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b Bl B s AT 2 ERAYERUE. AR (5 FH Y
FT7 e
EEHE LB
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GRS T B 2 i B o L B T RE 1 - B
e " R EES ) RERYE AR S EEAE
MEHSE - SR EH) (SRS 2015) [1]

(RIS AT 45 (50 A & S 2 HY B 22 [HI (YTAD, 2015) [86] -
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Wojdynski #1 Evans(2016) [66]3%2H, - & JR 4 Bt

R RS RTINS o iR RS
FHHE AR ERE -

47

FEHUEE T (RE—EZTH 5 A) © 45-68

Wojdynski(2016) [65]f A7t 45 &~ » B ENfE

NI S SRR M - e A B SRS

BEHERBERCERE REER Mg g
B SR 7y SR REA S SnhR A SEHIRERE - 281 > 40
SRAE IR/ I R8BS EE S B S » (o
JHRA 2 I P RS B 1S 4 - (B I 8 T RE & 0
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Evans £1 Hoy(2017) [67]58¥8 » BIfE[R A4 SRR
BB (EHE ARG REH] B NS s
£ 1 —FET =t - lversen Bl Knudsen(2017) [41]2535 >
B RSN RN AR (B E
(S (LR RS By T e
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BB EAEE KA TR BE =St
RSP S R T 28 (B T 5 [ 35T 2 A A
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(—) FEAEH

Zhou % A (2016) [77]50 R » (E =& 1 A1 88 =]
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= PERGHEEFHEREE
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Chaintreau, 2016;Danaher & Mullarkey, 2003)
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RZE » 7R =88rst AT -
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F HE A SRR S A B B > (5 A iR,
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88 T E A7 A 1F [A) 52 28 (Danaher & Mullarkey,
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AR AERREE AR - [RIIF (R
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Barbieri ~ Silvestri B Lalmas(2016) [18]2& 25 {5 FH &
JeRTHREE AL S B HAT R AR B B R A Y
7% - Cho 81 Cheon (2004) [27]AIRTFE8E0 > F5 (8
BB A S A G ASEs R S e
B - MSHY S EEE SR RS - ARk
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FEASZ BB -
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HEIAM A R R A RS N E AR EE
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FIRFE G LANE—E AR B E R
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—EEHIRLRE » FE LU B SR R S R
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AEME ) ZHEE o B Ry 945 T RIBIREENE ) i
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# 70 DL B2 EE GRS FERE B
FToRHAFEKEMEE L PR ERE AR 70
TG —EEEREEE - RAE SRR
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=~ HEHREREE ZBURMESE T
() EEE Z AT 54T

A S 337 A > IS S - 364 176
A(52.2%) » Tyt ky 161 A (47.8%) - HEHEH S
AE 21-30 % » (&AM 60.296(203 A) « A
Befe (&) LLE R didE A28 45 303 A(89.9%) -
FERAR 2
% 2 HATRHE TR

"otk
I L=l NE
(%)
5 161 47.8
L
L8 176 52.2
205% (&) T 27 8.0
21-30 5§ 203 60.2
£ % 31-40 5§ 75 22.3
41-50 5% 26 7.7
513 (&LLL) 6 1.8
=S (&) T 34 10.1
nEEE N
KEFeRE (&) L 303 89.9
& & 337 100

(ZOEEE Z B EHRET & (E A EBRstEt oy
il

FEE MR & 771 » PA " Facebook | Ry %
5(75.4%) - —BEEREESRERG - DL TER ) A
BEHAR Ry e 5 80(86.9%) » (A TLEFIFR] > DL
T1~2 N Ry % #(33.6%) 0 FERA S
3 ALEHEES T G (AL ERAS I I T R

R EIH =l AN Btk (%)
Blog 4 1.2
Facebook 254 75.4
o Instagram 39 11.6
EAMETE
Pinterest 3 9
Twitter 1 3
Youtube 36 10.7
. WIREAT 9 2.7
—#EFEH
N =FIYR 14 4.2
AR N
FESK 21 6.2
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ISYN 293 86.9
A 17N 90 26.7
1~2 /N 114 33.8
FREH
e 2~3 /|\EF 63 18.7
FawzEd x|
3~4 /\EE 28 8.3
5/NELLE 342 12.5
&= &f 337 100

