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Abstract

Instagram is a well-known social platform among young Internet users. In recent
years, Instagram has provided more diversified platform services, including social
commerce functions on its platform. New social commerce functions, including
setting up corporate accounts, posting product posts, and pushing advertisements to
allow consumers to collect product information on Instagram and generating purchase
intentions that available to large brands, small and medium-sized e-commerce
companies, and individual sellers are finely set up on Instagram.

This research is based on the Stimulus-Organism-Reaction theoretical model.
Through literature review and 9 in-depth interviews, it is summarized in the social
business environment that Instagram's social commerce function impact the consumer
experience influencing factors of the New Customer Path (5A).

This study found that the external stimuli created by Instagram shopping
functions and users' social behaviors include "content characteristics of posts",
"strength of links between users", and "customized ads." External stimuli will prompt
consumers to produce different psychological mechanisms, which will affect
consumers' information-seeking behavior or purchase intentions. Under external
stimuli, consumers will have diverse psychological mechanisms, including flow,
utilitarian and hedonistic, and information diagnosticity. The research's discussion and
result look forward to as a reference for platforms, brands, and businesses to optimize
customer experience path (5A) for their Instagram viewers.

[Keywords] Instagram; Social Commerce; Stimulus-Organism-Reaction
theory; Customer Experience Path (5A); Information-seeking Behavior;
Purchase Intention; Flow; Utilitarian and Hedonism; Tie Strength; Information

Diagnostic
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%= & {7 5 & B (Behavior intention)

Fishbein & Ajzen [46] 232 1% {7 #3245 (Theory of reasoned action, TRA) #
7 ¥R 7 5 (Actual behavior)#-x £ 7 & & Hl(Behavior intention) ¥ 5 >
@7 s L BRI 7 5 ik R (Attitude toward behavior)£? i LR § (Subjective norm)
STECR o Ajzen[47]4E W IR (T E IR 0 N R HEG e~ Ao (7 5 524 (Perceived
behavioral control) » 2 LBl 5 A # > {1* 75 LHIARRIS WP R H R R
ES BRI A 3% 7 5 % (Theory of planned behavior, TPB) °

Kmmﬂﬂﬂméﬁﬁﬁﬁﬁﬁiﬁ%%%iﬁ?ﬁ@%@oﬁ%ﬁiﬁ

FASEFTRY & EE RS BRI R ”erf?:" | A S LR 3T
FHRFPFFRASALETRR > B AFLF R P RF#AGRY

AR E TV N EEA R E | RO RE L TRET A R EG M
L FP P FRZAEINETERENEASTHA > JFFRHRT LRA
Vi B

Schiffman & Kaunk[50]4p 1P LW 5 72 i) f f 7 A B F 798 A & ez
BoMELAREIF AR S ARDBI LM > 5§ AT OLREF R
ARFHEME LPAASORT AR - FLEENG 0 F A BRE ARG
i A EE L F LR 5 Ac[51] o Poyry etal. [S2]3% 5 BEROR WA 59 F B ALY
FEAREERY 757 R e FIF R F Ao HESRE OF B B
PARFERELLR DY R FF[53] BAPRETEAME L E AN LG RIR
Ak BEAFERFERT > FEAME 75 XD EE P IEUGHE 7
Fap A FE AR R[15] FISME RREHME 5 LR e R S
HiHWE S Z S BT L [54] 0 @ 43 Instagram P ow ApRR kI 0 F L S
rzbippsd G AEFRIFRREFESAL P Y LB {ogF S
S EAARG ER SRt 4 2 LR EHY i H[55] Tl AT R

LA 4E 7 & * Instagram fi iR T > L E T 0 LR —'ﬁ {7 imegss -4
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5 JRIRIE (F40F ST o
t Yadavetal[12] A chT B R FIA ol § A E WA EHY > BT R

W) % % € & ¢0F i o Olbrich & Holsing[56] # 3 ./ » (84 | & 5id %

A
FEFFZO RBPTASDEL > FOUARSHET T LR LS E2
A LAERIF]F[S7] e Bl HRRER A WITL AL OLRA L F D T ALK

1A BT e R
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r & S-0-R 3% (Stimulus-Organism-Reaction theory)
Mehrabian & Russell[13]** 7 5 ~ 32 &% T {13 (Stimulus) - * &
(Reaction) | @ #CA ¢ - & A fljfor BERX ' F '»I“’%}ﬁﬁf'](Orgamsm)

v

e s o B TS-O-RIEHEA o % IEF A BARNET 5 LMK £ it

F_k
.

