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Abstract

Travelers also change their past travel habits by using smart phones and the
Internet, such as booking hotels on the Internet. This research aims to explore the
positive or negative effects of traveling without smart phones on travelers who are
used to travel with smart phones. In this study, the backpackers are taken as the
research objects and analyzed by Critical Incident Technique (CIT). After soliciting
92 volunteers to participate in the experimental survey of non-mobile travel, the
results shows that the travelers increase their understanding and preference of the
local area, improve their interaction with their traveling companions, and feel more
satisfied with their travel achievement when they travels without carrying smart
phones. But there are also travelers who have the negative emotions of fear and
anxiety. At the same time, this study puts forward some suggestions on management
implications and future research.

Key words : smart phone, travel activities, touristic experience, Critical Incident
Technique
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1.Introduction

Mobile devices are quite popular all over the world, and the rapid development
of wireless networks (such as 3 / 4G and Wi-Fi) provides extremely high portability
and mobility for smart phones, computers and tablet computers, which not only makes
the acquisition and exchange of information and knowledge more convenient, but also
brings closer relationships between people using mobile devices (Lee, Park, Kim, &
Lee, 2012; Wang, Park, & Fesenmaier, 2012; Yang, & Lin, 2019). The so-called smart
phone refers to the smart phone with mobile operating system, which can be expanded
by installing applications, games and other programs. Because the new generation of
smart phone has touch screen and web browser, people can not only use the smart
phone to carry on the traditional communication function, through Wi-Fi and mobile
broadband, the smart phone can also carry on the data access function. Apple
launched its iPhone in 2007, which took the world on the smart phone bandwagon. In
most countries and regions in the world, almost every person has a smart phone.
According to a survey by the International Data Corporation, the global smart phone
market sold 1.4049 billion smart phones (IDC, 2019) annually in 2018, accounting for
18 percent of the world population of 7.7 billion.

After the economic boom, people will begin to increase their travel behavior.
According to the statistics of WTOF trend report, the total number of global tourists
reached 12.1 billion in 2018 with a the growth rate of 5.0%, and the number of
tourists far exceeded the number of people in the world. Global tourism revenue
(including domestic and international tourism revenue) was $5.34 trillion in 2018,
with a growth rate of 3.1% according to the forecast of the World Tourism
Organization.

The wide application of smart phones is conducive to expanding human
knowledge and enhance communication, and has different effects on human business
and various industrial behaviors (Clark & Chalmers, 1998; Nog, Turner, Linden, Allen,
Winkens, & Whitaker, 2019). For example, information and communication
technologies (ICT) has changed the traditional tourism industry and affected the way
tourism organizations operate. Many business behaviors and interactions between
operators and customers required the use of such communication technology (Buhalis,
& Law, 2008; Shafiee et al., 2019). The information technology has been transformed
from the tools used in past marketing to the tools of knowledge generation, so that the
travelers have different travel knowledge search channels than in the past (Xiang,
2018; Shafiee et al., 2019).

Smart tourism with smart phones has gradually evolved, and traditional tourism



ARIF¥F RIS RS 1TY 111 & 12 0 5

and e-network tourism has gone to intelligent tourism. Smart tourism can promote the
continuous development of the tourism area, and improve the tourism experience and
quality of life (Gretzel, Werthner, Koo, & Lamsfus,2015). The use of intelligent tools
and equipment in tourism can improve the quality of tourism service, strengthen the
tourism experience, innovate tourism management and effectively supply tourism
resources. Moreover, the function of intelligent tourism is to enhance the
competitiveness of tourism-related enterprises, improve the level of tourism
management, and expand the scale of tourism industry (Li, Hu, Huang, & Duan,
2017).

As smart phones can be used anytime and anywhere, and with the increase of the
number of users and the large number of smart phones entering human daily life,
smart phones also affect people's travel experience. smart phones affect the behavior
and emotional state of tourists. Because smart phones can meet the information needs
of users in a timely manner, they can more effectively solve the problems encountered
by travelers during their travel (Brown and Chalmers 2003; O’Brien & Burmeister
2003; Rasinger, Fuchs, & Hopken 2007; Wang, Park, & Fesenmaier, 2011). Smart
phones can also make it easier for travelers to change their travel activities, and
tourists can get better travel experience through information search and sharing. At the
same time, they can share photos in real time through smart phones, so as to build
more social contact opportunities and better interpersonal relationships (Kramer,
Modsching, Hagen, & Gretzel, 2007; Tussyadiah & Fesenmaier, 2009; Wang, Park, &
Fesenmaier, 2011).

In travel patterns, former backpackers usually went to sightseeing places on the
basis of paper maps. Now, because the smart phone is easy to carry, the application is
easy to obtain and cheap, and the travel data obtained is interesting and practical,
many travelers used their smart phones to search the relevant data of scenic spots and
order accommodation and restaurants in advance when they travel. At the time of
backpacker, the map searching function of the intelligent smart phone also made the
traveler not rely on the traditional paper map. Whether they drive or walk, they can
rely on GPS map guidance on their smart phone (such as Google Map) for sightseeing
trips, and because smart phones also have payment function, travelers can travel more
easily and conveniently as long as they have a smart phone.

Therefore, smart phones can make it easier for travelers to travel. But in addition
to convenience (to facilitate prearrangement of accommaodation, reduce the chance of
getting lost), will tourism be less interesting because of reduced interaction with locals?
Will it reduce the actual travel experience and sense of achievement other than
obtaining data on the Internet in travel? These questions are sufficient to be studied.
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Therefore, this study focuses on travel without a smart phone. The purpose of this
study is to explore how travel experience and psychological feelings will change if
modern travelers travel without a smart phone.

2.Literature Review

According to the research of the United Nations World Tourism Organization,
the growth rate of international tourism demand will be positive until 2030, with an
average annual growth rate of 3.8%. Especially in Asia, it is expected to break
through the highest average growth rate (UNWTO, 2013). According to the study of
World Tourism Organization in 2019, the number of international tourists increased
by 5% to 1.4 billion in 2018, two years ahead of the long-term forecast of the World
Tourism Organization (UNWTO, 2019).

2.1 GPT and FIT

Travel can be basically divided into two types: group package tour (GPT) and
foreign independent tour (FIT). The main difference between GPT and FIT lies in the
purchase process. Customers can buy GPT products through third parties such as
friends, relatives, parents, companies, schools, churches or retail travel agencies. FIT
customers usually contact travel agencies in person for travel information and
consulting services (Persia & Gitelson, 1993; Kent, Meyer & Reddam, 1987; Bitner &
Booms, 1981; Wang, Hsieh, & Huan, 2000). When traveling within the country where
they live, young people prefer to arrange and design their own itinerary. With the
popularity of smart phones and Internet, many backpackers also rely on smart phones
to travel.

Travel is basically a linear process, and the travel experience can be understood
from a time perspective (Jennings 1997, 2006). During the trip, travelers complete a
range of activities, including searching for information, planning itinerary, booking
itinerary, visiting, shopping and dining. In addition to the core activities of tourism,
social and environmental activities are also considered to be an important part of the
overall tourism experience (Andereck, Bricker, Kerstetter, & Nickerson, 2006). Smart
phones are seen as a new type of media and an indispensable helper for backpackers.
smart phones can not only provide a wide range of information, but also carry out
basic travel activities, such as prior travel planning, booking and navigation functions,
and record where travelers have been (Wang, Park, & Fesenmaier, 2011). Scholars
believe that tourism is a process in which tourists leave their places of residence to
different destinations. They live and travel in different places and use photos and
videos to record the memories in travel (Cohen 1979; Tussyadiah & Fesenmaier,
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2008). Smart phones are being used to share the traveler's travel stories and personal
feelings, so as to enable relatives and friends to know their journey (Gretzel 2010).
2.2 smart phone usage habits

The usage habits of smart phone users obviously affect the usage time
(Oulasvirta Oulasvirta, Rattenbury, Ma, & Raita, 2012; Tossel, Kortum, Shepard,
Rahmati, & Zhong, 2015). The main reason for cell phone addiction is a high degree
of time and frequency of use (Bae, 2017; De-Sola Gutiérrez, Rodriguez de Fonseca, &
Rubio, 2016; Lee Lee, Lee, Ko, Lee, Kim, Yang, 2014; Lemola, Perkinson-Gloor,
Brand, Julia, Dewald-Kaufmann, & Grob, 2014; Roberts et al., 2014; Rozgonjuk,
Levine, Hall, & Elhai, 2018). Smart phone addicts, who use smart phones initially for
communication purposes in social life, are unable to control use time and frequency
and will have subsequent negative effects. Smart phone addiction can also be said to
be an extension of Internet addiction, including other forms of behavior (such as video
games, social networks, online shopping, etc.) that connect users and smart phones
through devices (Kimberly, 1998; Montag et al., 2015). The excessive use and abuse
of smart phones will lead to a wide range of negative consequences, such as
addiction-related symptoms, including desire, dependence, withdrawal and negative
emotions (Bianchi & Phillips, 2005; Foerster, Roser, Schoeni, & Roosli, 2015).

2.3 smart phone addiction, personal depression and anxiety

Previous studies have found that problematic smart phone use of teenagers is
associated with personal depression and anxiety (Ha, Chin, Park, Ryu, & Yu, 2008;
Lemola et al., 2014; Noé et al., 2019). Scholars have found that excessive use of smart
phones can lead to potential social anxiety (Lee, Chang, Lin, & Cheng, 2014), such as
social networks, online games can cause higher social anxiety, and stimulate users to
continue to surf the Internet frequency, and can lead to poor living conditions
(Kardefelt-Winther, 2014). In addition, some studies have shown that shyness is a
precursor to social anxiety. For teenagers, shyness can cause social anxiety, and very
shy people also have a high level of social anxiety (Tsui, Lahat, & Schmidt, 2017).

In addition to emotion, smart phone use may lead to poor learning results,
cognitive errors in daily life and reduced life satisfaction (Hadlington, 2015). For the
effects of users' health, improper use of smart phones can cause the following
problems, such as wrists, neck, shoulder back and other physical pain (Inal, Demlrc,
CetlInturk, Akgonul, & Savas, 2015).

The study indicated that when there was no cell phone, there was a great
influence on the emotion of modern people, including the pressure, depression, sleep
disorders, anxiety, subjective well-being and loneliness of the user (Demirci, Akgonul,
& Akpinar, 2015; Elhai, Dvorak, Levine, & Hall, 2017; Lee, Chang, You, & Cheng,
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2014; Lemola et al., 2014; Noé et al., 2019). The use of smart phones, because of the
immediate provision of a lot of information, can more efficiently solve problems,
form experience and store memory, so as to change the behavior and emotional state
of passengers (Wang, Park, & Fesenmaier, 2012). Therefore, improper use of smart
phones or the absence of smart phones does affect the emotion of users. However, if
travelers are restricted for the use of smart phones, will it catalyse more extreme
changes of their emotions? This has not been mentioned in previous literature.
Therefore, the results of this study made up for the lack of literature and understand
the feelings and reactions of users who travel without smart phones.

