI
RARAEE (RC) 78 .88°
BEE (EX) .63 33 79"
TTERAEIS (SA) 73 84 41 85°
4hRIRE| /3 (PA) 68 63 65 67 82
RBARARIE A (PRI) 73 07 75 16 42 85°
BFH*RE (SD) 62 39 77 44 58 69 79
BEE=R (PI) .66 .60 57 59 50 52 67 81°

A5 © R PER T3 T P AVERIT 7R
ZRAOR : (FEE -

() HIZEME kb

BHE R 25 T BT 7 A b B T mT B S R B R (FoR s MR (% - O BB 8 B BRI (GuRES Y
R (RANERN) - NERTEEERFEEDE - HEKE (p=0.29 > t=5.41 > p<0.001) -~ FpE
517 (B=0.59 > t=13.06 > p<0.001) ~ t+&FW5]F7 (B=0.78 > t=21.87 » p<0.001) FIEHFKFEE
(B=0.39 > t=7.59 » p<0.001) #iFAGEEABEE FAHBEE 2GR ZFHERR2a ~ Bat3a ~
4aflfEEtSa > (HA ZRMERE 1a - EIEEE AT EAEEEESEHEE BEHENEE (R
4RI ) - FIESEHBEERAREEPE > BB G A (p=0.39 > t=9.00 » p<0.001)
BT (B=0.25 > t=4.73 > p<0.001) ~ #PEWE5[S (B=0.19 > t=3.25 > p<0.001) -~ FLEFEK5[J
(B=0.24 > t=3.18 > p<0.01) FIEFLETE (B=0.65 > t=13.25 > p<0.001) -~ FZ&LEELTFHEZ1b ~ &

222b ~ %3 ~ R AbFI{EELSD ©

*4 PIESENARAENBEEEENERNE

HEE | R AR BEDEEERE

FERELRE B & JEEE(LBE BHEE t{&

RN A .07 .06 1.31 39k .04 9.00
BXE 2%k .05 5.41 25%kk .05 4.73
JhR51H 59k .05 13.06 9%k .06 3.25
HtE®RSIH T8k .04 21.87 24%% 07 3.18
BREXRE 39k .05 7.59 65k 05 13.25

R’ 639 514
HHRLIER 633 506

f#E  *p<0.05>**p<0.01>***p<0.001 (ERMHEH) > N=259
HRPOR - (FEEH -

(=) Bk 5%
A T PROCESSHi{: » # FiBootstrapping J7 Zu ik B8 T BE (4 K25 09 o /4 JE - @

(O Randall E. Schumacker, “Latent Variable Interaction Modeling,” Structural Equation Modeling, Vol. 9, Issue 1 (2002),
pp- 40-54.

(@ Kristopher J. Preacher, Derek D. Rucker, Andrew F. Hayes, “Addressing Moderated Mediation Hypotheses: Theory,
Methods, and Prescriptions,” Multivariate Behavioral Research, Vol. 42, Issuel (2007), pp. 185-227.

38



Tl 150 7 G {24 450 0 T 3 5 B LT A O A I AR F R

Bootstrappingf5HYRUE A A IRAVEA B BHAE i 2 REE R - S e DMUER IR A )
RENH AR 7% - B SENIHAE  IE RS S A Bk - O i 5 S 0 B R ) L RS ~ Pl
SURELL R AR - RIVU(ERTESE (HEE ~ (hgRs51) ~ IMRES IR B KRR ) EiBEH A
R B E R > 1B 4ERSR T G 6b ~ ko ~ REkedfl (Raxoe (FrAMEEZEN LT
EEBHAEE0) - (HIER Tk (K5) -

*S PIESEHBEERRANERIE - MERWENURERE

HEE SN ERTE HIEE BRRIIEEE LIRS E B RRAVIEE

JEIR%E . JEiRRE 5 JEIR%E ,

- BEE & . THEE & (L BEE t{&
HEgE
AHIRA AR A 39k .04 9.00 .04 -.015 .09 45Hk .05 8.97
B 25k .05 473 13 .08 18 SlwEx .05 10.40
P 9Hk .06 3.25 25 18 33 A4k .05 8.73
fanctl-Clbal 24%% 07 3.18 28 15 40 Sk .05 10.58
B 65k .05 13.25 -.07 12 -.03 5@k .05 12.56
RNEE
RAARES 53Rk .05 11.35

FORACR © (EEEIR -

(—) WHFEER

$F— 0 ZATHFERIA M ERCYEE 2 MIVEY & TEE B E KRR S © RIHRE
HEPE LIS B T E TN - O REAFE R ERAITEE (Morgan and Hunt) (Y “&#—
S Bim o [BEE 7 USRI AR EH TR EIATEE R - AR S B G AE L R 5
NHYBTFESCRK > IIA TRTHIRTESE (JMRKSG(T] - (GRS IIME HEE) - (ExHam A E
BARBRAE SRR - B8 TIHARNE - B2 itse@Ed S o o o el T H R
RIS AT E S B N B SEAY B REUE ~ f 9S8 DL R S8 - AR BR R (R SR Y T A
& - R TR R T > BEEE ~ MRS » 1t ERE(ILUR B R FE(F HERATAIE
SR AR EET (RBENEE) MY (AIE&EHE) ZHNEG - © BAIRI G AL

(D Kristopher J. Preacher, Andrew F. Hayes, “Asymptotic and Resampling Strategies for Assessing and Comparing Indirect
Effects in Multiple Mediator Models,” Behavior Research Methods, Vol. 40, Issue 3 (2008), pp. 879-891.

