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Abstract

Many enterprises have started thinking about how using social media could help in
attracting customers and building a profitable marketing relationship with their
customers. Moreover, the important interest in social media marketing has been in
terms of advertising from both researchers’ and practitioners’ perspectives. Yet, after a
review of the literature, it was found that most studies focus on social (trust and
familiarity), technical (governing form factor and technological utility), and socio-
technical (perceived ease of use and perceived usefulness), there are few studies use
locus of control as moderating variable to explore the effects of social media advertising
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features on customer purchase intention. Therefore, this study will explore the
relationships among these. This study applied purposive sampling to collect data from
respondents with experience of using social media. The questionnaire that was
distributed via the Internet and a total of 377 valid questionnaires have been received.
The results showed that the effects of social media advertising features (performance
expectancy, hedonic motivation, and perceived relevance) have positive influence on
customer purchase intention. The locus of control has moderating effect on the
relationships between performance expectancy and customer purchase intention, as
well as hedonic motivation and customer purchase intention. Finally, this study
provides important implications for the social media advertising venders to enhance
customers purchase intention.

Keywords: Social Media Advertising, Locus of Control, Performance Expectancy,

Hedonic Motivation, Perceived Relevance, Purchase Intention
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T~ o REE (I E A F1 R T (Shareef, Mukerji, Alryalat, Wright, & Dwivedi, 2018) -
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e Rt (LR 2 M ~ BRI R MR ) ¥ i B =AY 52 22 (Gibreel, AlOtaibi
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1. ERAZREE R

Venkatesh, Morris, Davis, and Davis (2003)#:& )\ &R [E A & SHREHG 3215
BT BRI N B & MR R <2 B 5w (Unified Theory of Acceptance
and Use of Technology, UTAUT) LA iR (& G351 1 B s HRHL Ay B2 B FIFTE -
7 B A e CE S S & AR Ry 4 HEE (Performance Expectancy) ~ 33 73S
(Effort Expectancy) -~ 1 & 52 2 (Social Influence) & & % & 4 (Facilitating
Conditions) & 52 2 H 22 2 B (i F &R R Y BB AITT By o [EIHF - A
(Gender) ~ 5 (Age) ~ &% Ei(Experience) DLz H FEE (Voluntariness of Use) 22 U {fE
SAETERIE - Hh o SR0HE I RS E A ENRRGR AN B TR 2
T2 BB SAR R R Bz 5 0 2 R F 4 (Davis, 1989) - JREIE (HEHE
HIEENRHAYA MRS S iy FRe A = i i 2 &R - FR L w4
SUNIREETIRIE T e PRI E E FE SRR E e B & TR E &S
R AT AR EA R EFEZ(Nikolopoulou, Gialamas, & Lavidas, 2021) -

TR FEIER R (0127 PRE T HTTEIR S B e - JHEE MBS
TTENARS A H = H ARy A B (o e T s 0y S N e s ol
MO FEEARS S5 (2013)7EPRaET B/ NS e am (8 FH B S E R A B LR FRYA T
Ry TRFE Y FETE A S R T AT S SR AR 2 RO LA T Ry
S B EEHIIEARRH - Nikolopoulou et al. (2021)F/FFE45 R343R - ZETEHTTE
ARSI g B AR I BT EAEAT &
iy BACORERE AT B E BB (R E SR BB TR
2 575 FH AR H R 7 s g E S R E S v A
H » 3G A 1T 8 L R AR o4 7 AR S Y R - ST AR STl DA T e
Hi: HHEREENEXHEEEHREBRERFAF I EONEE -