3. Research Method

3.1 Research Design

The research design of this study took the Critical Incident Technique (CIT) as
the main research method. CIT is one of the qualitative research methods, using a
designed survey procedure to observe human behavior so that researchers can
"classify" and summarize the main categories. CIT was developed and published by
Flanagan (1954). This method is widely used in the field of social sciences. Because
CIT is widely used in job analysis and psychology, and the results are very good,
other disciplines also quote this method. For example, in marketing, Goodman (1979)
used CIT method to develop waiter training program; Folks (1984) used CIT method
to study customer response to product error; Bitner, Boooms and Tetreault (1990)
used CIT method to investigate satisfactory and unsatisfactory events of service
contact; Kelley, Hoffman and Davis (1993) used CIT method to study retail failure
and recovery categories; Keaveney (1995) used CIT method to study customer
transfer behavior. In addition, some scholars think that when the purpose of the study
is to understand some vague social phenomena, CIT is especially suitable (Wang et al.,
2000). There are several advantages for using CIT for investigating satisfying and
dissatisfying behaviours in a foreign service setting. The data are collected from the
consumer’s perspective, which results in abundant insightful data that reflects the
respondents’ personal situation and standpoint (Bianchi, & Drennan, 2012;
Edvardsson, 1992).

In view of the reaction of some scholars who used CIT method in the past, Bitner
et al. (1990; 1994) thought that “CIT is an appropriate and effective research method

for exploring marketing performance as well as evaluating customer response’.
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Because the research problems in this study were of a similar nature, CIT was adopted.
Kelley et al. (1993), taking students as interviewees, thought that although lectured in
advance, there may still be interview bias. Therefore, six visitors in this study were
graduate students who have studied in the field of marketing in the second grade. And
after clear explanation by two steps and on-the-spot simulation of the actual, the
investigation was conducted.

The data of CIT came from structured open-ended questionnaire, and the result
analysis could be attributed to content analysis. Since the questions and answers of
CIT were aimed at special events rather than generalities, explanations or conclusions,
Bitner et al. (1990) thought CIT is in line with the standard of Ericsson and Simon and
provides valuable and reliable cognitive process. Flanagan (1954) also believed that
CIT is reliable in judging the stability of classification and has validity in
distinguishing content. Therefore, CIT has been used and affirmed by many scholars,
and the nature of this study is also suitable for this research method. It was decided to
carry out the investigation and analysis with CIT.

3.2 Data Collection

This study recruited students from the universities to participate in the
"backpacker without smart phones”. The qualification of participants was limited to
"those who have not visited or lived in Yilan City in the past three years", so as not to
affect the results of the survey because they are familiar with Yilan. Finally, 92
volunteers participated in the experiment.

The actual survey of this study was divided into three echelons (32 persons in the
first echelon, 30 persons in the second echelon and 30 persons in the third echelon).
Each echelon assembled in front of Yilan railway station. Since participants were
informed that the smart phones were not allowed to be carried, participants could
collect data of local tourist attractions and maps in advance. And therefore, the smart
phones was collected and kept in a unified way by the investigators in the field. There
were two participants in a group. According to three different combinations of five
visiting places designed in advance (all the places could be reached within two hours
of walking in Yilan City), participants randomly selected (each group had three scenic
spots to arrive at). After selecting the designated visiting places, they started on foot
and released one group every two minutes. At the designed final interview place, six
interviewers were responsible for filling in the interview.

The purpose of this study is to explore the backpacker without smart phones.
Therefore, in the questionnaire design, the question of "the most impressive event in
this trip" was used. The interviewers reminded the experimenters of the psychological
preparation before the trip, the experience during the field trip to the designated place,
etc., so as to answer the main event feelings in detail.
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3.3 Data analysis

In this study, CIT research design, aiming at the important events of the research
topic, was classified by personnel. In this study, two graduate students in business
doctoral class served as classifiers. The analysis steps were as follows:

(1)Two researchers classified the first test groups of the questionnaire.

(2) After the classification, the study personnel shall determine the number of
categories and name the categories. And the category of the retest group shall be
determined.

(3)The classification of the retest group is carried out according to the analysis
category of (2).

(4) After the classification of the retest group, the questionnaires which can not
be classified due to different opinions of the two researchers shall be classified into
the retest category.

(5) In order to test the reliability, the two researchers re-classify the result, so as
to confirm the classification of the two questionnaires before and after the test, and
confirm the difference.

There were 50 questionnaires in the preliminary group, the two researchers
divided them into 7 and 8 categories respectively. After discussion, the "increase
communication” and "local preference” groups were divided into two categories: local
preference and local knowledge. Therefore, after the classification of the preliminary
test group was determined, the retest group was classified. In terms of classification
and naming of this part, there was no new category, so it was determined that the
sample number of the questionnaire was sufficient.

In terms of reliability, Latham & Saari (1983) believed that the same degree of
interjudge of the two judges of CIT is more than 0.8, and the results were reliable. The
inter-judge of this study was 0.92, and intra-judge (the same person's repeated
classification of the questionnaire) was carried out 10 days after the first classification.
The results were also 0.98 and 0.96. It can be seen that the classification and naming
of this study meet the requirements of research reliability.

4. Research Results

The number of valid questionnaires in this study was 92, mainly undergraduate
students in the third and fourth grade, aged between 20 and 24, with 54 (58.7%) being
female. Based on the collected data, seven feelings were extracted and named by the
responsible analyst. They were divided into negative (fear, anxiety and indifference)
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and positive (local knowledge, local preference, travel companion interaction and
achievement).
Table 1: Name of Feelings of Tourists Travelling without Carrying smart phones

Type Number %
Fear 8 8.7
Anxiety 20 21.7
Indifference 5 5.4
Local knowledge 13 14.1
Local preferences 15 16.3
Travel companion interaction 16 17.4
Sense of achievement 15 16.3
92 100

Fear

The fear was mainly from strong negative emotions that they were worried about
lost or unable to reach the destination without smart phone with 8 questionnaires,
accounting for 8.7%.

The followings are some research results. For example, | was shocked to hear
that | couldn't use my cell phone. It was impossible to get there without a cell phone.
But | still struggled to challenge myself. Because I'm used to movement carrier. The
teacher said | couldn't use my phone to guide me to the destination, and | was afraid |
couldn't reach the destination. But it should be all right since there are companions.
Normally, without a smart phone, | would feel insecure. | could not use my smart
phone to reach the destination during this trip. I felt not only insecure, but also
inexplicable fear. | always go out with my family or classmates. | have no experience
in finding my own way. | just want to say oh my god! How am | supposed to get there?
What if I get lost? | thought about a lot of negative aspects.

Anxiety

Anxiety is the negative psychological feeling that comes from worrying about
not being able to use their phones. The intensity of negative emotions was lower than
fear, and respondents were more likely to use words such as anxious, uneasy and
worry. There were 20 copies of this part of the questionnaire, accounting for 21.7%.

The followings are some research results. For example, “This is the first time for
me to travel in a place without a smart phone. | am usually timid. Without a smart
phone, I feel a little insecure. I'm afraid I'll get lost even though I have a map.”, “I
travel a lot on my own. | used to travel with my phone. | can't take my cell phone this
time. Therefore, | have a little anxiety and a little insecurity just like travelling without
eyes and brain.”, “My map didn't seem to match my sense of direction, and twice |
went the wrong way, and | began to get nervous. My traveling companion was also
nervous, and we both seemed to be in trouble at the same time. That's too bad.”,
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“I'm a traditional girl. I rely on my cell phone to contact with the outside world.
Without my cell phone, I'm disconnected from the world. When | was informed |
couldn't take my smart phone during this trip, I'm really astonished, and I don't know
what to do? Fortunately, I'm just a little uneasy. Thanks to my travel companion and
map.”, “I forgot to bring the map, but the teacher said it's not too far away, so I
thought I could find it as long as | ask the passers-by for directions. My companion
was worried about getting lost, and [ was a little worried and uneasy.”

Indifference

It means that respondents did not think that their psychological response to the
destination would be affected if they could not use smart phone. Most of them were
backpackers or family travelers who take self-help travel as the main way. The
number of questionnaires in this part was 5, accounting for 5.4%.

The followings are some research results. For example, “I like to travel alone,
but it's a little bit of a challenge to have no smart phone for navigation, but it's OK!”,
“The biggest difference this time is that I used to rely on smart phones, but now | need
to ask people to travel. | don't have too much anxiety and fear. Basically because the
destinations are in Taiwan, I can communicate with the local people!”, “I'm a
stranger to modern people. | usually use less smart phones, so it's OK to travel
without them. | followed the map all the way. When | was not sure, | asked the local
people. Soon, I arrived at three designated destinations.”

Local Knowledge

Local knowledge refers to increasing understanding of local history and customs
through asking local people for directions and inquiries. The number of questionnaires
in this part was 13, accounting for 14.1%.

The followings are some research results. For example, “Without sSmart phones, |
had more contact with passers-by. They saw that | didn't know much about Yilan, and
they took the initiative to tell me about local affairs. | felt that 1 knew more about
Yilan.”, “I didn't have too much trouble without a sSmart phone. | went to the local
scenic spot. During the chat with the local people, they introduced Yilan warmly and
made me know Yilan better.”, “We both have no sense of direction.

Fortunately, Yilan is not too big. We arrived at three designated places and asked
the local people about the three scenic spots. We felt that we had a deeper
understanding with the local people.”, “As soon as I asked for the way, they would
take the initiative to guide me. The old man would also be curious about how I didn't
know the way, so he introduced me the local history and culture, as if there was a
living Google.”.

Local Preferences
Local preference refers to the increased preference for the humanities and
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scenery of the travel place, which is a positive emotional feeling. Due to the inability
to use the smart phone, participants learned the right way to their destination by
referring to the local road signs and asking the local people. Through the process of
asking for directions, participants increased their preference for local people because
of their feedback. The number of questionnaires in this part was 15, accounting for
16.3%.

The followings are some research results. For example, “I found that people in
Yilan are very enthusiastic. When | said that I could not find my way without smart
phone, they were more enthusiastic to guide me. Especially when | couldn't find the
Tudi temple | was going to in the alley, another old woman said that she was going to
that temple, and she took me there. I felt strong human kindness.”, “The Tudi temple
is a relatively small scenic spot. | need to ask the local people.

At the same time, | also felt the enthusiasm of the local people, and also took the
initiative to take me to ride. If I had a smart phone, I wouldn't have enjoyed the trip.”,
“When I asked the local people where the third place was, she said that there were
fewer tourists in this place. | drew a map for you! | really appreciated her.”, “I have
no sense of direction. Although | had a map, I still needed to ask passers-by and local
people. When asking for directions, | thought the elderly were the most enthusiastic
and the businessmen were also very enthusiastic. | really like the Yilan people.”.
Travel Companions Interaction

Travel company interaction refers to the positive emotional feelings that the
respondents express for the increased interaction of travel companions without smart
phones. The number of questionnaires in this part was 16, accounting for 17.4%.

The followings are some research results. For example, “I'm a heavy user of
smart phone. | will feel strange if I do not use it for 10 minutes. But it's also good to
have a companion to chat with, which makes me feel that this kind of travel is also
very good.”, “Without a cell phone, I have more opportunities to talk to my traveling
companion. Unlike when | have a smart phone, | was used to looking at messages on
my phone.”, “My traveling companion didn't like to talk, so I came t0 ask for
directions, so | felt like I was super strong. | needed to ask for directions and let my
traveling companion go on a trip.”, “I had a good time with my traveling
companions.

