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A AT A B R, TR L S H AR F k.
KBIE ELAR REXTH, 2FBR;, #4
SEE  B849; F713.55

AR, MR E AR SR E
— 8 T AT DL AE — 1 22 R B A N R << Y
207, Han, %k MateX $13& 5t F-HLAYH & B
. 999 BE REMMBEOT S CA A ZE
PR) W5 4 0 1 2 BT U MU AR i 47 24 <
Fi) FEMENAAT M EEGIET 10 T+
R R . AR TAR G RRALHE T2, X Fh
T8 AEA 22 P 4% b R AT P ST 4 P9 4 (B4 S0
B R U, DT S AT ) Sk 51 & T o
D 3T N B AGH 1 — FE A R IT R 1Y
B 7 B2 38 1T S 1R o 25 53 5 (Viral
Marketing, Petrescu & Korgaonkar, 2011), B &7
#1228 P 453X — T A IR AAR R 45 T 7 2R 1 — i A
ik, EREHEEN . SR EHERE T, X TR
JROUH A FI 4 1Y TSR /D 0940 61 & R 1 Bh A58
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TP EENE? XL TE R RE U B AL O )R

FERE G IR T I, I A3 W 45 1 %R,
SREE U IR R IR Z BT A . L
5 BB 255 2 AU H TR G, WA
— 2B 38 SR HTTE $A S U 8L (Berger, 2014)
B, &1z A R B S0 A T 5 ke
2% B XA S R P Y N AR IE (R, TR,
KA, 2016; Y4, W%, 2016; Lee & Hong,
2016) . O>HEFIHL(Fu, Wu, & Cho, 2017; Vries,
Peluso, Romani, Leeflang, & Marcati, 2017), %4
JZ i (Berger, 2011; Z=%%, XI3EFE, 2018; Jones,
Gillespie, & Libert, 2019), %1% [X 2 (Hayes, Shan,
& King, 2018; Consiglio, Angelis, & Costabile,
2018) AR (Teixeira, 2012; Yuki, 2015)% 11
D5 TN AR HEAT T RS, BT EmAR . —
et aR i, WEEE O AN E SR T —
AW A L 25 56 B B9 40 45K (Berger, 2014), /&
MREBHEAARN T HZ—, RETLLEH
1 & JR#4% (Petrescu & Korgaonkar, 2011),

R, DAMERFSR IR A o FIER A, WA 1R
Kzs MMEAARIEE . M H, XEERF5T Eb B T Hom g
Ak, B2 X E LR A I R U AL EEAT &R
g5, WEMTRY RS . AN, DIERIF Y EEIR A E
AN FREAS [ P A AR SE A ST A NI 2, 2
TA R IR SR R R U R T =
PR, 3 e 2R 0 A R A AR S 4088k 1 B A SR,
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ARSCH NN BRIE . OBEEIBL ., T2 L, 1
S IR 2R DA B A PRI 45 A D THIAS o 22 T M A 25
PR TR P9 28 04 7 32 SR ML 9 B (A B AE
2R, AT RE 12 Uk i) 2 A HIF 5 0R AN 40 4 5t X
oL B R, A A R A A R R AR LN A
(3 e R R AR R G BB 18 5. R, A
K Ji2 B TR A AR B 5T T 1m], DA B2
A% 2 208 B ) S TE ANtk — 2B T

1 SIAmREXNDZHNABRHFIE

FIAT AN EEE 5 5| KRR o=
We? XERMEHEHERNENEZERN S, A
TR, 551K 1E R 55 e LR N — R
BARGE# AT . B . SN — TR
A7 T RHE
1.1 FhEE