=
¥
Jhard
i
e
il
hiy

TS F R FER  FHE e sane g a ¥

F 3 eni s o hdAnenSOR AR Y L2 % U BRREH A HF 5 o

~

FE BENFS) LT RDRE > » SERBAPEFT L BN A

TR HFO) %Y AR2 75 0K BR) - kw28 R Donovan and

Rossiter[S8]#-2* SOR LA % H7 5§ # WE G RSE 1 #T 1 2 87 A%
Ba BRI s BAMap e T X B MY L BE 75 - Bagozzi[59]#

L Fom o hIRE R bRk Rl B AR (TH oIk P AT DTS %

UL E B R E o 1986 & 1 2011 £ 5 A E BT AR # KB 115(S)

2 R

CRREREE TR OE BT L P AORR S L R K F

—_

1
IEB 2 - 0 FPET AT NES S Bl g 2 2 [ AL E

52

FBADBE FIZHELF KRB AR LDRF AL UL F S AT
Fraz(Arouse)hf £ s ILHIN P 2 ) ¥ WA H 7 5 A Fl o Fang & Huang &
Wan[61]%ij & & 72/ 1 ¥ > g o 3 R H R 75 ) 5% >
BN SE y B = AR - I R o R T A S S
%%iﬁ%ﬁ%%w%’??ﬁéﬁﬁﬁiﬁgwﬁ%o

B> 7 5 BROFE 8k NEEFHFEHR(TRA)ZFEF 5 &R F R
Bl & [62] > S-O-R Lk 8 f b bt 120 (7 5 B8 e {7 5 & Bl(Reaction) » S pi
FABIOF S g0 eb bR L2 fiBe ¢ 2 ANARER TR Tl
EFRFE L BIoMRIFY T AR AREREFF REHORR
(forethought) » TPES | (75 ZREFEFEFREL FNTE FTRDOIE FH o

Klaus[63]zF @ Sty 2 FE Sy ok Y HEL F S8 I0iTaw i o
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Chopdar & Balakrishnan[64] % 7= T 5 ARE fo /g * 4238 cnTk 5 = 5 370§ 5 7]

FoRY A G AR AR O RATIEFIFE > AfFh o o B

ALEE FH G P R EMR Y AW v LR o SO-RIEH EHT
M RENARBR AT L F A SR Fl R o A L HEAFE L S Rk

RiEZ* 2T RSB 2 AP > % E IS ) (Stimulus) ~ i

% =% “v4f (Organism){r 7 & &, Fl(Reaction) ¥ B 5 12 [65] -

B S L R R AR § BAS AR A L
A

gHtEadwiptitdls ALHT -AK GHEOMG R FHETE
g gANPRIOFFTE AL L Z > BE R L g
st [ iFd o Huetal [2]3 77 GAt 2 B ARPRAEP > PRIF L
e Bt BPRAREF > APERT B AT F A T LA R ERIFhL £ PR
R U R S e - SO Rt D) T
ABELREEL > AREE ® Y T Senp 4 U0 Eehim kiR Al FE % ~ 71
B RRAE > d AABEEY El D {3 & p ¢ Pk B K o Philip Kolter 32 5 5§
FRpfrEpnr ¥ 2 § 2 AL g4 BipY ) K Bk T oS 24
oOAMREF LT LR F A REBEPTARG > FHRIHPBES T

]

oL R IR ApROYES 0 XTI 5 FRRRE 0 ¢ 350 x (friends) ~ e
% (family) ~ Facebook #s %% ~ B34 (Twitter followers) » % * § &t} Ly v
& 2 7066] -

LR EORET > AL MARRET FERE T BME LK ERT

EET\“'FT_{ AguEig o om 2

fs‘+
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e BEH T F R 2 THE TR eEe  STRHE CTRRERES
[67] » Philip Kotler[66]43 5 2 7% 48 7 & W41 % 4 » & 21 7 fodlic ¥ (% #4003
SRR T SA 2% EHE Mo (Aware) ~ T2 % | (Appeal) ~" 28 1* | (Ask) ~" 7
B | (Act) " 15 ¥ | (Advocate)

Zhang & Benyoucef [69] [ 324 | FF > R &) % ALY GRS FHE
XA RAD BB JFL LB RS E A Sk B 4ot 2R 2 KOL