@ Tingchi Liu, Yongdon Liu, Lida L. Zhang, “Vlog and Brand Evaluations: The Influence of Parasocial Interaction,” Asia
Pacific Journal of Marketing and Logistics, Vol. 31, Issue 2 (2019), pp. 419-436.

(® Jung Eun Lee, Brandi Watkins, “YouTube Vloggers’ Influence on Consumer Luxury Brand Perceptions and Intentions,”
Journal of Business Research, Vol. 69, Issue 12 (2016), pp. 5753-5760.

® Jung Eun Lee, Brandi Watkins, “YouTube Vloggers’ Influence on Consumer Luxury Brand Perceptions and Intentions,”
Journal of Business Research, Vol. 69, Issue 12 (2016), pp. 5753-5760; Li-Shia Huang, “Trust in Product Review
Blogs: The Influence of Self-disclosure and Popularity,” Behaviour & Information Technology, Vol. 34, Issue 1 (2015),
pp. 33-44.

39



[ i I 7 B 2020455 4]

fEE A ERUE - HR (ARG F HREUE - N R ESFH IR P & ERYIHER > 5TRIA
BELLIESTRI ABEA 5 BB A (R AR - O JET R B B S 3 (P HE S 9 2 B A S
IR - AP AR ARSI TR - @ E—ERRW > FRIGEH PORTEEE (RXIRE
R A ) TEAE SRS o 5 T A SHEAERIRAE » B R ERASURUET THiT - A Z1RRIA
B RR T B THVERTRME TEEER - 5= SUISTEMHEIRFTAAVERETI > 2R
BrAG R RPIERON T - B AR ASCERENHEMEAE - RN ETTE - B fIELR
HAEV B EONEETT REARE G - AEREPIAR ST TR R/ 7 BERE R Ry R - REf
FEMFT H ARSI ERTRITE N » [RINFHRE Ry R TR BR b ST (L2 5 B R AL

() HEE®R

AW L TS E A = T EEBEUS - BB AHE R (2 RN - 55— =i
PN T EHIIRA A RN EMEE - O KRR E N EE R A SRR T >
HIRA(RREE > LU BB ERE BT E - SRRVITNSEH A B ] DUS B R 2T
HESE RV BN E 2 MIAVRA (oRGE - (RN BB E R (EM A S Reny & s i 5 0 4 -
F o AW RIS E A RIENNE F BRI EREAIR (KGRI SO E A THY T A » PEER
AMHBAEIE L ~ SRS ~ HGRE [T PAR BIRE BRI L - A5 BN # R IR
(roKEE - AL > 1SS A BIEZERE A EHUR ey EEM MR SO EELL - 5
= BAGERGERVEE T EEGEE - NILT5E A B e a0 ) & BN B E R Ak
FEMIRZE  PIARGE TS & - RIS BN E PGSR S P eEE R ROM - ©

(=) WHseR PRI 2 /5 F

Bt AU R ERES T IR R A ~ BSERL ~ SR ST ~ 1L GRS IR B B EE E R
FERGERIZE > Hb o IR AR A BRI ok 28R - 2 BB BR RE—EE" Hm At
6] > &5 A DURERIOE S (Samaha ) S5 AWFSE POy EAlh 2 S H A A H 8 T HVEUE
WAL ~ S ETTHIMREE LU B AR R ER R - X AR E AR T — IR
FEHE > TG EEMR T HFIEEALEENNTE - ASTLEF MR A S B EREY
8 REVIFRALFEEENEE > FINREREE - WRIENE - TR e dft EEA
[F N ZRAY o BRI UE - BESh > BFSTEEAME (2R B IRFT > RERTITIE A] DB A (R B R Bt &
FYTEDL © fef% > ARBHFEERA T (EFHIROE - HERRRIE AR - HE SR 2 TR i 5
T EE MR IEAE R - EE EEEA R BOAAYIERER T - S RAVTR R IR A] DUR B iR (A
B~ EREE AN — RS -

[RERE  FER
(O Melissa Clark, Joanna Melancon, “The Influence of Social Media Investment on Relational Outcomes: A Relationship
Marketing Perspective,” International Journal of Marketing Studies, Vol. 5, No. 4 (2013), pp. 132-142.
(@ Stephanie M. Noble, Joanna Phillips, “Relationship Hindrance: Why Would Consumers Not Want a Relationship With a
Retailer?,” Journal of Retailing, Vol. 80, Issue 4 (2004), pp. 289-303.

(® Stephen A. Samaha, Joshua T. Beck, Robert W. Palmatier, “The Role of Culture in International Relationship

Marketing,” Journal of Marketing, Vol. 78, Issue 5 (2014), pp. 78-98.
® Parhod P. Karimov, Malaika Brengman, Leo Van Hove, “The Effect of Website Design Dimensions on Initial Trust: A

Synthesis of the Empirical Literature,” Journal of Electronic Commerce Research, Vol. 12, Issue 4 (2011), pp. 272-301;
Jiyoung Kim, Sharron J. Lennon, “Effects of Reputation and Website Quality on Online Consumers’ Emotion, Perceived

Risk and Purchase Intention,” Journal of Research in Interactive Marketing, Vol. 7, Issue 1 (2013), pp. 33-56.

40



	目錄
	論文
	‧論文｜經濟社會建設‧
	關係承諾促進視頻博主營銷與澳門年輕消費者購買意願的研究