Berger (2014)7E 356 T H 4 F0 B 16 38 i 21
WA, NENREEYMESR, MR
FZRWIREAD NIEAIER . HEEN . SAE
AAEY . SRS UAAFRACHE ., .
HEREEMEMIERIES . b b, AT
TELR NS 1 53 5 A A0 2 TR 10 3 b o (A
IR ) b IR 43 T 2 I SR R RO ] A
FlE PEEAT SRS AN 4347, Berger Al Milkman (2009)
RIBA G EE . A NEIN . BRIE . ME)
ELNHBES AN E Z U E TR BREE
KGN E, s AW AR . RE
HYEE R E . A N KRIFIR A0 7 i B A 4 LA )
EAMQEMT S, [FAE, A SRR
ZEPEE MG Digg.com [ SCEE R MEEAT S AN
34T, Wu A1 Huberman (2007) % 30 =5 1) 391 27 Pk
(novelty) BE % W 51 AT K 4E 1K 13 & 77 (collective
attention) i Mi 45 F| T SCH M - EMEHE . 515b,
8 Bt x5 7 2T 45 B9 L T AR 5T J5 i, Dobele,
Toleman Al Beverland (2005)%F 4 [ . S LA~
R U B RO ATIR AR S5 B3, B
A BRSSO, S,
— Sl BT I AT T G SRR SE . L,
Southgate, Westoby Fl Page (2010)%} Youtube I~
102 ANTRAS 45 10 T8 M A T 0 3 25 A L0 YE i
Ay U AT TSR A B . AT R B, R
B 45 R BT PR AN AR P S T 2 T 4 1R
FAEEVIMIC, T, X Facebook I

402 B TELR A TS5 A 7 PRI 3BT, Lee
1 Hong (2016) & JJ ™ 6 =2 52 MW I 2% & /3 =%
MBS ETE RN EZERE,
1.2 IR

NENGAE B F B L e, A TR B (R R 1Y
HER . MU . BERD . ETE )M EL NS
RGP NNTE 532 DL ZE T o 5 0154,
B Ry 43 X HE AR R NS T DAATE L A = H AN
A5 I 1l SR Y TF T T 42 (Berger, 2014), Lo, AT
TEALAS S bW o S 50E . TR AR E A,
TSI ) (U0 2018 AEREE L (5B
— R SCHIIRAE IS ) YA B S ik 1 ) T iRk 45
%5, Dobele 55 A (2005)#: 2= A Ay 95 2 208 A hiw
ERREBRE M, FoEA AT M=
W2, R N 25 2 3B T A9 85 85 0
o B EE T A I — e IR R R R, T
A5 1) R A P 2 10 3 5 M U 2t 3 X LA 4 R
H:#p, Brown, Bhadury Al Pope (2010)#%31+ 17 —4~
25 MIBRIIRIE : & vs i) < 205 R EME: — &
vs. " 25 ) 1 4 [B] S 5 Sk B T 4 b ) i 2 5
& (comedic violence intensity)X}) 454 F 0 GE P
Y LR LS SR ™ H P (consequence severity)
FEX— T R P R RO, AT Tl A e R
DI EPASHEBEHIE T 4 AR RRAS (R4 ) 5 9%
$ 131 AL BB A S TG . SEIR S
SRR, AH LSRRI T, BRI
S BE R Y ) BR AT SR TE i i A = AT e, i
3K — A3 T 5 SR M B L T R A R
5341, Shen Fl Chiou (2016)i 13 52 50 5o UE T 145
HEMEGE vsOM)H o EEENEEEM. /F
SRR L, ARE SN E A R R SOE AR
AT R S A, T B S M BT RS U i A
T EOEE 2 S0 BRI B R, SRR
B, ML E SRR, EAh R S )T he
Al SR T 22 B AR PR A TT 5 | R B i i o E R
1.3 A

AR T EN R A e, AR E YR
A3 RS MR B FE, BN A
AR T 25 I . B8 . A, KT EIAM
BB, MH, AN NAWEA S35
fH, AR LA 4y X S N5 ok 77 AR BB
(Berger, 2014), Lban, AAT1H #4138 M 2% ) A
ROy B2 TAEAETE AR LA LS . DR