=~ R RA RSN AR EERE
RERE R E

AW e R G A B S A R (S
R R BT T T SERAIFR 4 FR - &7
ABME - =ERE T T ER N B R
=5(M=3.66) > HAC R " HIEBEEN: | (M=3.62) > %
B&F R T HISEAEME , (M=3.24) -
(— ORI RSN BN R EESEE
RV ESEET AT

FE A PUIE R A B S N AR E E R
ST AL AMETE I T AR EEIEE
(M=3.37 » SD=1.04)AysZ &R i > | A sdk
EUEZE0  (M=3.08 > SD=1L.1)AYREREERK - 1£
CRIFHRSENE ) ME T o T NEERREERTE
(M=4.02 > SD= O7)AYsZ e/ Efe s > | AR
FRIA L (M=3.29 » SD=1.04){ R EFLEHRAK - i
FE AR ) M 0 DL T AR IR EIBLE
SAR , (M=3.82 » SD=L1)HERL LR > L
T NEEHEENEE ) (M=3.47 > SD=0.99)HY %
TR -
T4 R R AR S N BRI R E B
(RS Parinl

50

" 5 1 " 1
] [iE]
BEE] b S BE
H o= o Fr ¥
T OF iz
- WAERES TEE, 337 104 1 16
B NAEREE (IR, 324 104 5 21
) 3.24
E MAEREE (H%, 333 109 3 18
MAEREE 4E, 336 101 2 17
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WAEHREE 58, 310 106 7 23
WAEREE HE, 327 108 4 20
NAERES %L, 308 11 8 24
WABREE TEE, 322 115 6 22
NAEREE AE, 397 97 2 2
NAZAES (370 108 3 5

- NAEREE HE, 402 97 10 1

B EERES TRE, 346 102 6 14

?—% m@%mmgz 329 104 8 19 302

B s, s i 5 10
WAEREE CEE, 359 106 4 11
WEEREE TREM, 340 116 7 15
WARHKEE 88, 366 103 5 8
RAEREE EE, 347 99 8 13

- WAHKEE AR, 369 99 3 6

B WAREEETEE, 360 112 7 10

& 3.66

& AAEREE TBY, 366 101 5 8

% e, e 15 2 4
hAERES AEE, 367 103 4 7
BEENEE554E, 382 111 1 3

N=337

o~ HEERREREEANSAREERE

BEAREERE L2 280N

DI HILEE A ANOVA Sttt B R
SEENSHEEEN =T EERER 2
2 hR S A FEAFRE RSN ERREE
FERHEE A A RE 225 0 F (2,1008) =23.38
P= .00 n?= 44-

5 R R A RSN B EEERE R

b7 BN RE T
A
&
Pl A
EfE
AR
AR

SS df MS F p

Mp

227913 2 113956 2338 .00 .044

4912021 1008 48.73
51399.34 1010
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FH% 6 W] A1 &L Fy Scheffe R LEEHUR 4 -
PR T AISLERAEIE(M =28.99, SD=6.93)BAIFEE R
P(M=29.28, SD=6.82))¢ H#E = (= .86)
b FIBEAT{E1E(M=25.96, SD=T7.17)E8L /15T 4L
MERIAIE R S AR EE R (p= .000) -
% 6 (B R AR E N B R E B MRS
DS

o ;fg Tl R EEN ii
LfE 2 2899 693 21,
AEE 3 2028 6.82 o 3>1
2405 1 2596 7.7 000 21
e 3 2028 682 .86  ns
3418 1 2596 7.7 .00%* 3>1
HillE 2 2899 6.93 .86 ns

N=337 *p<.05:**p<.01 -***p<.001
A~ (R AEEAFAEEER R
EAOERBERERRE ZR0WN
R E AN Oy R B EEREH R RS
BENSAREEZ PRS2 E  RAVBIRA ta
ZE (independent-sample t test) 57 550K -5 B ¥ /117
(one-way ANOVA)EFTERTE » 34l T
(—) AEMERIGE A E R ERE 2 2= R0
DIBIIARA tARE /A&l B 1R 7 vl > A
(5] Y 1 Y 5 A & R RS2 S M (= 22, p
> .05) - KB RLEME(t=- 11, p> .05) - DL AT
HalMi(t=- .86, p> .05)J7iA] » IHERHE AL -
7 REMERET S IR e AT