When | asked for directions and looked for maps, my traveling companions
helped each other. We were like companions in common struggle.”, “We prepared the
local map in advance, but at the beginning we were a little shy. We used the way of
guessing fist, and then the loser was responsible for asking. It felt like playing a game.
It was fun.”.

Sense of achievement
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The sense of achievement came from the positive emotions of inability to use the
cell phone, but still can reach the destination. The number of questionnaires was 15,
accounting for 16.3%.

The followings are some research results. For example, “In fact, when I arrived
at my destination, I overcome my habit of not asking passers-by. I found it not so
difficult to ask questions. 1 was proud that | had not lost my way, so | reached the
designated destination.”, “My traveling companion gives me confidence. At least, |
had a companion when | got lost. | took the map to find my destination, and | thought
I could travel without my cell phone.”, “No cell phone makes me feel different, being
the one who dominates my own trip.

However, | still prefer to have a smart phone, so I don't have to ask for directions.”,
“My father used to say that getting lost is the beginning of a trip. Getting lost allows
us to see more places and have more fun traveling. This trip without a cell phone
made me feel like | was a kid, although I didn't do my homework in advance and get
to know the local route. | think getting lost is also a pleasure and an alternative sense

of accomplishment in traveling. .

5. Conclusion

5.1 Discussion

The main result of this study is to divide the feelings of travelers who don’t
carrying smart phone during their journey into negative feelings and positive feeling.
Negative feelings include fear, anxiety, indifference while the positive part lie in local
knowledge, the local preference, travel companions interactions and the sense of
achievement. For the negative mood, the fear and anxiety were as high as 30.4%,
while for the positive emotion, the interactivity with travel companions and the sense
of achievement accounted for 33.7%. This means that young travelers have negative
feelings about travelling without carrying their smart phones. In the case of a network
addict or a user with problematic smart phone use conditions, the negative feelings
should be exacerbated. For travelling with a smart phone, more than 2/3 travelers also
had a positive feelings, especially in terms of travel partner interaction and travel
achievement, which means that traveling without a smart phone has other fun and
benefits.

Previous studies have pointed out that social anxiety refers to concepts about
dysfunction in the social interaction and social environment, such as the lack of
confidence in self-expression for social performance, and the perfect standard of
social performance (Heimberg, Brozovich, & Rapee, 2014). Since people face
negative living conditions, which leads to high social anxiety, they use the Internet,
such as social networking service, online games (Kardefelt-Winther, 2014; Hong, Liu,
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Oei, Zhen, Jiang, & Sheng, 2019). While modern people have become accustomed to
using smart phones to access the Internet at any time, the original social anxiety may
be exacerbated by the lack of smart phone travel. Therefore, in the investigation of
this study, it was found that both the intense fear and the slightly lower anxiety were
negative psychological feelings expressed by participants when they answered
questions.

The research suggests that human relation theory and attribution assumptions are
that people living in the world need to belong and have, especially socially anxious
adolescents tend to form and maintain their social and emotional connections
(Baumeister & Leary, 1995; Hong et al., 2019). The reason for young people to use
the network is to get a feeling of satisfaction from the network, a sense of belonging
and the connection gained on the Internet, such as love and care and beloved and
consideration (Deci & Ryan, 2000; Shen, Liu, & Wang, 2013). When traveling
without a smart phone, the sense of belonging through network that travelers were
accustomed to can be acquired by the interaction with travel companions. Therefore,
in this study, it was found that travelers would refer to the interaction with travel
companions as their psychological feelings during the trip.

Travel is a choice. Travelers construct travel experience by learning,
understanding and feeling the process of travel (Jennings and Weiler, 2006). In the
whole tourism activity, tourists interact directly with the environment through sensory
stimuli such as vision, hearing, smell, taste and touch, and all the conditions they
experience can form their own experience through perception and thinking
(Cullingford, 1995). Scholars put forward the tourism experience of 4E model,
escapism, entertainment and esthetics have positive effects on emotional arousal (G 0
zel, 2014). In this study, because the travelers did not carry smart phone during the
trip, they must rely on maps they carry and ask locals for directions to reach their
destination. On the way to the destination, a traveler's senses of sight, hearing, smell,
taste and touch interacted more with the travel environment than they did when
traveling with a smart phone. As a result, there was a natural increase in the
entertainment and esthathics, so the classification of the results could be divided into
local understanding, the love of the places, the interaction with travel companions and
the sense of achievement.

Travel experience is affected by individual internal and external factors, as well
as other possible factors related to travelers and may even be affected by local people
(Nickerson, 2006; Quinlan Cutler & Carmichael, 2010). In the results of this study,
the degree of local knowledge and local preference was due to the fact that travelers'
travel experience is affected when they asked for directions or chat with local people.
Therefore, when answering important feelings, it showed the influence of local people



https://www.sciencedirect.com/science/article/pii/S2212571X13000085#bib57
https://www.sciencedirect.com/science/article/pii/S2212571X13000085#bib67

Is That More Funny to Travel Without Your Mobile Phone?-An Exploratory Study on the Response of
Backpackers Who Travel Without Carrying Smart Phones 15

on travelers. They will increase the understanding of the destination in the process of
conversation, and the attitude and increased understanding of local people in the
process of communication will also increase the tourists preference for local areas.
What is similar to tourism experience is value, which is determined by the
customer himself (Caru & Cova, 2003; Vargo and Lusch, 2004). Satisfaction is the
result of travel experience, and even if the traveler does not obtain satisfaction

through travel, their needs and wants will be filled by their experiences (Quinlan
Cutler & Carmichael, 2010 by the experience gained). There is a sense of
achievement in this classification. If local understanding, local affection and travel
companion interaction are all feelings generated through interactions with local
people and travel companions, then the final sense of achievement belongs to the
comprehensive feelings of travelers expressing the whole travel without smart phones.

Combined with the above research results, it was found that it was not
convenient to travel independently without a smart phone because they could not use
navigation to find destinations. But in the experiment, travelers reported increased
knowledge and affection for the local area, improved interaction with fellow travelers,
and the gain a greater sense of travel accomplishment, which is a positive travel
experience and feeling without a smart phone. However, some travelers who used to
carry smart phones in their daily life expressed strong negative fears and lower levels
of anxiety. Therefore, there were both positive and negative experiences of traveling
without smart phones. If the travelers are addicted to smart phones or have
problematic phone use, they may experience less positive emotions due to the
negative emotions of not having smart phones, which may become one of the research
directions in the future.
5.2 Management implication and future research

The management implications of this research are as follows:
5.2.1 The government shall promote setting of clear road marking

Indication signs for regional road signs and scenic spots must be clear and visible.
Although travelers who use smart mobile navigation may be less dependent on signs,
for older or those not used to smart phones, clear and obvious signs can be ignored.
5.2.2 Train the local people to promote the concept of local sightseeing

Taiwan region emphasizes the concept of "loving the countryside and loving the
homeland". For the promotion of tourism in various counties and cities, the elderly
and retired people in various regions or local businesses can be indoctrinated with the
sightseeing concept of "everyone is a guide”. At ordinary times, we can give training
to the local people about the local customs, and issue a brief introduction booklet to
facilitate the explanation of scenic spots to tourists from other places, so as to

strengthen tourists’ understanding of the place and the local people.
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5.2.3 Regular and fixed-place tour guide

The modern smart phone users know more about the information of the
sightseeing area from the Internet, but the information in the website or uploaded by
travelers are not timely and correct. Therefore, through regular and designated
professional sightseeing tours, travelers can get more adequate local information,
which can help them to take the initiative to promote local tourism and establish the
willingness to visit again next time. The guider can also introduce other sites other
than the guide location so that the traveler will also visit other tourist attractions in the
area to drive local sightseeing income.

5.3 Limitations of this research

Although this research strove to be cautious during the whole course, due to the
limitations of this study, there may be inadequate in terms of disposable manpower,
budget and so on, resulting in the following possible research limitation:

The research was based on the experiment and investigation of young people.
There may be different findings for older groups, due to the use habits of smart phone
or with more experience in life.

The research did not distinguish between the experience of past budget travelling
of participants. For backpackers with more budget travelling experience, travelling
without carrying smart phone may not cause too much negative emotion.

The actual experimental time of this research was less than two hours. Therefore,
the problems (such as contact with relatives and friends) or the pleasure of traveling
without interference of smart phone may not be found in this survey.

This research only investigates young students in Taiwan region, and the
generalization ability is weak, and the research results cannot be deduced to other
countries or regions.

5.4 Future Research

In view of the limitations and findings of this study, the following study directions
are presented for follow-up researchers reference:

First, it is suggested to investigate how a backpacker feels if he does not carry his
smart phone when traveling abroad, to find out whether there will be a stronger
negative feeling because of not having a goods command of the language. Second, it
is recommended that a comparative study be conducted on the groups of
younger-generation and those over 50-year-old, to find out whether there will be a
different response to the travel without carrying smart phones because of age and
experience of travel? Third, increase the survey time. For example, for more than five
days of domestic and foreign travel, the positive and negative feelings of not carrying
a smart phone experience should be more diverse and intense. Forth, it is suggested to



Is That More Funny to Travel Without Your Mobile Phone?-An Exploratory Study on the Response of
Backpackers Who Travel Without Carrying Smart Phones 17

investigate travelers from different countries and with different cultural background to
check whether they have different psychological feelings for travelling without
carrying their smart phones.
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Abstract

With the booming technology, people have built closed relationship with the
internet. In this context, brand internet memes have been an emerging marketing
strategy for the companies. This study used convenience and snowball sampling
method with online survey in Taipei Metro Area to collect 476 valid samples which
have the experience of used memes. The results show that: 1. Humorous design and
ease of understanding positively affect functional brand image. 2. Emotion and brand
relationship positively affect emotional brand impact. 3. Internet self-efficacy affects
the relationship between humorous design and functional brand image. 4. Internet
self-efficacy affects the relationship between ease of understanding and functional
brand image. 5. Sense of humor affects the relationship between humorous design and
functional brand image. 6. Sense of humor affects the relationship between emotion
and emotional brand image. 7. Sense of humor affects the relationship between
brand relationship and emotional brand image. Based on the results, this research
proposes specific theory and practical implications.

Keywords: brand internet memes, brand image, internet self-efficacy, sense of
humor
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Abstract

The study explored the relationships among servant leadership, employee
gratitude, work stress, and well- being. Based on the viewpoint of T conservation of
resources theory ; (COR) and ' social exchange theory | (SET), we hypothesized that
front-line employee perceived of servant leadership will predict well-being, and will
further predict well-being through the mediating process of employee gratitude and
work stress. The study applied convenience sampling. 500 questionnaires were
distributed to the front-line employee in service industry of Chain store, with the
return of 275 questionnaires, which includes 264 valid questionnaires (52.8%). The
research was analyzed by SPSS, which includes descriptive statistics, factor analysis,
correlation and regression. The results are summarized as follows : (1) Servant
leadership has a significantly positively influences well-being, employee gratitude,
and work stress. (2) Employee gratitude has a significantly positively influences
well-being. (3) Work stress has a significantly negatively influences well-being. (4)
Employee gratitude support positively, significantly and partially mediates the
relationship between servant leadership and well-being. (5) Work stress support
positively, significantly and partially mediates the relationship between servant
leadership and well-being. Based on the above findings, the study provides some
recommendations for further studies.