2. ZHEMRNBERR

Venkatesh, L. Thong, and Xu (2012)# UTAUT JEff & 5&ERE S » & TR
REBOHEENT R 2 B R IR R ETEE T g REkE ) RSN - g =
a4 (Hedonic Motivation) ~ {E&{E{E (Price Value)E175 [& (Habit) % = {Ef#Ef %
2% [ HH 2 {ep AU 22 A R 392 47 B 5 (Unified Theory of Acceptance and Use of
Technology Extended, UTAUT?2) - H.rf1 » Z&egid i it -S (b By 4% (Cheerfulness) ~
2ER(Joy) 2 ~Z (Enjoyment) 1Y » BEIR B ARV ESIVERZER - &
BT R R E AR §EFT R (Schmitz, Diaz-Martin, & Yague Guillen, 2022) - & EH%
RVBH S AT - FIVE B PR 2 MR B S s T T B A

Alalwan, Dwivedi, and Rana (2017)ER] UTAUT2 s&EEET 722240 HSRITRA
R TERRTHRZE R BB S A TR T E e E R A S
AR % TR THY EFE L A5 - Chopdar, Korfiatis, Sivakumar, and Lytras
(2018)[fE 1 UTAUT2 FRaf iz Pk T8 YE A2 (A B A BB i fs &
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BE RN E I TENE Y FAZ SU(APP)RY Z4EBh iR A S s TR EL (R Az 1 T B
¥ APP [IVEIRREAT ] o Schmitz etal. (2022)b/1 5245 2N 2R BETHAV RS
sTEARE A T THEERR  (HER T LA RGP rE s B E R T - /]
REE R R B R ER— /BN ) > I INEER CRYEIR - &5& RO

AW FERE R AEBE (LB RS B 5 1R - e A A RS A IR 2 AV AR
ASTEERE A 1 IR A B e B RS O T = ST AT FR DA M Rk

He: 1Bt R RSN EEHNEEHBR TR ERRA IETIRE -

. RIBEARRR RS R R

Celsi and Olson (1988)/E 5 1 flE % Bl (&l AAHRBA 1A WATE AN © THHE AR
(situational sources) @k, A ££ 2 )5 (Situational or Intrinsic Sources) - E i1 » [FEAK )5
BB YA A E RS - NAEACTR RIS A AV EE BRI, - fiEsm
&l A AE B A AR AT - & & BB S Y 7 KA S (E EAE BRI - (ERS Hi & RN
HIZAERAME < Jung (2017)F5 HH{IE RS M2 F /M E R Frgesd oy — e O B AR
{ERSAE LA P et 4 M B R B H 5 BAHRARVAZR S - B E Y LI ia iR RE
S e M B 5K - I EEENERE -

1S R S AR BR M (5T B 75 2 A E2E o FIT E FY BR B B[ A 7R SK AR (L R A
B o —RRIER - 1 R 5 A B M S B R 5 Y R SR A AE IE [ A B (% (Trampe, Stapel,
Siero, & Mulder, 2010) - ¥ 5 ~ - EEESHEVAIEMAHBMESZLA - BEFITT
Ry R 7 A AR TR 1 2 R SRR EZ B EEAEA - Jung (2017)i58 45 ISR
FAE A H AR S B S — E A2 AV AERAME - BRIEEt M 55 mIRE S L 2
A SR - HET TSR B o ILAh o B EAEF SIS BB E SR
1 i B RS 4 S L 17 3 B (Alalwan, 2018; Pavlou & Stewart, 2000; Xia &
Bechwati, 2008) - &7& _F Al SRR > A FTal BB T B (LA E 5 1% -
HRE RS EE 5 2 TR A EEERE - AR et R AR B A
o B HR S HY R R o SRR DL M ERGES -
Hs: #tEEREESNAEEMEEEHEEBERERA ERANEE -

- FEEEERRES - WANEAREENBEBH

FEPMERE Y E(EE r R A et S M EE e » B EEEEIR
AT H BT B P HETI AR » PE—2MERA T R B R AA&%7E (Rokeach, 1973;
Schwartz & Bardi, 1997) - A&FE ZERSAEA FHYHH EEREE N AT A 518
R OB B REAH & (Cervone & Pervin, 2015) - A5 2 - ARSHFHE A] RS & 52 2
HEAV(EEET - (BB AT CE A AR TR T R 4h 5 -