640 O B R 2 it B

%28 %

v ANV AIERE BRER L BT L
R AR 7 A B A R A
VFZIHEM R R R, UM . FE
AR AMERTELR N AT LSRN i 1 &
oy LR B R AL FEARCR o Hedn, @ Xt
MG 53 0 SCE AT £ /N U5 R
%55y M, Phelps Fll Lewis (2004)% B8 A3 43 fE £F
o3I 2 L2 — R R S IR B R T
B4, 548, Lee il Hong (2016)i# i %] Facebook
| 402 AN FI R TR LR A RS AL T R AR A3 BT &
B, AR R W RERY B 2% o s
P18 ) D R S SR, e B G b i A2 T 2 1Y D RE
PETT R, PRI AL B 25 5 S IR A 285 B 5 B0 9
4YZE . IEUN Dobele %5 A(2005)1 4, A A B
OE AT I P A R ) (R R A B AR
A B EIF EABE RIS BRI [HRTE
%, Koch 1 Benlian (2015)7F 255 (B 4 72
TEL W SL- 4 Style Crowd ¥ T —4 3(Ff
P TG vs AR vs. ) x 2001tk TE vs BRI BEAL
T 5 512 56 4 % B AN ] 2K 8 1 12 4 1 2 % 100 9
SR FE AT AT A BRI . 119 AN R R g R L
SIICE) 6 HZ BN T Sk, GERERY, AL
R R R, MM B A LR
B4R THE 2% 5 B (B RE % 25 5 T 2 X
AL AE B A R . SO, A
2 NQ016) BT T —A 3CEHI . HrihE %
T vs ARTTHOREE vs. @ TR <2 R
HHKR vs. 385 KZR) NS I0 R R IT 48 T R oxt
T P o R AR DL Ok R X — i
PR IR ROV o 169 24 A X BENL M IEH) 6
H 2z IF B A R A R B A B . SRR,
AR A SC R, 520 B9 28 T BN ik % 22 5
KA AT AR it b
WFoET LA Y, MR kA T HA R S
f )5 A5 B, X e i AL B O SO A R 1L
GEHARIAEAURAT —ME R, RIS B T T
AN BNk, G RE— R A5
2% [ R BT K (Petrescu & Korgaonkar, 2011),
Br T LA = AN 328U A R E Z A1,
— AL 15 BBk ST I 2 35 3 2o X A 52 Y
2015 Bl RO FZ SR AT i O3 A R B, IR S
K EWTEL N AL B A — 28 07 i 4F
ik, Hotn, 5 B R . BP0 52 By i - L

SRR SCF TG FREARIS TE 200 5, B I A Lk
B R s S T S . AR
I EE R BE AR E eI 2y =,
WEYN . G BRGRA BRED . mE
AN IR Y ] 0 B 45 5 9% 43 2 (Gueerini, Staiano,
& Albanese, 2014), %4, FTFIHEFFEP NS IFT
9P, Ordenes 55 A (2018)i it ML #5221 77 =X
XF Facebook I Twitter PH-/1EA2 -6 b Y b LG
SCHEAT T R IR PR AE DL A SCARSS SR M g, DIER
GEAR IR F A0 5 RS B T 2 & o
BRI o Zead A AT &= A8, il A& BaE Sk
TR0 2 3K VP T T 1 Y R S RE A% AR AF I
B W24, HoF b, Pancer, Chandler, Poole
F1 Noseworthy (2019)iF 5T 1 W il SCAS ff) A 5244
X E S ERENRE W, @R — A2
% o 3 424 . 4000 > Facebook i I Xt
HAEAT oA . B0, ATk BAE R
TR RRAE L 0 B RN A At N SRR AR A1 LT
SCA] 2 B R TTE B  G {E B o =
i MR o, AR T —A 2T i
B oys 2 4%) x 2(MIME R« 48 vs ) 4 A S B 3
— IR AT S T S o E BB AR . AR
HM MTurk 2L T 236 PRI R ATREHL 4>
v I = e el N 7 N i N 9 L o = N e
RERW, MILE IR SCARF R, s m ] k)
1Y SCAAE B A TS 05 B AL B A PR, B
A BT 25 T L3 — 800 AE 1 P (vs.
S R I T R R,

ZE LT, ERTR B LA L AR
HIFTAT I . BRIR MR RS M RN A 5 T
RWEER T, MR, FEEIH, EiE., Tk,
B M 1Y N A AR AR T 513 2% 5 (Phelps &
Lewis, 2004), [A]if, 7Rk A H)—2 B AL (R
fEAEEE . IBEBHTE . RS ha
s HoR R AU . X AR ST, 2%
AT ASF A B A IT 2 FAS R i 7 vk 4 4t
T4 B WAR, AR R IS E L T
Y —2, B MEZME R T 5 &
SRR ARRIE, YT IRATH F A 1 oA e R
S HAMRBNIERET