Keywords: Servant Leadership, Employee Gratitude, Work Stress, Well-being.
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i A RET O RS BEREER AT EGIH ORI T ETUEEN
B o fEfeid M558 (Speileberg, 1980 ) o

‘ea‘%‘;;;*);’ﬁﬁ%i% TREPFO AR FF R lifg%p_pa ik xi)

4 fe m(Sitkinetal., 2011) » I » H3FF Frxa (v 4 rﬂwﬁ AR L2
Rt (Tfrdiff A fop Mo &4 1+ o AR A7 ﬂ“\iﬁ»ﬁ’“”ﬁ R
BAFaE PRI E RS LIFBARGE > v E LG AP RES
(Marttin, Long, & Poon, 2002) - Selye (1956 ) 45 /B 4 "8 4 # 4+ & fE & Kb
AR IHLAR REFRARHEIINOEG  ABERA D F e
ok AARARAL DK BAR > Glicy 4 > BAE > S #{op ¥ o Pfeffer
(2018) P R4 E e £, ¥ ¥ RS Rk A

--\
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LE S ‘fs"" i o
R ﬁ:LE\; D5

B O TE S ﬁi#ﬂ?ﬁb?‘ STEESIE > TR G F R A b 2 iE
(McCullough etal., 2001) > g & » & G d wF 5 2K Bom IR B A
Febieig TE A (Bartlettetal 2012) - & A% B HED gk o RELE
RATE D D e s GO S JELRE R R AR 2 BN
31 (Lavelock et al., 2016 ; Wood, Froh, &Geraghty, 2010) - g B D E X A
FEMIRER S zﬁ&mm % (Becker, 1986 ; Palmatier et al., 2009) » & 2 d &
fririnfisr et HRIAHEIRLIZH FAPRIA: HXER
AEHZA @A FL AR frjp 103 17 5 2 #geng B2 F (Emmons, & McCullough,
2003 ; Palmatier et al., 2009) °

BEhemEagge 5 L3id* (Emmons, & McCuIIough 2004), i
d+~,f§ﬁ£'uiﬂ’§fm:’:m /fL\ZmFi" e pIARE > BHEG M A 1R Qo2 AER
RALEFT 3 o 1BobEH e 0 B RARAR G R A et R iR anfeiR 4 1 .r;g R .
e LE AR > B S AL fﬁ‘"ﬁ‘«” 2 {f‘é‘fﬁﬁﬂ% % (Park, Peterson, &
Seligman, 2004 ) > & k5 # % ~ 3 £+ BB AR AR
P¥ #E4La 4 % ;| (Seligman, 2002) o

BEGEwIR N2 ABD s fiRm B2 B3 B M o 2s i
& 'Pﬁ%ﬁ AR EE Y MEBA A E2 BT Fenli A ac (Rey, & Extremera,
2014) - R 2x B - FRFHER B B AHEFIE K £ A ﬂﬂ 2 @%.17

BEZPB T e BEEY Y Om F 0 JIE 0B 187 glﬁf’;\ﬂfi
TR N EXRER LI AL *?%%’%ﬂ‘ﬂdﬁf IS SR T o
B '%Bff’ﬂﬁ%.i%fir—%i’}éi%é’ﬂgﬂzfﬁuiﬁ?ﬁﬂ)éf’~on’v)§§,ﬁig$*§4

¢ 3L iTand s A4 R & ivehiF 5 (McCullough, Kimeldorf, & Cohen,
2008) T gt AP TIF AGMLE L0 T £ KA % 2 B & H 3 (Wood

etal., 2008) c B 2 A ILE LR P P ENFE R hk d o FEB??%%'»E“—’% 2T A
,g;fgs(Chen, & Kee, 2008)-d pt 7 g &7 WEFH Y PFF 0 A FET B
flig 2 aaFak ¢ M o H 3 AR 58 F £ & eh 4 ¢ (McCullough, Kimeldorf, &
Cohen, 2008) -

Sun, Liden and Quyang (2019) £ -+ f 1 g T2 # A A x,é:—*f ¥t EF R Mo
EAAEERAIRIEE A > DU ERIEHNIRBDFTE TS - 7T LS FHL
SIS N i&x*?ﬁft"’ KRS ;ﬁm,‘} B R o F BAILATE A
Ari A en @ A E L R },'g\; I elEgk A4 R TR R l4ep Zen
s L (fRL % 0 2012)-

FIFRTET O ORLETAALEL T G 4 IERIF]IF (Chan, 2013
Emmons, & McCullough, 2003 ; Lin, 2015) bR IaET Y o R B
AR AR2ZEG ¥ aor4pk (Robustelli, & Whisman, 2018 ; Yang, Zhang, &
Kou, 2016 ) -



S6PRA* ¥ # WP ALY 17H 111 = 12 ¢ 5L

P RATBMAY

[EAENIE AE%;;;’}& scende ® 0 R 1 e v & & (lrving, & Longbotham,
2006 ) frie RN (Walumbwa et al., 2010) » #2728 H s AF B h 20 B 4B 1
HEHH o= %f”éi"zi—*ﬁé%\ PAf EAAEE v ARErE- FI 204 F > BLY
'gi—*ﬁ TR % RAR G P (Sendjaya, Sarros, & Santora, 2008 )0 # A AEAd € 325
i 'P“m‘»ﬁaé;ﬁ R L R e AR L ERA el L -
EEACRPRAEY - R B PSR TR E A AR A 4F e B
ARG G LE"xi—“ﬁ SPRIREAEY REMH SR O B TP LA
d ~ { PipeiA o7 AP B *}5 R & FF e E*«H% B¢ 3 iveni A Ap4d iR R
SRR RSB R S R i % (Zhangetal., 2012) -

BAGERR DR A EE N R B FEF BT AR
R ?”‘*5%§F’“ﬁ%%&%ﬁ&ﬁl&i%wffifﬁ& A
g MBS > T AR AL RO R o7 5 (Igbal, Latif, & Ahmad, 2020) -
Mitroff and Denton (1999) s 3 # I € » B £ Een* F ¥ N3 EP -
Ayers (2008) # mAg 4 ahfrw i@ éﬁ%iﬁ B2 F - King (2004) o &
%U;,%c‘ G EAaterd 1 v AR H 3 AR sg,iz EATARETME > Hle Y L 2 AT A
Men@ B &an B B 1 2ARE o MEF EA ‘vﬁ%mﬂ’iﬁu PR ﬁ»‘vﬁ%” HiERgE %
AR e & T & 4e (Ilies, Morgeson, & Nahrgang, 2005) - Sharifirad(2013)4p
PR EEHL»nF L AR 1 2R |1 iae A g LH
s 5 AT N g e B R 1 ehd4g R (Choi, Tran & Kang, 2017) -

5 é},%#’s-ﬁ IFAEE B R EmEA Rk oo AL i1 ik
FARE AT B P (Black, 2008)° “L M X kB a g 4 Vil4e T &
B 2B A AR BHAAT ORI RE L 58 (X 2 iF
TR MEG L AEER (Geller, & Veazie, 2014) > { 3 A1 #P | 1 AR 4
T ARR VR F L Esdkfed 24 (Wright, & Cropanzano, 1998) > I # jg > A
il mé;g%‘«:% (Wright, & Bonett, 2007) > * 4 F /}F;z?},%t’ kot oo Lgl_tk#ﬂ% oL
B 5o @3 ey g4 aF ~(Luthans, & Youssef, 2004 ; Boxall, & Steeneveld,
1999 ; Barney, & Wright, 1998) » ]t » = - 2 & F# 4 L F = 5 & E{oid 45
EH T HFEFREDT R a1 3R £ - 2 e P -
LFEFRR I FARR A4 FTREMETIZI o

BAEBHAER TR RPETNEAL DL AT 'rﬁj'}*—:"r—wz: B iev i ¥
BB G o i ol o s R XAt T o2 36 i B E( Seaward,
2019 ) - Kihara and Mugambi (2018) %7 3 325 B4 £ 1 7 i IR B4 o7
FIrd A4 1 TRE S A2 Df B TR BLRAIRFIRL VL EG A
e 3 A EFEE SR 'Rk ££& (Seaward, 2019) - & 4 47 H
Sd CHF ARG AFEOM Afri 4 XAER 1 AT ERRE R KFE
( Chughtai, 2016 ) - Lapointe & Vandenberghe (2018) Fe Py 52 B 1 1 (E 4
BT E]d e }_mﬁl&b’m B¢ B 1R R #%dE3 - Petersonetal. (2009)
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ETEHERE R I R Ha R 0 ek 5]
S EFEY AR pEEN GG AFD e M o B e F AL A
Fend & AR FE U A AEFRE FEG AE e SaiE s
L EANEEGT L hE B A

$ 48 F 0 HARE foR L2 i M % (McCullough, Emmons, & Tsang,
2002 ; Emmons, & McCullough, 2003) ¢ & 2 8 4 i& B chm 304 > £ikm 2
TR R nfEaL R (P AT WA B2 AR L 1 A
B (Wood, Froh, & Geraghty, 2010 )« #% § 3 % & ¢ S 4T 54 7 & -4 ABE 3
~ A 4 {22 enfer e (Ferch, 2012 ¢ Doraiswamy, 2012) @ & & 5 i -5
Bt R 1 2ARR o Krejtz et al. (2016) # 5 » B 2 c2inm w4 Ko b L
I 4p B 0 Palmatier et al. (2009) 3 &8 /8 B A dfAh A enik € 3 $5 B Tl 3N
B A2 MR AT L SR AH -

Bono & Vey (2005) # 3 #F & ¥ g1 FRESFH £ 27
GHERBI ek P By FEAPRE BRI B R R IR
Meh2 AR 0 foa (TRGB PR 4 ok & 3 M (Van Dierendonck et al., 2004) » 1 fF
% F-F & (Job Demands-Resources Theory JD-R) JZ#p » 1 (v 2 4 ¥ B 1 4%
AARK 1 TR e TR 1 FF ARG R P A G SR foe ey
Poipl RS B{oe A AR 0 deR 1R Ao MR & o0k
# 3 $ % (Demerouti etal, 2001) o AF 4 w3y 2 2 AT TR &4
AR A E L TR e v RS R 2 end e (Turneretal., 2002) ¢ &£ A
A SRR RS IR R 3 PR 1 PR RS TR AR
LR SEMMET LRF R SRR

AL

AL REHIRBER 1 A SRR AR R 1R 2
0 RSN E SRS T £ 8N ES X T LR S Ry
Tt MR ER A N ERAR DI BT F A T AR M 2 R
R E R (R 1) B RO RR O B2 WP AEL ]
RETHEAR S Bu oo WP RTRE > b is s TR AR A

- FEIER
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H6

2 | ATRE

BAXAEY i H1
#it -~ mE o RA -

N\ / 8 £ 1": Fi\ ]] /
x‘, Bo ki TEER fi4

BEERE s TERE
/

H7
B 1 AEEHE

- ~F 3 BX

S *ﬂ%gﬂigmxvgkrﬁ)@? WAL EHR D D F 7 3B BRR R

HL: pRax 3R 1 €A iR B 2w B2 588 -

H2 R % B 1 A S Ap it (TR 25 2o B50 -

H3JRBE R 11 TR+ HEAGR € 7

H4 pRi+% A 1 ﬁk*%%wwﬁﬁ

HS JRIA ¥R 1 &Mﬁ+m pﬁ'