BEFRS b NASFPERVEA - 40 - Cattell (1943)Frimanay4Lss
1 (Warmth) ~ B& £ 4 (Reasoning) ~ 2 i 14 (Emotional Stability) ~ 3 5% M4
(Dominance) ~ BHZ M4:(Liveliness) ~ A& {4 (Rule-Consciousness) ~ By % (Social
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Boldness) ~ &l M: (Sensitivity) ~ &g E(Vigilance) ~ %448 M:(Abstractedness) ~ fH
et (Privateness) ~ &4 4:(Apprehension) ~ E 4 (Openness to Change) ~ J&17
14 (Self-Reliance) ~ H #M4:(Perfectionism) ~ EX5EE(Tension)Z: 16 fi A4S >
AJ FH 2R FE A BG4 R E 1B 52 N AYAT & o Norman(1963)7# A Cattell (1943) K¢
Allport (L9B1)J 5575 » a1 14 18,000 {5 il (A T Ry R A5 » D
RZ ot ESet /AR H LR ZEFE A (The Five Factor Model » ff§ FFM)= 71
KANFEFFE - 73l Ry tdE (Neuroticism) s[5 4412 & 14:(Emotional Stability)
Hh A4 (Extraversion) ~ G (Openness) ~ &2 4 (Agreeableness) k&% H {14
(Conscientiousness) 71 {[E & Al > DASREA—E197 T B ~ 1% BURIRE A1 =X - Rotter (1966)
AR ASME NSRS EEfe—E ABT B CBERR IS EE S B
WA 2 e an i o] th B I EHE BAEE B & o] DIERER S AT SR 5228 IR
RIS SRAE RS R Ry SR 38 A 2 i IR Hoe O 14 - & mT HH B N AR HI=TH
BT Ry R - A PEERZ (B RGBS NFE(E R o FMARAY 2 RIEE Ryam il 2 (RIA N
TEB SR AT eI H ol RASE R IR Ry 8 - A& R IR E BT RS PTRE L] -
PRI - SMARARL A S Ry i - Friedman and Roseman (1974)2H A B AF%
Bl B BRI ARRYE (Type A/Type B Personality) - A B ARSHRE 2 e im (R E] Lol
HIaFIR B E - S TIEEERRA - HAER Z BIE » BHARERE AL
i HEE0F - i B AR E B HES g - thEcamE BN 5 )
B NEEGEESE 0 AIEEBFHEREE N - WAZR—E B -