2 SIRmEXTZROEI
INIPSIRA 2 B R BN S P e
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&7 FEORFE X ENOB N R A B
AW, AR, AL AR 2 A
FE I EELNER = A FEOH L,

2.1 BIEBENK

H 3% 5% 4k 75 3K (need for self-enhancement) &
e —FPx; A F ARG R AP EOE M AR NRT R, £
BRI MEL ., FFENUEARME. ARER
MAHY., B ANE S AmhEEEHA
WIL L 0 7w LU E Al 0 RN ] 6] g — A~
¥R EN4(de Angelis, Bonezzi, Peluso, Rucker, &
Costabile, 2012), FeF X —OH ML, AMTSRE
FEALZE MG LAy 5 {IRA DGR . Ml 1E
SR T A R R ) N 2, DA s — A RAF
B« RERITE G2 R, AT 200 4 2R 8 e 2
WHAE RN 1557 kA1 A C MEEE & ) (Berger,
2014), tetn, AATHEF:ZE W45 L4 SEAR L BT 47 1)
W5 . AR . A E B R A B R A g
AR HIRTE S, a2 — L ITie CE RN
T HRMATH R E R RE . 2R E K, DIRRA
CEX L HWNEREH.

WL IR s, B A E3 5
EUELNAENE LN, B X 582 4 HHE M H
F (R 2 JE 2 A1 43477, Ho A1 Dempsey (2010)%& 21
A4k (individuation)iX — U FR S ALEURR 5 W AAT]
MTEL I AT o B8 AT A BRI i i 2
FESREE . R U, AT F B A B AR
AR A AT 1, R A IRIE S IR E
Z W57, Taylor, Strutton F1 Thompson (2012)i#
X SEE 615 {7 K2R A AE L) 46 T8 2 43 Bt
R, LT &0 AR TR R MR 1 52
Wl 2% o EAEL) T R AT RETE . E R, ZEE
iz FTR FE IR A %T Facebook F J7 (1 HE £k ] 45 A 4
XWFRITEE, Vries % A(2017)LA K Fu % A(2017)
WK T RN RS, BERE B R T
“ARMB”HWRSZAELRNE; HIKFTIK(self-
expressive) Y S AL IE [/ 52 Wi 74 9% 5 7 EAE L N
MR Hrh, A3RFBEMEMM G E .
“EIbA AR R, BRIk R IR E
FERIN"; e B m AN FAL A TR, “EH# )
TR GG, “ERHIRERRIRACEF, 5
4b, i i X} Facebook L= 2000 443 5% 15 % i 1Y) W iy
AT HT ARG 1 JT AR fE 4 m) & A2,
Yuki (2015) & IIH 28 & i EAE LN AL 2

BN T RAG —Fherbsg At Y, BUARAS T 2 ik
N ARG B RIE 4. fpr i, 3 %o o = g
AT 421 RLE A S BRI TR 2k R4
#%, Chu, Lien F1 Cao (2019)HYHF5T % 3 v [ jife e
B TR R Ak Sh AL S Al R SR A A A P
BITELR 24T R Al UL, AR DL L 5T i A9 H
AR SR FRA IAE, AR L#EUESL T A 3R
PRI e oy AR N R BBl

22 #HEBE

ST MR SRR B AR AT R,
Berger (2014)46 5, H & B9 A FR 4 G 98 5 AT
e ML PRERRR R AL L S0, R Fh & A —FEd
NATEERAE— I AW AP X R, B4, 16
#1226 B0 58 o AT )R T 25 A AR B A ZE S
SO SL RIS ER 1Y) | IR TR L N 2R I A 2%
I 2% (social bonding), $7iTH LR RS, LI/ 9K
MU SHER Rt AMTFET H B4y =L
R ) Te 4 P o B PN A 1] 43 52 45 % I
TS ) A N B AR R T 0 R A S A Y
.