HE :PRF+% B 1 g D44 ‘\AP W

H7mﬁiﬁ11W@%ﬁ¢4*p%ﬁ+ﬁ@
= ‘F;Lﬂ'gcﬁp‘fikiﬁl

AT EEE R AR )E AT AP Y - SRR Y
o o 2ZEP L3 RBE ML RD SARBEFI R IREARED
BoAFTARBUREDE S NEA IR E TS TS g R R
FEFTEAE O RERETEAARL0£3 1p3AKI0E52 15
Tz d o AT L F N 500 PHARE w275 PR ’a‘r“ﬁz 11 i» *“g“

P RFEDETE L X7 204 75 %k ¥ wTEF L 52.8% o kA *ﬁ—'
Mtk A? b F e G 583%  £850120-30 gk F oo 13419 PRAFE F A
£ 515 #4099 ™+ 4&164'1F v 1k 36.4% s Ky ARRM B (3
7f4> B 5 0 ik 62.19% %&éﬁﬁi? ' 3 55.7/

=~ $HFRE
(=) ®A AR

WA AR Eeripl £ 2 %% Dennis and Winston (2003) 408 % 5 B £
ZoxR T4 A el DRG0 facd TR F 0 % R E s |
A F AR A LR L0 R TR PRAF 6 3= BiEG 0 1§ 23
BHTE AT > % Likert 7 B2 RHFE > FIF A7 F 4HEZ RS P E
10 BREFE R LA o ARED ar.r:\m., g LIRTAE AP R L] T A

LEERLRA TR SR DL E § T ﬁ%‘—‘m—m\ﬁy@
BRI AR I gAY %mp.frﬁi)i g%
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(=) fags

B 2p R % %% McCullough etal., 2002) 2. £ % » i p )g;?’{g,’ BEEL
BB % R R R HBSEF Y PR L2 F MR ;\mﬁéoi&
857 3MHFEALP - & * Likert 7 2 R & % > AR D 4o TR e e

AE AR o AR AT R IR F AR ER mﬁ)ﬁ,ﬁ
(z) 2 e

1 /&4 2 Liand Shani (1991) z # %> A 5 4 Bk~ 1 FL R ~
iﬁfﬁ?’jﬁ\lf%ﬁ)’éLﬂ}:f#_ﬁ,?l‘l,E Bl ¥1 ThRESFE BEEIBALL
e AR R o R F 17 BAEIE o g% Likert 7 B R B A H AP 4o T A
gope ﬁﬁifma'*ﬁ g iR R AR ‘?ﬁ*ﬂﬁ%y 2R S TR
1eh1 (TR SRR AR o
() FAGRE

FARE L AP Lu(2006)2 ¢ WA AR €A (RER) 5 B - s o ¥
RIE R A TR R RLR o £ 7 10 3EHFR AE9E o £ % Likert
B REA O RAMP TR EY AYF EREF AT TARA AR
[RB - # Bl AT R 1 AR Y AR IR LT o
(1) #dl##E

dF Sy T T, T B TR ET TP A d TR
T AR ié@ﬁz* WA AEE 2 AR 2 B3 fkg ¥ 4p M (Zhang, Kwan, Everett, &
Jian, 2012 ; %+ =, 2016 ; Phthak & Dey, 2019 ; £ i3, 2020) » F]p* # ¢ it %g(
Fop s AP enip Rl B Y B JRIFET D A fehiF R o Rl B
BEFFRERET - Ho(F 115 0425 1) B[R4 5 0~ 285 1)
FTALR(R ¢ TR S 00 SR L RS DR R B

S FlRAFEGRA

A AR SR F AR AL Z B A u] G RIS 8RR
i h 10194 B 4# 31 % B 53.655% 2 & A B LR L 0915 F § 5 0.882
BPRFR 5 0911 35:F 0.7 1 b o BT R R A o

RI1R 2o ST A1 8- 1o > HAE L 2667 RfpaEes
88.905% - 5 & 5 0.937 > £ 0.7 2} > B TR AT o

LOERA G SEF AR AR BER 0 A NG A O 1 FLE
b PR ~1 T B ll}ﬁém » e L W 5 3416 ~ 1111~ 1181 2 5.042 0 %
it %P 63.243%  FAEA G5 & d k5 0842 1 1FZ B 5 0684~ & J fF
%5 0752~ 1 (g5 0.784 1 P L BT 0T b Had 0.7 11 > &
TG R o

TARR G S F AL > E- e > Bk 6098 AR gL
60.983% ¢ 2 & % 0928 £ 0.7 1 > Bm R A o M FE AL R AL
%o AFTREEMARLE G M FRRE SR -

P—H |~ x|
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S RBREBEERIZRE LT

AP TEHEFRRAAAM LS 5L HE- B EL 1000 5
) CHCEEBAAMp I B é?“ TR o RSt TP b
TR 2ZBF 3 EhIE A d RS 1P LA 384 Bli7a FlE 2 7
AT U FH WA i BBAED P R IR E L AL RA DR BIIARLE
bod 19 o MR ROERW S BB 54 B A 237~191.19 > F P AT 3t 3.84 5
Y FEFAFFTZR B ELRELFORBIIR o 5T ALEF 2% 2 (common
method variance)s R4 A& 2 » *F 7 T4 472 % > &L &I Podsakoff and
Organ (1986)2.# % > #* Harman ¥ %]+ % {¢ » 7 (Harman’ s single-factor
post hoc analysis) k& #BIF £ £ F EF £ R > 2 RE PRI CFF A 47H -
FlF+ori R B AR NG 18.95% a2 2R AAFTIAEE -

301 FouREA TR A

s x? DF Ax?
EASE & 717.65 170

AN 2FHE—F1R D 526.46 165 191.19*
WA g (R 693.95 165 23.7*
AN — 2 aER 557.41 165 160.24*
1R 2—24gR 536.61 165 181.04*
1R A — 2GR 628.35 165 89.3*
B1gg—1ivR4 575.31 165 142.34*

LD A x?= URHG 2 p? — AU x 2320 > 384 TLEF o AT

B2

- ‘#Blﬁb\%’?%

ALY REip i Blichod 2 977 o R R S EAEEY RAE(
=.513,p<.01) ~ BEF (r=.400,p <.01) ~ PRA:(r=.421,p<.01)% & 4p B ; 1 4f
P gt AR (r=.448,p<.01) ~ FE B & 4mR (r= 431, p<.01) ~ JR73 22
+#§i},’g\;(r= 361, p< 01)7F 5 ® 4k o A LFH P g 1 (TR 4 chdk & B (r

=462, p<.01)~ FE B & & ¢ fiks(r=.504, p < .01) ~ JRi%x2r & 4 fg_%ﬂ(r_ 454, p
<.01)* % #Bﬁa? o ﬁl@.@iﬁim@,k FRIEAPM(r=.423,p<.01)° p- %
A AT HL H2 2 HA A sF B R R 2~ 1 (R4 g ¢ ﬁf%ﬁ%é#@z@&
et e B TR oo F?‘}:_é*:k 44’$H5ﬁ &laﬁ—#KﬁE et o Bl % o
Z >~ BRERE

d & 3 et 1 Favs R oIyl REE o AR SRR ERE B
=235, p< 05)F HEFNLp B A7 B0 i FhokERARGF 0 R
TEARERAAR  RBER LEAS N 1Y AR R 1R
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EAGEHTWE R PF L IR e TR Y honk 6]
BB =456, p <.001) FEFOL > PE > LA LK i Gk REAEAR G
B R ﬁl;@,uF,ufrﬁL}i4r$ B AEL
4447 N 1Y w2 E Y SR B (B = 249, p < .02 R = 257, p
< OHIERA P bk P RFOIT BT A7 ‘E%‘wt‘ml?&r%)ﬁﬁ
Badic 4 2 R EPRAAEA GR P RIR 2 afterf FaiFhi d g g F o
HAFT G Bk 2 EARA o
&S 1A B rdl R Aig AT EEB = 414, p

< .001)7% &ﬂ?ﬁmré» LR %wﬁlé+’9%4sb@ wﬁ'lﬁiz‘éj;@;ﬁﬂ;mr,ﬁ
Fod VA AFETERAELRE ﬁﬂ,dfg_ Vir, 1 IFRA gk fiC

ﬁ’?‘“ﬁq—%&i@ (p= 467 > p < OOl)”TJ&P—E“:’ﬁJ_?’ Vo AT R gegp e o
BEoFHEpe P REFER AR ? R RSTARE §F 0 BRI &R
PN

%2 27 f#‘ﬁ Ap B %

15 L 1 ERS R1g Sximg

Ery FE B PRF% P 1 &4 1iF

Fl& W 4R R KR
i :

g 0.776%* -

PR AR 0.693** 0.654** -

& ¢ ok 0.462** 0.504** 0.454** -

1 £ % 0.073 0.095 0.045 0.136 -

£¢ @R -0065 -0.073 -0.050 -0.135 0.420** -

1k m -0.103 -0.071  -0.065 -0.098 0.406** 0.561** -

A1 0513** 0400** 0.421**0.388** 0.159** 0.049 0.042 -
FATR 0.448**  0.431** 0.361**0.494** 0.132* -0.019 -0.092 0.423** -

p<0.05;**p<0.01;***p<0.001
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BEEY 1T Y

111 & 12 » %

23 MANEEEARE 2 1 g AT RS AT
A FARR AR E
] HoN - i
ti B i i B i
¥ BeIm 4,084*** 3.140
e 2.298* .130* -.134 -.007
- 301 .025 -.673 -.055
PRirE F 212 015 1.256 090
s AR -.213 -.012 -1.245 -.069
KT AR 1.541 .095 .956 .058
B34 -1.641 -.018 =272 -.018
o 2.454* .235* 4.842*** AB6***
FER 1.786 .164 -.723 -.065
PR % 1.379 110 1.851 .145
F iz 9.612 11.043
P& .000*** .000***
R2 .254 .281
Adj.R2 228 256
*p<0.05;**p <0.0L;***p<0.001; B it 47 3 i it fF 1 e
304 A XATEH TR e A4
T2 A= ENES ¢ R 1EER
M\Iﬁ ot - . o = e
ti B i t s piE  tiE B i@ tie B
¥ Boom 7.713%%% 4.435%%% 5,531 % 5.509%**
i w 1.421 076 -.344 022  -361 -023  -1803  -115
R -.992 -078  .084 008 1197 114 1518 142
JRirEF 1873 129 073 006  -1.820 152 -2.467*  -202*
s LR -.832 -044  -434 -028  -.305 020  -672 -.043
®T R 2016 117% 1.375 097  -113 -008 669 046
254F) 3010  -193  -275 -021 737 057 871 067
Kt 806 073 330 036 113 012 -743 -.080
g 2.879 249%* 767 081  -.195 -020 526 054
PR % 3.418 257  -.402 -037  -252 -023 531 -.048
F & 4.481 534 687 1.187
P& .000 849 721 066
R2 339 019 024 060
Adj.R2 316 016 011 027
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*p<0.05;**p <0.0L;***p<0.001; B it 47 2 i it fF i e