NASEFE O T R AT T Ry 2 G551 - 1B LhGE IR B FEICE IS - TR EIERK
TAEWEE (Taber, Hartung, & Borges, 2011; #3555 A, 2021) o Hrb » Y4 E
NSRBI RS 22 SR AV B B A RS TR RS T DU 38 H YT Rl
SERIVERIEE - 2 —(EFEEE R (Kocak Alan etal., 2022) - {51411 : Roberts,
Lapidus, and Chonko (1997)f5 A7 ME A EFE 58 & A SRV T/EEE S 7R FIER
12 AR EASHERRYIEA < Allen, Weeks, and Moffitt (2005)z5 BHIA 7 MZEA
R R R A BT By 2 R R R EL A EHEREA - Aubé, Rousseau, and
Morin (2007)HIEREH A 9ME AR RHE e SR ETAH 4% B T AR 4B 4% 7 il 1% BR
sh  [EIRVRA R o BRI AWFTE R NS M SR E B B B R (N
HASE ~ SEEEpt% - S AERA M) BRI E B < MRV R (% 7T sE B A ST Y
s 2 o WUTARIFTER DA T R
Ha: gﬁ&bﬁkﬁﬁ’ﬁﬁéﬁwgﬁEE%%E%&EZF&WB%@E%@E@E@%
Hs: gﬁ&%kﬁ%ﬁ’ﬁ%%%?ﬂ#ﬁﬂEE%%E%&EZF&WB%@E%@E@E@%
He: gﬁ&%kﬁ%ﬁ%ﬂ%ﬁ*ﬁEﬁ’rﬁﬂEE%%E%&EZF&E@BE{%%%@E@E@%
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B IR E LB AG RS 5 (Social Media Advertising, SMAYRFETH 77 577
R ~ LSRRI R A B ME S — (AR B A I LA ET (Alalwan, 2018) -
Hoob AHeR gl S e 2 R G B BT B AR B S e A S A I B &
HIEEVIR AN D 212 - SRR B i B e R S e e e e - 42
R = 2 YRR  FIR AR E R E R R B it LA A s e e R A2 B & v
i B P e T i Y BRI A\ TS >RATE(E AR A = HK - AEM B R RS 73 > AT
FekHE E R RUE 8 Ry M B R R A i 5 Y B an SR B AT 4 A P
Al RS E R P REME(Duffett, 2015)  FENSME SR EN T - ARIFUE
FNFZERUEAR(E o o] i 5 1% HAH(E B & n UERBR AT 2R A2 2 1T
HMZERIPIEE Ry e B Y ME TSR Fzedil Y Ll Rt B 2 N Ry - el ~ 1R
M3EE BAT RATREZE R (Rotter, 1966) - FEMIHEG T > AW R HIATEL
sTHYR A AT 25 B SR B R — PR - MaH i 8 RS B R 2 ek
(Likerty EREE R 535l " IFEAEE T AEE T AEAFEE 2 TRER

TEENEE L TEE ) K TIREEE ) FUE WahlET 12T e

. DRFER S B iR

AW A R A AR R T A R S B R M E B & -
AT Z e R R R G WG T RS2 B SMERE SR MEAGE ST S e
DUERD S5 TR ERR 1% - PR B SRR G © AHTTT S B2 o A 1 A ARSI
BEE R R SR - LR RS - AR IR 5= 1
EE 0T A S B T T B B LA Ay L BRI A e S A il > DA
BEEAC S 5 A ARG IR B I R A B S I R R G - B3
RFfE] By 110 £ 11 H 15 H~110 5 11 A 30 H - SR ErE RS R 377 173
[ -

ROREEEGENEARTR - Ho > [BEREENLHEIERSR BT - &
LRy 63.1% > HMERy 36.9% ¢ AEFHJTH > 30 JRE 39 AV NE RS -
A5 47.58% ; Z4h  AhGEE— A2 M AR ~ ZETEE ~ ISR
{5 It LB AR R IR ] 1R 3830 2 M B AR A DU S i % S141h 42.4%
HARATRBIESE - H4h 24.1%  HEEELIRESE R E RS > {5 65.3%
HEARIRS A DU RIS E LS - H4l 54.4% 5 (3 I BEEL A AYRE R AL 5 FE(&)BL
EEE% > 5 75.3% -

. ERERE

ABHZEE SHE T H AT IEERA Cureton (1957) 2 s stat B HI &SR
27 k73 srfuig - RS EEER e R4 - DUETTE—SIREE 28
1Lt > M eSS REUR A &8 2 MH S EAEE R - ERRAN
e MHEEEA—E Z#07 SR AR RETE - K A7 HRZE
ST HET T AR 47 M7 (Hair, Black, Anderson, & Babin, 2018) » Erfr » Z5%HASY
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Y PE4 2 NZ AR 0.7 5 I HEEIM:AY PRR4 B2 PRRS BN H & H
PR RKRZAE 2 Z AR 0.3 &t 3 kR ER 2011) RIS
’REYA % 2 NZ TGS REUT  NR GG EBE T —B0 FRERIVERE
RECEAE ZAERE f {EEJTIH Nunnally (1978)3% % Cronbach’s a {E K J?
0.7 j& 0] B Z YR AE TEEE’\ 035 AR EAEE - MEREREEZR S
Cronbach’s o {HE A 0.7 » /.\ETKE}:"%%*%EZFEEIEE UHHE RIF 2 —%
M o