— S SCTE R ST L R B, IR Ak S RS R
MNMIEN D ZAEL NN E OB, @i x)
AT H 5 B2 00 303 3 AT A a5 /N D IR AN
I3, Phelps Hl Lewis (2004) % 38138 5 Mg 4
SYE—SEN RS REE MK EEE B FRIB LD
FUM SR A e AL S B S5 9 H W, Libert 1 Tynski
(2013) 1 — L i 2 iF ot e B, 5 Akt ) 1) S0
AR CELAAR I T2 e f e AR A A — A FE [ Y
DR B R TR ) L B A B (AR 0 2
BRI A AR AL SE O 7Y AT AR N4
PEZR A . 7346, @il 40 272 IR 1
IRFN 605 13 7E 2k (7] 5 4, Vries % A (2017) K5
& Mt A2 Ak (socializing) & ANMTIRE S 5 R 45815
HWNAESZROEEHL, b, dag iy B AR
I E AL TR AT A5 AR A RSB 1 AR EE
RZR, 3] LI EAT RIS, e ik
JGE A AR R R, BTk S B E A A
PRESIC R %% . i, 2R A iE AR N T
RN 265 M FELR IR B JH A, FudE N Q017N RIIFE &
B S HL (communal motive)FRAR 5 1 2% &
KFFELR N 2R 0 o 220 I, 73X B A B Bh AL IE
248 5 M AR 15 B & (connect) Fl 3K 75 BF A B IR
(group joy)s
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23 Fift

BRT LLEWAFIC shPLZoh, Flfh(altruism)
W L2 EH AR AN E D EELNE
WENHLZ— o BB AN — AN A T RETR KR
BEFORTCRAN . AR, & TR B O
A (9 45 1) (Berger, 2014), b, E4E3E M %% 143
EWFNEFAEAFREL, 5E A5
HIME B AS Y, 72— W S
BEfl N2>, o= — R LA 1 T SR AR 56 LA K i %
B A 0 2 WA AR, — S A DG 1 SCTE I 5Tt UE S
TR S LA AEAE o %t 582 {37 T P i
7] %5 25 A1 43 H7, Ho 1 Dempsey (2010) % BLA il
B HL S R S WA 2% 38 X AE R N 25 1 o3 2
Horp, VEE RSB g — R0 B b 19 3
J&, BRI . <N TR B RS b A S
EIRFTPIA A TPE”, Libert 1l Tynski (2013)f)—
T A AF 5T LR BA, B S s as CHL AR 10 2
“E AR IR I AT D L < RIE R B A 2
Fl) R EAELRNERN—DEE S 5358, Fu
SN Q017) I WF 5 A & B A At sl L 7] LARR AR 5 T
TH B R LN 0 B

gi bk, BRI EE LM A KL, 1
SREE IR A2 AT E B EAEL N =4
BRI . X 5 O BTG SR A B AR g
i R T BE XA S L N R L, R X
BRI G T HEIRANLOBEZ N, E5EEN
7&, Berger (2014) B EFN I AN ZAEL N AR TR
T A R (self-serving) () B 1Y, Lbfn ESCHF
R T AL TR A S BL R 9 25 53 AT o LS
#E AR BT AR, R T RS
SEERD . SRTMAMARIES ., CTFX—4,
EFANTMARTE S BN W B BEAR o (HAR SO R X
EABIMLZ MIATEAELE XTI AR, JFESE e har,
MM EALER, FEEAMITZE—DHERL
F PR IR, FURARFEN T =& BT 5
BT

3 SIARBRANZNRERN

B 7RI SCETR LB, 2 AR E
25 SN | R TR 2 N 25 40 B 240 55 10 EE i
A, AR 1 25 815 (emotion regulation)Fify, 44t
FoR AN BN, AMTETE A 178 Bk
P A RIS L R A A X — 1