% 77 % 4‘%1@
ot - Byt =

PR tiE BiE tiE BiE
¥ #If 5.007*** 2.035*
R 2.504 .143* 1.894 106
E: 3 % .011 .001 .246 .020
PRI:E F 514 .038 -.182 -.013
PR AR .529 .031 .350 .020
E i 1.546 .096 .735 .045
B -1.454 -.100 -.334 -.023
E1p 2 7.393*** AL4F**
& g 8.142%** ABTHE*
1FZ R 1.265 .079
4 BFER 1.109 .076
1iTE B -1.583 -.108
Fig 10.147 9.371
P i .000*** .000***
R2 217 270
Adj.R2 196 241

*p<0.05;**p<0.01;***p<0.001; B it 4y #h2 i iw fF i dc

4 Baron &Kenney(l986)z$€‘i§» PR R Az BiER (D) REHER
B BFIERPTER S (Qp B N KBy BEFIRRDPTE S ) p Ry
R 3 B*%T-M“’ frﬁ’fif JpF s @ i RECDTRRPTER R 0 L p RBDIRPTE §
TR A o F pORBNIPRPIET R F LI A p RETIERDTE
Ao FsR2?P A oA BREET ABEK L BR22 BR4EFS &
EFEFIBEE IR d L 67 N2V v A IR EE ~m NS
AR B2 3 301%((p<.001) - &1 > AdrdlA v F FRIET > FRFE A
HARFRR IR IR R IR SRR T 4TS - fIE S HF
R RAFDL » B (B= 2570 p < 001); H A AFH g g £ AR i )
4 EJFIWPT“" (Bgd 257 % %117 P A8 F)o L% BET § 3 Bisid o 7
Lo T HETE 1R T A ALY Bl 2 ARR R > ¢ 4 F]F o 2 {7 Sobel
% T (Sobel 1982)# % @ firc g ¥iE (t = 26.16°p < .001) % I %F
RIRESg2ar AHALFEY B AR 2 B enhl i o s A7 iRK 6
EINL L F o

d & 67¥ etV 37 vy B 1R %_)xigﬁﬁ;‘;\lfé R RS B2 3
33.3%(p <.001) « Bgor > AIRFIACHE FFAT o PR > E AL HE L (TR
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111 & 12 » %

P?‘}‘Jr 7.9%:nf3 4 o 1 TR A ik F P HTLAFRL
BEL»RF (p= 320> p <.001); 'i*’ﬂ?%m#"%ﬁ“ﬁ-—f—%&i)@ AR R4 PP %F'
3 BEiEiE o F]pL

203 * (9 AF ¥ p<.05)
GELENLY SR = L S A
Sobel 4 % (Sobel, 1982)¥ %_# 4 »o i $t it

E RN &

5&5};&:1’: R ¥ A F]3F o8 (7
(t=1302>p<.001) B%#

T 1 ITRA Gdd fiﬂéﬂgfﬂg\t‘ A AL HE Y S 2 AER 2 el
oo d hETE AR T B L o

6 128

ER4 P Gk A d

% % 5% FARR
PR Bt 1 Ht 2 fEs 3
tie B tie [z tiE =

¥ #E 4.084%** 3.331%* 1.340
e 2.298 130%  2.404* 132* 1.813 .099
£d 301 025 485 039 677 054
JRIFEF 212 015 -.107 -.008 -472 -.034
P AR -213 -012 103 .006 031 002
KT AR 1541 .095 1.338 .080 931 .055
44 -1.641 112 1622 -.107 -704 -.047
WA AT
i 2.454 235* 1212 117 2.217* 203*
g 1.786 164 2.028* 181* 954 085
PR IS 1.379 110 934 073 358 028
F1p 2 4.144 257**%
1R
4 ¢ g 4.944%*%  ZpQr**
148 1.158 070
£ d R 1.026 .067
1R -1.329 -.088
Fie 9.612 11.043 9.583

il 000*** 000*** .000%***
R? 254 301 .333
Adj. R? 228 274 298

*P<0.05;%*p<0.01***p<0.001; B & 45 -3 it 1w b 14 dic
i~ fL' 2%
- EL
(- )EA SN EE AL 7 L v FFRE
A AR 2ARR PR ERCEEF RS B LA SRR AR

£ 3 & i Fc%k o el Upchurch, DiPietro & Curtls (2010) %= 3 %
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Abstract

With the rise of social media in recent years, many brands have started to operate
their own official Instagram accounts. Taking various creative ways to gain
consumers' attention on Instagram, such as the design of layout and post, is one of the
most crucial issues nowadays. This study employed the laboratory experimental
method to manipulate four scenarios of color consistency, color (congruence vs.
incongruence) X  (single photo of post vs. whole layout), to clarify the effect of these
scenarios on emotions (pleasure, arousal) and the marketing communication (brand
attitude, web visit Intention, eWOM sharing). The results from 280 subjects were
demonstrated that the influence of color consistency on pleasure and arousal emotions
may occurred in both layout and single post conditions. Accordingly, both pleasure
and arousal emotions had significantly effect on visit intention and eWom sharing.
Furthermore, pleasant emotions also affect their brand attitudes. Overall, the outcome
of this study can provide several implications for brands to manage their official
Instagram account.

Key words: brand, Instagram, color, Congruity, emotion, marketing communication



Instagram Rl K6 B d - REF T4 B3 Loz PR W F SRS 6] 77

I
BORET B REFF I RASAELM A E BAESMEERLT 7 R

¢ ¥R F A e #E % eng R o $235 Statista Research Department(2022) #ic¥
Bg ot o Instagram §_p % 2 IR EdE A P B BOYDEOMEEAE 0 Sl P BT A
18~34 ph2 B > i 238 60% > 23k * A B { RWE L0 @A v o F B3FAU2
FPNE L E A A o Instagram § - BB B AL LA ik R > T 5
ibﬁﬁ%i%ﬁwﬁ#Z%%&ﬁéviﬁﬁi%ﬁﬁaﬁﬁowwzmaa
ifri"éﬁ e T pE s fi (stories) |0 -~ B4R i E A F B~ BB LTI A s 1

et o oig vg s BEE S gif B REBIE o ptoeh ;‘},@ﬁéx%» T HEf
SPRFE 0 1E R ;]\ TR 2 ABrk i (Manovich, 2017) o 3F 5 S e GieFF A
AW g SR B ERF P LEHE O TR & Instagram b oo g k3R
Instagram #% &7 — B Fif 0 Ei P EI R Y B Ra ) § ‘Eﬁ #ad
(Djafarova & Bowes, 2021; Harun & Tajudeen, 2021) -

Instagram 48 1AL 5 W 0T 5o R G BNl B E P ok o B4 A
AN AREAREF ERSY T KDL RS B2 24 (Aznab,
Seyyeamiri, Ezami, & Ranjbaran, 2020; Casal6, Flavian, & Ibafiez-Sanchez, 2021) -
et R Ee REEFASALY ORE AR "+Pi% 2 W E v s 1A
4t g 27 A 5ehEr % (Adaval, Saluja, & Jiang, 2019) o £ H & 444~ =0 & 75

m/ﬂsﬁ,.%zrﬁ—; - RATAE e E A @\m%tgp,ﬂﬁﬂ,uégfigmwu
G ¥ 0 SR 2RI 458 8 (Cao, 2021; Lim & Childs, 2020) - & F] 5 % 4
Jﬁﬁz@ﬁiﬁéﬁﬁﬁw’wmgiguﬁmgbiéz\ﬁ@ﬁﬁ,vg
3 B RARE E R h5M (Moon, Kim, Lee, & Kim, 2014) o F]pt » 5 7 F e w3l
FRFAAL A > R T R o g A R KRS E Bk il
RRo RPFHAZITHEMDPEY T &-HAFHEAPMP FREER

frAJd® (Lim & Childs, 2020) - #% @ - Instagram F = tE 5L 5| A i%4eie B IR > & & 8L
[ /}J '&%L»?ﬁ O A R T @;}‘é:}: 3z ? e H_E ,4% =20 IR
EEERE S o I

GRIARE AR o AT R - R TS Do REEE M
Lipa A R R Az o HiE- B H Wit BE ALK LB
ARG ER AR L - PR HBT - Ry P g LM fF A e
B BERAHNWAREPSI P FERIGTE R B RS P 8
S e et 2 25 % (Cao, 2021; Jiang, Ko, & Chae, 2019) » gad » E_ s 4 51
Hend B R Fl2 - o ABR X IR feR o FIEd RO Ba G AR o
blde s B4 B AR~ FHAL R 0 R ES B4 F 2 £ 48R g (Sasidharan
2010) - 1995 Farace etal. (2020)si it » £ BB H 6 gFd - R U ¥ NPT E
L ﬁmﬁhﬂﬁ.’ FlEpEd - R BN ?i‘pmﬁ}g«fr’ﬁﬂﬁ‘)g}j -



TBPRAFE F LT ALY 17TH 111 = 12 0 5L

PRé - REERG AR NG - M A e GRS 5 A e e

TEARLE 5 4 vfl-f.;,?;*ﬁ B FE IR Y] e R o F]pL s ug’;ﬁ\?%*%“?_gﬁ ) ,}J —"1——‘1
M- RepEd A s F MBI SRR AN TRy f mpc'h%
24 'it(JiangetaI 2019) o ¥ 4 3R AT 0 B A - REEZRE F A

nr*ﬁi#ﬂmﬁﬂ" SRR AR FE ST BR AR L S ORI &0 &
4 { % i (Kusumasondjaja & Tjiptono, 2019; Meyers-Levy & Tybout, 1989)

B S s - REF AT IR R H 0 X Lpy MeEhk
Flze- s g 2P S HFLARET G Y 7 R 3Hk WAL R AR R S R
(Laroche, Li, Richard, & Zhou, 2022; White, Martinez, Martinez, & Rando, 2021) - ¥t
WY - RMEAMpMAA T E S o AF TR o B RS Instagram tRELEF 5 K
BEHRRYRPES - REE TR F RS Ph’ =4 '@}%ﬁ‘ NI L
BEA ot AL - REPGIEG L Ry T HEEE T &9 Instagram F
GHEELZ FH O NEREY L BEFTRZE N OEYFEI (- RS - R)X
(B B ™ vs FHm o )7 Az "I~ i B RlH W0 jagd L7

FETRPEN A OEEF B (A IR e h BRI R0 (5
@}i\fg“ié?&%)}ﬁ e B r@)}i]ﬂ?"’% x;z:rﬂ L%Fpé—s«r#&,«ﬁ@j/\
Bir ey Instagram F o PRELIT L 2 ikdf o

72 Ry
- ~ Instagram g 3 &R

Instagram ¥ — B "B hl B 5 A G FEEAE o P P FZEF TR S ST
K& % s ekl {o 4 & (Djafarova & Bowes, 2021; Lee, Lee, Moon, & Sung,
2015) - Instagram F sH@] 7 B k p B A RELSN SR F S MREL 0 51 LR
AERA AR T RAS HpRR R WG SR RN TR R
e o4 €4 F 3+ 5 (Zappavigna, 2016) o d >t Instagram ¥ S F AL G E
PR R T R P f&ﬁ“"”r‘%”ﬂ P ORG B RN - BRSO G 0 K AT
X P EREN T F LD R R 2 R F Js(McClure & Seock, 2020) -
Fl3F P M B ANG Y R Huﬂ*-mzﬁa%i%m ENER S0 M —“’4 N
FHEAL LR ADHY I‘A(Casalo etal., 2021; Zappavigna, 2016) -

s

W2 AL BT R R o PR R EAE R LA
g i VR gamrﬁg AFo FER EWEL - RegEs § et AR s maY ey
RN R ] 3R R e 2 2 B HERRAeT) % (Bravo, Buil, de Chernatony,
& Martinez, 2017) o 1% Rite I&Lﬁdwﬁ";@* B - REETE S B BE
PRI E oA e iy > sem se g A 5 BREfE -