AR erppie LR TR R S A R K RS B RN E  HtEia

{
g

e g iR b £ A E W celh o HRWH TS BE RSl A2 E T

i 5 TR R ARG TR R AR L P A

\:
N

A oA

B A& R L

ﬂ
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2
pﬁkﬁﬁT B FEE R
E RN R R

i)
WoRE AR A G Be Al G5 LRI TNEERpGR Y 364 Lo

N

PEAT AN R TR RS aES o [TF 6 IR

BRI A o b Tk, 8 TAR RS ENPLLRFE 2 BT
W eARETE L o LRE(T0L [T TEE R PR E RS

FEED R SRR AL NS R R A L RF AR K] R L
SRS 0 F A D B enit SR A TR AL LSRR T e g T B
SRR TEE SR AR B 2 REARERTSFAE
REEMSR AL ¢ He i AREAS S AT LR PTG LD
MWeis  FRENLPHELELE B AAFNL oz @ DEIHLNZHE S
MosPRIE S A o

%5 Zhang & Benyoucef[69] » ALF A & Bl Bd~ & A L - i § &

=2

REIFEREY > § A

\\\Xr

RS R TR AR e R

=

(w

oo T A

*ﬂ

o THERT T LRSI

-

1 P
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b TRER A i ) PP D PN F R AT ARBE A > R LIRS
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EHSRLBER S A
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EMERRE AT LR

R SR T RE R
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@

2RI B PMIBE A 3 EHENE G RS %
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AFTE LT LRGP o NI PR R R R SRR G R R Y

Instagram P4~ §8 5% ¢ > S5d p o flgesr A 4 ahk g(Reaction)® 7 5 R @] °

Febe | - & 7 —‘ﬁ 75 &I | * Instagram P RS B ¢ (T A A IR
AT AR Wy "ﬁﬁﬂiir‘é; AR TIAFET Ll &
SN I éﬂi«kﬁr‘%é_iﬁ*f@

G HEASYTES |2

-

ﬁ%@ﬁ%%iaﬂﬁ%ﬁg@,@ﬁ

AR LFTR FPHER D RRTARAET &) 3
AR AP FEA o ALD | P ERRAET BHEN ST PR A

fooF T A AN L A B N RS X T
o | PER AN VREF LRES G R RRT 75

%\‘ 2-2: ig *

ok
-

& Instagram =%E % 88 5 /n 4%

FH KR kAR
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1395 Zhang & Benyoucef [69]F* § > i}  § 17 5 ¥ 158 S-O-R Limi= 7k ¥ fie

W R WERE T B R F o AR AL PR 7 5 o A
AR e S S HAE L% D B8 11 S-O-R 4= 2e e hp £ WSk

A2(SA) > 7 j& Instagram i § 0 F LR WA OP P ETRE FLAR 0 F
ped 2t Instagram »t 58T Bd AR F oM a0 0 ¥ Huetal [2] &t
PARLFBEBAT IFRLLEPERG CHERY AR T Shp AR AN
Miad ) #REFTADET L > Wi EOTARFAESTER FIF &OR
B0 R L PRE MR SALER S Fle U Instagram A & i) f o MR ES

EIERARFAY 2w o & 48 P PR TR e
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FivAm g 3 et 24 Ak ¢ TR G ends B fodtzn L amiaf§ > T AT g AT
W FHBET AL BFRATONFFE LML FR oA e
FICRRELE) 3 UL

1395 Dennis et al.[26[/F A+ 342 5 - AR G HF AL F AT T 32 2
@ﬁ'——/ﬂ RS Y R ’Fi‘;‘lb ° ﬁFﬁf’-,{H;E S E Ry X ok YRy
NN T

A F AR E SR S fr S-O-R IL3h » 4F % 2 3L Instagram & * K 4F

w

o SEm AL F R EHE[72],[73]

TR B P R o e QR Bl S )I?r CERTHCEALREERE

Instagram & * —jﬁ‘ RITAL S L RIARR O &0 FIL T Instagram o A
ERK R ﬁ LEE e 5B F AT A T E 0 1 E i B B84 Instagram
B¥ R AR WA PR o
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W
ETIS

72 2 ) 0k
/#)ig%{z'}\ S

P AT LOTHRWE S e ERY > Bl He BLE

T2y

i

NIBEPEHEEOH AU SRR 0 FE AL P F g
[74] o R B LR KPR B AR E A
PR PR P FE TRV HE R LI Ba G TR o
PHMEL Er S TEG S TRT 5] TR o BB A e
Foo BHEON 0 B2 h- FRMP 0 d EPEFL T EKRORFEEE R
BATBAEEANGE S LELTHETEALEFER TES o
PR > ALNBELEe S PHFEEREEPE v E AL £ Hy
HEPREERE Y HEP AT EERF LR 2R TR ) B8
P AR FEA O Y N E R ER R TRRGS A
ﬁo
AT R L S e T 0 A AT 0 R R A g

o BT AR ALY o A RERL P S B A T R TAK
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EA Pe g R
"3’-—-53" Iﬂi%, ﬂ