4, W E A0 A 3 2R BE & F 40k
A (Berger, 2014), [F#, MEIAELNE L KIH
SR EUE 45 R BB, T 2 s T A A 3E
% b EF I ER NSRRI T4

VL SR T o, 18 25 10 35U PE (emotional
intensity ) I 15 £ Mt i (emotional arousal)57E4k N
AR TR R YOG, WX (LT )
IR oy B 2 B SCEE AT IR AD . A S BT R
Fiti J&i 1 5256, Berger A1 Milkman (2009) L) & Berger
(2011) K BUAE 2 N 2 14 s 75 AL 1 00OR: 32 2y 2L
IR MG e BRAR B P g, B e BRI 45 (TG ie 2
TR AT 4 B A 1T 2 ) 25 ' BN 2 i 1 A 4
T3Ab, R ETIE M EE 65000 fw SR BEAT S
T FI N 25534, Jones, Libert Al Tynski (2016)32 i}
T “ 8 A — e B — 32 i 4% & (valence-arousal-
dominance model) ¥ fif B 15 25 %) ok 72 2 E U
Wel o ABATT A I, R TG LM R 2 Ah, s S A
2 (BP0 &, AR iUsk . 2 5o
SR G REL N AR R,
CRMAER . S SR A AR X TAE LN A
E N S S B Y i | D VA CEU N Sl L
My rappler.com Fll corriere.it [ 44X 53226 %%
F 12437 S5 B I 45 G 1338 X0 R A SO A 1 26 T
Wit AT BRI 4347, Guerini FI Staiano (2015)
RIMAEL NS s 15 2000 2 5 T BB UR 1R 45 1Y
R M-S BB AR UL . AeATHE, AT
i IR A% 5 1 2% o A 22 D it 7 = B, Jomes 4%
N (2019) % 1714 FH B2 Bk 8 457 ) 1 (galvanic skin
response)ixX — A= BRI 8 77 SR I AIE N 45 I S5 T
R EZ AR M5 3EICT 15
AR o E AR R E TR Dy S
HFNFERIAH, TFR#E B0 22 AR FEAL 5 Be 3
W iF1T WA, >R A Shimmer GSR 3£ 8 R 42
WA Y J TR L S N o SRR SR WY, A ARG
SEERNTEA, e RN S AR
HH 7 AR T i T 19 R i R R R R PR
AL DL, TSI 2R A 2 Y 2 9 1R X S HL A
Fud R RIEFE R, HEKNE, CANE
BRI 5% 32 I B8 0G  AAY 43285 (BIVBR AR 1 4
TH AR 1E 28 ) S PR 1T B B 1 28 S5 g % i 2 X 3 =
S
3.1 BRIFERN

X AT o 5 0 S EEAT R D
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HPTR AN ZS 5047, Phelps Fl Lewis (2004) 5 %
PRI 2 2 T WR A E 3o A E RN B
A iz AR T R EL B IS &, k4
NP R, M. ZEEEN%. 5
AR, Dobele % A (2005)L4 M2 Libert FI Tynski
(20133 52 Xof — 26 1 Thy (14 9 25 207 40 R 0 A IR A
WF 58 & B, 5 (surprise) . W Bi Goy) F £k fill
(admiration)ik # 1 TR AR 28 BEAB A E AT IXF )44
B R IE . FlJE, A2 A — S8 SEE i o8 itk — 2
IGHE T RS 4 6 TAELR N A R R Ve R .
Berger fll Milkman (2009) & 3, #HIEHIG 2, F
T FRRLG 45 0 AR 26 0 5 TR 45 50 T2 U 75 S UAG 18,
117 HL A5 (awe) 3 i v R 12 14) FEURR 1% 28 02 175 &
BRSEHN—FEZEEL . R, iR T
— B RV ) 4 1] 52 30 2K 56 IF 4R BR (amusement)
X — B BRAE 4 5 SRR R
TS SRR A R, VR I SR 5100 49 gk
RBENL /3 B 5 Aol g AR AR AL T R I, 4%
TR, MR, & R i gl B B B
AERNTEREIE. 756, Eckler il Bolls (2011)
BT T — A2 P S 50 R AFF 55 IUAR ) 45 9 155 26 35 08
Y BRE E BIRRR , fATT E e T S
PRI TR AR Y 12 AN ELSE AR
#iE 38 SARHA: H R 25 LR e AT AT R4,
WRIGHRILA N . P A=A, bR, 1E
HOIINBTE 42 CLAREHE G BIWE 12 AU
FRE ESLE 25 R R, AL ILA I, 4 Al
)RR 1% 25 LT RB S 2 RIS v e Ay
JE o ZEARUH, Y £ FN% £ 22 (20 16 3o 5 40t &
T 2 A RN I 4 W B B TR T B
Hy A E], e T R, &5,
393 iy 7E & [n) 35 18 4 A1 )2 92 I8l 19 4 #F, Cohen
(2014) ATk 7T K PR R 08 9T A A9 o Ja A AR
W1 285 B0 1 [ 52 e T 9% 255 0T JHL 1) 0 R R
3.2 HWIBHERR