. . HEN
M MR RAR el EEH t H
(%E)
Mg Bt 161 3.26 0.87
22 .82
aEE i 176 3.24  0.92
e BEi: 161 362 0.85
11 9
et i 176 3.63  0.89
mg BiE 161 3.62 0.84
) -86 .39
G e 176 37 .87
() REIFHEHE R R 2= 2T

S
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PHEERE Ty LA TR ANOVA )
et Bt R R A E S N AR E AR
ZERIR > MR 8 o GERFM > AFRIFIALANEHE
EE=fER " 505 A1 (F= .04, p<.05) 84" AT
REAREENE(F= .01, p< .05) > BAE < .05 » R
EFIFE AR (BUERE ~ #rh-f > 2016) [16] - #%
@ LLT A (Scheffé method) 1T 251% % B ELHR - &5
SREUR > A T AISESENE ) R T 2130 5, B
BRAHRZ AR LR "20 5% (&) DUN ) BES -
% 8 ¢ ANEFEHT SR BN TS BB

Foofm s
oM E A y ;@; Fo ®g
moR o® % @ g

W o= 1

0§ (%)

1 0T 27 282 87
I
= 2 21303 203 332 .89
o 28 04 ns
= 3 340 75 321 91
1
f 4 41503 26 333 82
5  51-60 % 6 273 112
NE (%)
1 0T 27 3.1 11
5]
= 2 21303 203 369 .85
i3 1% 01 21
& 3 3140 75 359 .83
i
f 4 4150 26 382 .64
5  51-60 % 6 3.33 57
N (4)
1 27 3.37 108
YT

2 21305 203 3.60 .85
3140 75 36 83 &2 17 ns

By Setola
w

4 41503 26 393 .61

5 51603 6 371 .81

W HE A o '
mooB EE # 8 o 3
: Bo= e
Al ELN
| 9 283 .86
g PAT
'@ 2 BT 5 299 1.00
KE 151 21 ns
3 181 325 87
[FRi
W%
4 12 332 91
ME
B/
1 9 350 130
I
% 2 EFE 5 341 94
i3 KE 64 59 ns
w3 181 364 .83
M B
W5
4 122 365 .88
ME
BRI
1 9 364 138
PAF
%g 2 EHB 5 348 89
! RE 45 72 ns
a3 181 367 84
M et
W
4 122 369 .82
ME
N=337 *p<.05
(M) AEHEHEEEaFEHESRERE R
RN

MHENTERBOINT U EEEERZELL
BOTATEESR > SRR R > AR 10 -
% 10 (ERR E RS T G BN R SRR 2
R

N=337 *p<.05
(=) AEHEEEFAEREERE . 22T
=N T RVAE 7N it e g e E i eiie =
ERR YR IR ©
29 NEHEIEE BN S E 2 R T E 2T

HEE oo #H
&l - A P F o 3k
wm OB W ff e
Ea o= G
% 1 Blog 4 378 .7
%
@ 2 Facebook 254 322 91 41 84 ns
V3 Insagan 39 328 97
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4  Pinterest 3 329 .69 Bkl
382 83
5 Twitter 1 3.63 VAV
1 Blog 4 428 .66 —
2 Facebook 254 363 .88 1 9 357 43
g BT
= 3 Instagram 39 3.49 .965 —
5 : 1 3 ns Al =3
4 4 Pinterest 3 304 .73 52 14 404 61
i - = mux 106 37 ns
5 Twitter 1 325 ?ﬁg 54
6 YouTube 36 372 .68 3 21 374 87
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A study of Social Media Native Advertising Clicking
Intention: From User Perceived Value

Li-Hsing Liu* Li-Hong Yang®
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Abstract

With the rise of the social community, the social community not only become the main channel of obtaining
and sharing information, and also drive the development of social media native advertising. Native advertising
replace the television and print advertising, become the main mode to watch advertising. Through users clicking
information cascades in the social community with native advertising, not merely make information spread
faster, but enhance of the brand. However, there are a few studies focused on users perceived value. Based on
user perceived value, the aim of the research is to discuss the impact of native advertising of social media on
users’ click intention while analyzing the differences in users with different backgrounds. Questionnaire
investing was applied as the research method and there were 337 effective questionnaire returned. The findings
are shown as following: the impact level of all perceived value of social media native advertising on the users’
click intention tends to be above the average. The impact of “perceived of entertainment ” and “perceived of
information”is higher than “perceived of credibility”. And there are significantly different impacts with different

background users by all interference of perceived value. The interference effect of “age” on is the highest.
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