o AR T Y S (TWNIC)* 2019 & = i <<2019 # ~ FrEFEL>>[4]
PAHRERHHEI FEEIRTE o HHOFE T 12 AN 3 SB[ FRER
i FETN Lo EA R 2134 LA o 4R 2 B o Instagram G 2 5 @
FPEH D O EROREAR L1834 K 0 T R F DL Bl
§ L4 41.9%  FHE357%  RRAEL P HY 0 AR L% 94
zV’_,’f_!t’"ﬁ47.9%f%’*}Ez_*:f;\rﬁ\i)I* A&ET R ~252%% hF R TALE
b Bl A o G E SR L SHREFFY  AFLIFRETHHE
2 EFEEHE AL G o EE G0 1834 T AR A B0 BHER Y F
BAlAR R | R REEAFMY R TFIZ - 0 AT 50 fRR ﬁ % Instagram P-4~
FHRd B E deiR B Jgs;ég‘;é‘; PG4 » Tl SR X i LTS
Instagram & (FAL X A3 17 5 24 o FT 3 B Y P i * Instagram & is A &
72~ & p i * Instagram PEHcAZE 30 A 48 0 ¥ F ¥ T Instagram b F 8 A
SRR T A S AR R AEFARN MF o gt SRR TAY
(TWNIC)*+ 2019 # = 5 <<2019 # = B REEFZ>>[A] 5 Fp s - AET 5
e & M0l B 530 T 1 T LG R 2020 R E T LA M o KFTS 5B

Instagram 73 b ik AR G 5 B L &aE 2 5 0 sE N & Instagram 7R RE

#7’%54 mléq’f %ﬁﬂ lgpié'i’f—%"m/‘ 5”3‘331‘%“ ';'F‘IXPPF'F@FF ivlu'é?r'?lz
$°° Instagram 2 B E ~ B &G A AR FEER > ARE N 812 Y
#9% e

RIpEd 2 b FlEg 2 nAAL P TRF 7T PR ]
i%%ﬁﬁ‘ﬂﬁxﬁﬁw%ﬁﬁm CRAETFORE A F BB [76] 0 Fl ¥ 2
R AESARETHE #4470 E I F R4 {o(data saturation) 2 £ 4

(redundancy)[77] » #FF 3 3033k % 9 BXPEFF > W ER FC BABwEy

EAFenw § o RPN Y RRGLG 82 R QR R T A i A
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E‘:}\:;‘;’g—kf'ﬁﬁ“%'ﬁ Fjgpi‘pm‘/”‘-ii’lf g%/\ Fimliibh’»—-"‘%—.ﬂli‘g:é‘(;%

=

e
A

v

P EAR AR SR AT 0 TS e
Fhec R A N uEgpHp F o TR REF Y REDER AR AR D F

AT L LR R TR Y AR RGBSR A (£

AP ERRESES U S R s (2 32) #HEpFerRk

FoX 2 fptepfar FEP e g > &aFr0 B3 F aBRraag

25

DOI:10.6814/NCCU202001816



S | B | BRE #£# | Instagram | & p L35 | & 3k
g | RrEF | @2 Instagram | FF R
Instagram | & € i g | (] BF)
eF R E 5 5E A
()P
sxhadzfs |25 |6 1 diEs i~ |15
JRAF ~ oA
A& g IEF | 25 0.5 £ 9 S RA |1
L1 |24 |6 1 R A L = |
A2 B FRR A T
PR AT
FMCG =41 | 25 6 1 w¥E S F54 (1
AR hat B
GAEY s |26 |7 1 F48 4% (1
iz e KOL »
o AP IR AT T
[
g4 26 7 1 Fa 0% |1
wa ~F2
f
g4 24 5 2 CEZNE S ]
rf,‘;. N L
% gk
EHER 25 |7 0.7 flg ~4 |11
FF o~ 397 B3 e
g4 27 |7 1.5 JRAF ~ BN
EFT
KOL ~
X R

% 3-1:

< —~ 4
')i"‘z%'_!ﬁ"‘ %2‘\*
s

AR I

o+

26

DOI:10.6814/NCCU202001816



A 3
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45 & Twitter 3.26 & * = o 1945 Pew Research Center ¥ %3F 2 [78]4 7+ > 2019
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oav = oQv - R loav - R
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s dior Striking fireworks hav dhor Swhdag ks e Fispred
dior Offer the dream of perfection with Dior must-haves. @peterphilipsmakeup of th rphilipsmake po( this new Dior Holiday Collectior
Gift your skin with the radiant Dior Prestige La Creme, HAPPY 2020, FRoPY 2020, Creste your alor-made gift
dazzle in the spotlight with Diorific lipsticks and.
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