- REEH



Instagram B~ 3o BFd — R TH B3 S BB T E S RELE B 79

- & (Congruity) # it d B & 5 B2 bt ASdp Mt k-

M 2 &g ek jg (Jiang et al., 2019; Puccinelli, Deshpande, & Isen, 2007) - — &%
Sk i O BS AT A ’J&"ri‘ LPFS TG DR B vk, if?#g? TR @ A X
TR P /}E‘“ RIEALE 2 LT E gunary 4 o ¥opi iR E 2k (Wu, Han, & Mattila,
2016) - £ H & ARGt > B - KRR U RnAeagR g b (Reber &
Schwarz, 1999; Winkielman & CaC|oppo 2001) o # FRATRSL W EEY B A AR A
%] 3e s ¢ (Schwarz, 2004) - 4 & f F1H_ > - REMRFE HN T ac vt 3 - Ren
AL WSS 4 GEMA T Tl RPaRE N ey - BREOHE R oK iE
o RN ru\%{ﬁ:‘ﬁ,ﬁ‘« éi(FaraceetaI 2020) c FIpt o F ARG pEY - REFFIZE G AR

Wl e s a Jles ) URITALE B LRAT IR R > e A T ﬁ*
ea gl gy \[JMmP*(meﬂm 2016) o 4r¥k s My FFER
Wb o T a4 i3 £ = pEE LA (Im, Lennon, & Stoel, 2010)

R R P e L ] N R L R AT

B Y F1A G AR TR ST A M iR (TRRACRSE P € X TR
@ g ] # i (Liu, Lo, Hsieh, & Hwang, 2018; L. Wu et al., 2016) - # @ » i&pF 4 f*
€5 TR - R L > T EBEY HAHEFRA TR EFLIL S £
(Schutzwohl, 1998) « 4% % — et LALE IR ¢ 315 g F < Lk &>
H 5 12§ e B (Mazodier & Quester, 2014) -« F]pt » Lavs AL H NI - Rp
Ho A ARG AR BB BF ¥ ielnd o 23R P TR e & (Yoon,
2013) o gLtk > X G F S AR A 0 B - RepRk € BT /Z’E;is‘%miﬁ* ° %R
4 A 72 - RPETF L ,}J i _Q S A 2= R 1A SN g - L URIEL WA COp L m;}f’w
RE o iR B ALY oE g 5 enE ek 4= eniF % F s (Belanche, Flavian, &
Pérez-Rueda, 2017; Kusumasondjaja & Tjiptono, 2019) » %@ = 2. » & #h £ 37 4

REEFD - RGPREDEHRFEF B d A2k s 224k £ 2 fwg
:i\bk’ [J wwm e o

Z o WHF Al

RS E S i e 800 7 F R R~ @%%%Q%(Vieira
2013; Yik, Russell, & Steiger, 2011) - = % ‘E PR AR SARB LW R H Y
g ek B hir g F }?&;PLM(KOO&JU 2010) © &g AR A T T R
F}@m#ﬂu"rllwzxﬁwﬁ @mfﬂ_ﬂ)@x’mvﬁi\m AR L S A
B wBRAe> 5 > vz 3 ,;J 7 F,sé’ilj T pcfs ch 8 2 &2 {7 # (Belanche et al.,
2017; Kusumasondjaja & Tjiptono, 2019) - & # n\rﬁ B Aegde s FRLET R
FEE AL A Uiﬁm'f‘“"ﬁ /@*Knba‘%'l BBl R R F UL E- B

ﬁ’* W TR R £ eni 4 (Poels & Dewitte, 2006)

(=) = SALEHG f o

il Ldp - B4 R BRSO R iR MR T



BOPRA* ¥ Me®3h ALY 17H 111 = 12 ¢ 50

N FHT-Hassde Rk @ FR{H(Menon & Kahn, 2002) - i 47
1%i’?§*%36?$%%é4mﬁﬂ’wwgéﬁ@ﬁﬂ%ﬂ%ﬂ%%ﬁ
A A e 0 FIA e R B Y RSP 0 R g R SRR ©
B i3 B o R E 5 ek AT X Erieh- B £ & 4p R (Poels & Dewitte,
2008) o A ¢ A E HARE FrE B & ”3}‘9‘:1" LR ok TR IR %R A R %
TIEAG A el P )J-* ¢ BTy —*‘f#aﬁ;%#«ér‘v’ﬂigga LTI A ety i2
}iﬁrs(Lourelro&Rlbelro 2014) - %‘T#ﬁ}@—i LR BB - R F oY
24 FlBESREE X RB RAREH RIS 2 A RiEA R f Hﬁ]
fiz(Donovan, Rossiter, Marcoolyn & Nesdale, 1994; L. Wu et al., 2016) - Pﬁﬁm’ 2

PR emis HMmmn SOPEELPE 0 G RS - RORA 0 i F ootde g 5
vﬂ*gi'em;sﬁfl’Tl&;r%E‘iF] rJtﬁmF—“"h}im;—;J—ﬂg"w*x% A Fa
;ZF'\-‘:;EEVE‘L?E"EE?_—‘L(’JT LL,T}’ILL;}E—_MHT,E\?,&J,

Hl 2@ &4 Instagram 7 > 8L » kg | BE B HFd - K géﬁ’fi,#%‘*/zm
R < R -

(=) 7 - &P P

s RN (4o jicde B~ b ) folp A R er Tl e s
R0 I8 et Lk R e A PR Y 2 Rk i E fr(Holmavist & Lunardo, 2015) - i 2
FERETAFRD 3 - R SN0 LS A BT § g A PaAr ik
BT FHE AP A AT H4F 3 945 (Moorveld, Van Noort, Muntinga, & Bronner,
2018) o M L ETERERA PR Y oAz g A P RFIRET FX I R
A FRE TR 0 Flut e R T g o R AE - B 4p (Koo & Ju,
2010) - P I AFT T 35 feInstagram b - € F AR dk o 1R AT L BT 0 A
ﬁPZ«k B ¢RI T A 4¢Qmﬁwﬁ@’ﬂ%g4$&wﬁiﬁmﬁ
oA AR LTl 0 2 P\?F%/ﬂ F' 1 RJSE & E ?}iﬂﬁ}’ v:\s""—" ‘Lf#@m
ﬁ‘?“é% s F@ R gl s e F R B %HL ikm ZEINAESRLP FFA
A4 SM - Fie- HPBELH @,#@,;\ »% o (Meyers- Levy&Tybout 1989 Vieira,
2013) o F|t 0 AFTF IR G S AU Y Instagram B MR ELPE 0 kG [H K B
Fo REEPNFDOEIR #?P"Lr /2’ 15 A2 A3 F oo ot 42 2000 T iR

H2 : e o4 Instagram 7 3 i 5L » kG | BEE BV 77 7 — & § B FF Fode
TIFEF B -

RN R LA RS

Stiff and Mongeau (2016) %5 74 B3 2cfdg R 2 30 L BRB Y F F 4T
AP B - BEFEAR L AT E SRR §x- B AStET R
FEY R FEL  WRY P EFHAR L G WAL T o E P HT
BaRLteisr ked @:@/ﬁ % % hid 4 7 5 (Vieira, 2013; Yik etal., 2011) = %



Instagram B 3o Bf ¢ — REFITH B3 S 02 B0 M E 2RSS B 8]

RA R T AL FARG D F P A RE R HAE L DERIAR
Ea @R ML BRBERF FHBES :(Poels&Dewnte 2006) - ¥ F + o {7
WA e-A %740 52 THE A A AFE N et BRI R F I~
TR*RAEAEE YL RD. Kim, Hyun & Park, 2020) » @ R EERRA P € 1@
* M L AE(diangetal., 2019) > X/ fInstagram P T & B EREFHES 75 0 M
7R ks 4 E Instagram R4 54 T AFy %7 F 2453
Instagram {7 4} @#&,z\ L2 F Y s RPp 0 4 FURBALFEAE iR R T £ AL E Y %Ek
Tk B N  RBCRA T RN FH DD J:J}F]’]‘i‘?—(YU&KO 2021a) » ¥
EH TR W,’i&ﬁiJ "FeRT AR T RRCMAE T FHABES Ifﬁ

SRR TR RN EFANG AR F BT REa
(Delafrooz, Rahmati, & Abdi, 2019) « & &8 %3 » &M i & % p 203 § & #3254
L e Rem oA 4 dhig % (Chaudhuri, 1999) « § 3§ F #1230 S G AR D
Fsfde D5 B R E S  BER 0T SRS - 4 (Keller, 2008; Rizv
& Oney, 2018) - v}ﬁ;y%\ﬁﬁ_,p B o7 r {0 m,ri. - 4 e 7&] {B i & (Aggarwal
& McGill, 2012) - #x2+ > ?L“;i’s‘”a o Instagram B - L R A A
2 A r‘%m}ig ‘E%"’E_»a‘%ﬂ:rrrff,—zgﬁ,:

H3 * @84 Instagram 7 = W8 » fo R oAl i il ¢ FFHFE Wi R

g lvr'ﬂ'Fl e 475 23 ik :}7'%\’ @/ﬂ%"’ﬁ”ﬁ & Bl
CER PO E AR TR e @ AR A5 &
ﬁpu&p N 2 9::} #%2_ — (Polites, Karahanna, & Seligman, 2018) - 134383 #~ 1 &
Fod R R s 8 w4m&¢%m%¢gﬁ%¢amﬁéﬁ
R (Yang, Kim, & Zimmerman, 2020) B ORGSR R R R e e
W oae B P - 2 RIEE ad (T TE A R R RS /ﬂ 7 ﬂ,.ﬂéﬁkmf’»
¥ p (Oude Maatman, 2021) » @ 3 » F A L ER > FADF /i d 7 2450 Resb
T % i3 LA (Yang et al., 2020) o #;w , %Pi PO i 5 Instagram tRELY

*ﬂ CH AL AR B T PREETHEFRE LN R

A

H4 - 484 Instagram 7 = s 5L » e lfF bl 6 B FFH FF v 27 R

(=) FHPLeRrasrs

#2495 Hennig-Thurau, Gwinner, Walsh, and Gremler (2004)3“ A aTRE T
# (electronic words-of-mouth) # 14 % & 5 #i ~ %F 112 83§ FHA S



B2PRAX ¥ F WP ALY 17TH 111 = 12 ¢ 50

PREL S F A Al eniz i 30 0 TS T B » b 4% %5+ 8 (Cheung & Thadani,
2010) - B AF 3 Bgor 0 i F ﬂ%% I enff g BN A S LR
(Cheng, Wu, & Yen, 2009) > * 4} J i x e deenifF R RE A BFRRRE
FEfeie it v M A % FBE(Jang & Namkung, 2009) © #38* A##7 3 30 5 & 5%
Instagram & 5L ¢ o i A 2 J} SFHEE S RS EFHEREL