R BiEmE BRI

o ey F [F;J%
PEL 1% AL# MR L 8 401 A% St 304 Venkatesh et al.
P £ - (2012)
At PE2. % AL 4R A 2 §Tes A f oy = & pige iz g2 o Alalwan (2018)
# PE3. 1% ALFHAER £ 3% 0 A npd Eib2 o o
PEA. fsvehp § 4557 > sl 2 HARG Y -
K HML 117 immg% 2 g s Venkatesh et al.
R 3 EEE O HM2 I AEEAE 2 Ay e o (2012)
3 IVERTRRT I ooty
: EX SN 4 B ga 2 2 PN,
N HM4. 317 ALH R 2 LG L Alalwan (2018)
o spnd PRRLOARFHMA 2 L2505 Moo Zeng, Huang, and
=+ . PRR2. AL3¥ 45487 2 43 q\,‘—ig o Dou (2009)
g PRR3. A3t M A 24 #5 %3 L83 LA Znu and. Chang
PRRA. #5305 ALFALMLA 2 10 £ 58 et i (Alalw)an 2018)
PRR5. it i ik 2 LM 2 B & Achi b o
ILCL. & #3713l » AB Tt # P FRT Levenson (1981)
A [ ,,ae Hoffman, Novak,
" ILC2. 2 f2i i w s\ ehd 5 ¢ ;W}\ 4 LBE o and  Schlosser
" ILC3. i 4 i b p b il & (2003)
& ILCA. # § poidt # i - Toti, Diallo, and
Huaman-Ramirez
?T ILC5. T 9 %P > mH RFSF » 2 o p e fagd (2021)
Lo Hempel and
ILC6. 4r% @ TR Afer L L > AL ¥ g B> KE Roosen (2022)
RSN N
ELCL. B3 ¥ 2% F4rd| F A L s «5 ° Levenson (1981)
e ELC2. svid # 2 A § A £ hflF » waggg  Hampson, Gong,
BB F o and Xie (2021)
ELC3. # A @A EE chil & pF > i F 275 A ch K2%C2a2k Alan et al.
YFiE g ATIR o ( )
ELCA. § 5 i enip A 15 &5 < B4 MMl 5% 2
BrRPE o GV BRI BTG g A
B A —N;’_ °
ELC5. #chs j5i B d €& # 4 (F B4 cht )orprn
#] o
ELCE. #4559 2 hE Fi & Hd €80 4 (F BE
3 A ) e o
PINL 5% ¢ f-§ AL MM R 2+ 973 @ ha g; . Duffett (2015)
MER LR PIN2. ﬂu&%‘ AFEEHAR L At B 5

PIN3. 2% iy ¢ LR AAFHRA £ L ry Behi &
PIN4. 5‘? FIPEY AALEHMAR L ity B B
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ho AR AR FR037)

E B b A T
& e w g 139 36.9
~ 238 63.1
/& i 4 19K&(3)T 3 0.8
20 & 3 29 & 88 23.3
30 & T 39 K& 179 47.5
40 f % 49 & 90 23.9
50 (7 )mt 17 45
i e % g2 26 6.9
F ¥ 31 8.2
PRI E 160 42.4
Wi ¥ 91 24.1
bp¥ 27 7.2
BAEE 20 5.4
H 22 5.8
i v 2R BPB(E)T 46 12.2
AL 43 11.4
<8 246 65.3
g oer(g)m 42 11.1
& R AFRR R P 205 54.4
< 4 168 44.5
H v 4 1.1
FRIGR AL ARL1E 9 24
RepEF Y 54?2 1E(3)UrreiBls 25 6.7
3E(F)UiekiB5 & 59 15.6
5& (7)1 284 75.3