38 32 X6 e B 2B B R R AR SE, Dobele
% \(2005) L4 % Libert #1 Tynski (2013) % B 24 1E 2%
PS5 | 2 T8 9 3 5 20 00 T A 17 4 S 1 B bl 93
PR AR RMHAIDOERSE), ][RR T 2 i
ITEBNERRMRFRAES . e, 2 AL
FITHE . JERF LR . A RN T 6
X AWNE IR (HRE T R A o W 3 (TN oy |
Dt R S5 9 B0 T A1 2 RN AT 5 0 2 X4y

o ORI —SE SRR S R W, AR 45 S
GRS N B EE A I E A . Berger
#1 Milkman (2009)3 iz — > 5[5 2 20 W) 52 46 S04k
T (anger)iX — HK M 45 5 0 EEIEZ
] ) PR SR G 3R o LA 7 T 4 DO A 3 e A o ofil 9%
PR, EENS 45 24 60X BE AL 5 FC B i B 41T
PRI R LTG R R, AR LRI ZH, mifit
A ] B B T S 0 o . S AR
I B R 2R 4[] 5 58 1% 71, Guadagno, Rempala,
Murphy F Okdie (2013)tH#EFR T #1582 95 5
RS A TE B o i TN Youtube [T 8 4
FE TR 2% 2R A ] 17 2 i ML B AUBOT R 35 T 256
AR SIS SRR, 51 R R
P el T AR 2 1) 4000 e 4% 55 B 0 9 1 40 =
B FopT i, 2 %R E R G R 65000 G5 SC
B AT G B RN A 2 43 AT DL KB IS Y T 4 O A
Jones 58 \.(2016) % 3 R 07 T 26 AH LU AR IS 45
B A s U B R, AR A
03 0 T R 1K 24 B 0 35 ¢ T A A B2 B8 1 156 46 T
[FREA T RE S| A 2 200 2

g LR, CA BRI R T A
W8 4 SN0 SEAT R iX —AE AR, A1
2 0 I e 5 O B AR RN AR E
AL VE 22 A ) 1 FRR 155 26 0T AR 17 4 1 B AR
BT o 3 S BIF 5 1 A3 o 155 2 Sz i HR A 7R T
TELE P 2B B 40 2= 0 LA AR, R TN
2O 5 0 I 25 A BIL 3R 7 2 Y
WY E TR

4 SIERBASEZNRERR

F5L B, e RE o R A TE i B AR
2319 (Teixeira, 2012) . B 2475 SCRT SR 1) 9 25
FRIE . OB BIHLRIE 45 SR 456 A, ATl
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The mechanism that make online content viral

LIU Wei; LIU Yutong; LI Chunqing; QI Penghu
(School of Economics and Management, Northwest University, Xi’an, 710027, China)

Abstract: Viral marketing refers to the marketing approach through which marketers generate online

contents on social networks and attract consumers to share them and make them viral. The paper develops a

literature review on the factors that make online contents viral, including content characteristics,

psychological motives, emotional responses, situational factors and individual traits. The framework can

provide theoretical guidance for brands and We Media to increase sharing rate of their online contents.

Future studies should focus on exploring the influential mechanism of specific emotions on sharing

intention, identifying more situational factors in the context of Chinese culture, measuring the performance

of viral marketing, investigating psychological and behavioral consequences of viral marketing and adopting

multiple methods.

Key words: online contents; viral marketing; sharing intention; forwarding