2
&

H5 - & # .6 # Instagram 7 = A& 5L #/’zm/i—f*,;ié  fEFH e r s YR
v 3

FNFE

- ~FIEH#

AR g BN - RIEG AR S AEY T Instagram R 5L
Wn [HE R fpd - RET > gFRLESES B B HIEH BN E LT
Pk o S E X PGP s AT E W LEI M 5‘57”°}§J‘*7“P‘} » R
(FRVvs?A-R)XELZBRT VSEFMEs) e A siva i T UEFSFE ('T‘J
o~ wkde) fof b BdE Ao (SR Fo3p L RBRUAAT) FlE2
Fet @O LA R TR RAEA BF LR AT %o

- T & 154
A (—HvsA—E) ] "
X > M > q_.nn‘ *‘
(AR vsHLE) Wi T R A
A B 1 L
W1 A %R

I NBER BRI

AEFEFHRZE OTFEAMFTHRIBREFFEY o 50 REHRFAL BRX o AF
TEFT 2R enBEF R THEI (- RVSTH - R)X(H KR vs BRI ww )y
R R AREFRHR WY TR - RET - REY R FHHE KD
e 0 LR A A Fdo e f§ @ T 7 ”‘311 VN

L0 WHRE ﬁ'ﬁ—é Instagram SRk 2 58 > AF7 3 E % Adidas Originals
AP R RAN S =f*mﬁ%¢%ﬁ’%ﬁﬁm£%ﬂ@»*%
60527\’?-7%4'5%5 BEBEE > PF Ta‘ﬁkﬁl'f%(flﬁ‘“ﬁ"ig)‘“



Instagram pb< %<& BEd — RS TH @IS se BB LM F S MBS 6] 83

BRI (FRERE - FP T oA RRCOMAT ) BT S35 0 £ 223
Bfs— M E AT .?fu‘\a“ﬁjiii.ﬁ?%il—*ﬁ T Instagram;l%/‘ﬁp’% A o

ARG HCERE 65 5 Instagram F o PREL & IR 3 iE & Adidas Originals 1F 3
BB 2 F % 59 o Adidas Originals 5 - + i@ 52 — > { MAI R B 7 i

v

5 2% 2t :}Fﬁﬂ% o H Instagram F > tRELR ¥R 0 € RIEA R K F|AKE 0 R Y B L
AT e hlped W AT AR 2 A HE I Adidas
Or,gmaﬂS A B =R 55;,3@7;3% VR R B iR X R H T Instagram
SRR A6 W o (TN RARFMHE T R FESWE S E R WA g
e ? 3 r 51 %

(- ) K Fd - K

A4 Instagram B G — R AEFIRA 0 KT MR G fie d 2 - R TE oL
o - REE- P2 5@y B fi - AeR et B G AP M R
(Puccinelli et al., 2007) » & A RE S » > B 5 - R 487 %‘xﬁf MR A S N
i (K-Wuetal., 2016) - ~#* 7 F %% #7i% ch 549 Adidas Originals &g #3855 ¥4
“re 4o 50 ER] - REFrTE S T A Y ARG B - ReDiEETEY A
G RAOESE P hd § Sa o AR RS R ORGE T J M -
B RGN S F CMRELE R 0 Zlogos A B IE 2 BREY o

- RN AR R EE A - R B RP] ~ F EFEY 2 2577 2R (Pieters,
Wedel, & Batra, 2010) - % B R G gad % — &7 > Flhm 7 FEHFHpE S h- K
BA-ROFPPRTASBREEAZ LR S RPFOFLFZEE FIZ R %
P om S R LY TR Aok - Rk o
(z) ERmipgd - &

BEHERYFRY AT ERHEOTFASE YR TL 24 2E
F &% Instagram F G HRELY o pbY 3 A AR > 3 TR A A B A & N
NEURBARARE S ASBE RER AT I AT AT ¢

§ W FIIR 2 ock (Yu& Ko, 2021b) » 5 7 e § H 505 G

4
F 0 BEHE Y FRTIOEET A2 AR PR YRR -

() EERY I 7 - R

rp“a B fokd GRPLRFFALLY oI FRFALA AR
€ 3l (Page Thorsteinsson, & Ha, 2012)c k@ A7 3y £ B4R 5 ¥ B d —
'{h@mkbﬁ&’ AR FEMANFI ALORE TP AEERY I 7 - R



BAPRA ¥ # WP SRR 17 111 & 12 7 5
P AT R AT TG fesh - R o
- e

P FIFLRT WIS ALY R F SRR F R G T E T
F ¢ 51.;],;@'-4; v_;'é';i\ M;r WA LT 6 A - REA - REE
4o Figa FEEFH GRS 2575 %% Holmgvist and Lunardo (2015) #73 &
AR A TR R REE KT R ATET AR -

FH B RARERLFERS AR L P FHEHATKRTOR L P R
FIRARMEFER L A FE G »cS (Beerli & Santana, 1999) ¢ % i % #icehi7 4 @}é*
FPORMERET @ LA & 95 M. Kim and Song (2018) %2 Holbrook and
Batra (1987) #t# E e ~EZ R AR £ & TN -8 B RHEE o AR
v g kA o PIR4E Yuand Ko (2021b) 57 B e dg e £ A 0 T E g
BLR R R KEEF R ATIET 2R A o
I~FPIH%

AT Y g hiE &M A Instagram Fp PR ELAF 2 Pk 0 2 EERAR G B
- RMEET € RER 4 2% > 1345 Statista Research Department(ZOZZ)&%&E-‘s E

Tj:rfg’# Instagram v+ Gl & 5 4 T4 18~34 2 B FouA R K G4 o 5]
P MY B R 18~34 &k ¥ £ Instagram i * KL KR TR &K -

BE PR E
-~ H iR

GRE B B U3 PRI AT E R R 280 2 F ok
Lo XREESFOL 18-26 & 0 T {12 62 2(22%) 0 4 ¥ 218 = (77%) -
H ¢ s nstagram & * 55 § #c A % B 4~6 #(47.5%) > @ — X @ * Instagram pF R
S84 T 1~3 ) PFIE 44.2% -

EEAFLOR RN Y R p AW FF R N R o R A R
Cronbach’s o % #k2 HR ¥ REFAT o B EFE D > 975 R0
Cronbach’s o 2 #c's %3+ 0.7 >} .] }(Cronbach’s a=.888) ~ wf 4=(Cronbach’s
0=.887) ~ &M i /& (Cronbach’s 0=.910) > % F ¢ 2> & A (Cronbach’s 0=.878) ~ #
v M 4 % (Cronbach’s a=.885)% 2 ¥ & X 2. T & o

=~ BERE

AP 2B - A B AR Sy Instagram F P MEELY 0 B - R Ak
WA IR XA REE R D! o %sidxt%é'x\(lndependent Sample t test) & _

h



Instagram BE= 3o B d — REFFTH B33 2c2 BE- U M F S RELL b 85

B @ temd (M =4.944,SD = 1.216)* ¥ % (M=5.151, SD = 1.016)37 ¢ — 3
kR T é.b € BF W W AR N F B(tes = 3.834, s < .001%; tus =2.362, p
ap =.020%) > i w2 (GERA 1)

B ARG [HE U2 - RpEF > §HFREEALDFRF B 7 L
BARH R T O GEERERTHEFLE (e =3736,p = <001%) XA E- R
(M s =4.459,SD s =1.291)" 2 — R (M s =3.623,SD s =1.458){ it & 4 wf
ArEhE o BRI A% R (FLE D AFFRIAERFAV LA F 4
#c Instagram ¥ & B PFRFLERT o A P e EF AR Lk > F A LR T
- ReF G 0 M INRA L GIREL T A A A F et b SRR H R R
B#pd - % (Mws =4.528,SDws =1.072)& % — 5% (Muy = 4.344, SD s = 1.468)
R T 0 M A F BB F S S (tey =0.816,pus = 416) - KA o g5k
FAEFSRT AMTLRREIA F T 430 F 0 T AR R
BRI TIP3 g A2 AT S .

21 B - REFEF Bl

g ERl/HE A -KREE M D t ;
- X 2 4944 121

R - R 64 4:631 1:448 2.362  .020*
-5 459 1291

i K ’iﬁ 64 4344 1468 0 416

Note: N= number of participants; M=mean; SD= standard deviation; t= t-value; p= p-value

Bz PlT LR A @ﬁwax VR e Ay ~@W&9ﬁ
(Regression) & ik T_o Bz & E2 A HFME Instagram SRR EE Y M R
AR RFRE  Bdplgr 0 7 %Em/ﬁgj,?éﬁv’rlr *E&”‘"f’”‘
S s B (B s =.347,p s <.001%, AR%s: =.320;Pxs =.499, pxs <.001%, AR?x
5 =.612) (Ard 2977 ) o BEZ A oo pth > R B, AH B REY ¢ o ubde
FaF s ¢HERERF HFR TP s =237, pug =.003%)c AF 7305 1 &
R FIE D R Plgcis A2 Ak g R A PRER TRE BRI RIT 0 R

AT R PR LS P EHERAL TG DA -

302 WHH LR B

Pkt B t P AR?

M 1= 347 3.720 <.001*

.32
A .109 1.213 227 320

W




BOPRA ¥ # WeTh ALY 17H 111 = 12 ¢ 50

'Iﬁﬁ i 499 6.372 <.001*
BE A 237 3.053 .003*
Note: f=beta coefficients; t= t-value; p= p-value

¥ ¥ 612

P A AR BT 6 e LA TR AT R 21

o Bl BEoT ke [H B REY P R ’ﬁ &;' (B w5 =0.495, p w5 <.001*, AR?
s =0.507)(B sx = 452, p xx <.001%, ARZey =.530) » F]pL EiLw & & 2 o (L
% 3) Tt AP R BR L %fim/ﬁfmé? SR G B PR T
@25 2 F(B «s =318, p x5 =.006%, ARZxs =507)(B 15 =529, p 1< .001*, ARZuj
=.530) -

53 NAHT 6B AL
ek p t p AR?

M e . ) ] *
S e e o

" iy e : : <.001*
R e s e

Note: f=beta coefficients; t= t-value; p= p-value
NP TSR SNV TIARRUIEY SRS £k PRV

BB E B2 o TR HAR AT R BT H 30 4 BT F B (P =392,  «s=.006%,
AR? 5 =.462) (P ux=.284,p «5x=.027*, AR5+ =.462) (3824 4)° ¥ - 3 G 4
FHo A F L a (B es=392, P «s=.006%, AR%cs =.462) & ¥ £ pb+ (P 12=.284,
P «x<.001*, AR%s;=.462) m‘ﬁr PR TR R 0T R E S o

4 FHRHER ML

e B t p AR?
, My 1 329 2.813 .006*
5 , .
” WA 448 3.977 <.001* 462
e 284 2.240 027*
E o4
fa W% A 596 4.744 <.001* 462

Note: f=beta coefficients, t= t-value; p= p-value

¥ ¢b > 1345 (Baron & Kenny, 1986) 3 ¢ /i chfzd » L = H 3 > AT L W 5
““ﬁd& b tie R 7% - AR teR 0 Rl AR SF R
BEFIELE-RI - REGAZF RAMEFN AR IHF 0 5 H R
EJK@% WEEAATRRITEE B A B R F B AT T HT - &
(60 AR IR AR A U R 5 2 e inl e RN 78R S oo
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