3.4 JLEJTABA

B ARSI EGR S FE R aEM G DA ST
e B OA EEEE A ERIEIE - I AHITAE RGO AT e e e sz Hl
EAMGRIERE R  EFRREEREZME R R] » AIFE ] el EILE AR
=AY 2228 (Tourangeau, Rips, & Rasinski, 2000) o 852 » ARFeE{ TSI EE T
JrARHI(Harman’s single factor test)[B[Ui ~ [IEE R} - 45 REURATABTHLE
REERHIE S » TR — R R E F 44.028% @ B AN
Ze At [ 2 BORFAIG AR 45 i B — PR 32 i R 92 8 B A Y 3R 52 (PodsakofT,
MacKenzie, Lee, & Podsakoff, 2003) - JREIAWTFE A A FAT By EEHY AL [E] /A8 R
B o meik o AW EE R S MR (R E(ERIY) » oIS TR (A
FERE 0.589 ZF 0.729 > B/INY 0.9 SREAAIHIE SE N F RS LR - Bt
FFAM AR E A R R IEE S E (Pavlou, Liang, & Xue, 2007) -

" ~ Eeboatfr
B 0 AHFELL SPSS 4Et oy ek i #E T A ARG R BRI K A - H2 0 DL
SmartPLS #xga#E{ T ERHR /N 77, %(Partial Least Squares, PLS)534f1 = B> PLS
9
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bR TR B EUAT A F AR - FEAR B AR K Ry #2(Wold, 1982)4h » &
A REvE AR 28 & 347 M (Multicollinearity) BRE - DU EA B IFHITN & fERERE
J1% 74 (Anderson & Gerbing, 1988) » HUAMFEERA PLS {E R orit THKE i
e o ARWHFEHI AT B 7 Byl BL - 55— PR B A e Sl B =UE TSRS
AT AR B RIS B GE R AL A TR S F B e B R FEORIRE Akt > H R
KEBE ST 2 FBE M #E 2Pk Bootstrap Resampling » ZX& Fy 5000 ZX(Chin,
1998) -

1. R

AW e 2 A 8 R (E RS A E (% BRI A T H {E [E (Individual Ttem
Reliability) ~ 254 ] A 20— £ (Internal Consistency) ~ U734 /& (Convergent
Validity)EL & 71|34 & (Discriminant Validity)(Hair et al., 2018) - {578 B (E[E %5
MBI TEAR I E ~ i & (Loading) 1 Tl » & 17 & F 23R AY 2 (B R I TH P RE
EIBEAER - BIR=11%1 > AAFRAEREHA R E &S 0.848 » TR
KEHFEREBA RAFHY(E EE (Barclay, Thompson, & Higgins, 1995) » 251 A HL
— BV BT S 2 21 & (5 & (Composite Reliability, CR) T LIgE © 4
W9 SHETH 2 4HE(EREA 0.927~0.963 7[5 B Ao S REEIN B —20E
FEH B 4F(Chin, 1998) - {EUXSUSUE B {7 /2% & & E 2 ‘P B E
(Average Variance Extracted, AVE)fE#E - IR = F] A1 » ARIHFT & E 2 B TH
S HHEU B (AVE) /A 0.809~0.884 [l » BETAHSE 2 USSR B
(Fornell & Larcker, 1981) - {EI& Fl%G & T3 > HHZRIY Al HIATHIE S AT
BRI AE (AVE) 2 S RME B R EEI RS < AR RS - BUR AT &S
2 &R E A & B 4G-(Chin, 1998; Hair et al., 2018) -

x=  NEBAZEREIHT

Cronbachs

o f 38 FEiFE  BERA Alpha AVE
PE1 0.937

oy PE2 0.946 0.958 0.934 0.884
PE3 0.938
HM1 0.901
. s HM2 0.939

3 @ HM3 0.920 0.954 0.935 0.837
HM4 0.897
PRR1 0.848

o Ap B PRR2 0.923 0.927 0.881 0.809
PRR3 0.924
PIN1 0.935

BEE LR AR E:sg 8:3;; 0.963 0.949 0.867
PIN4 0.936
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