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Abstract: With the popularity of social media led by WeChat in China, the moments of WeChat
has naturally become a new type of advertising channel. However, most of interpersonal
relationships in moments are real offline, so ordinary persons as the brand endorsers in moments
are much different from traditional celebrities such as movie stars or internet celebrities. This

survey showed that the WeChat friends’ physical attractiveness, social attractiveness and moral

CHEARE] BIZAHREEGIRE S0 R A A S R0RT SRS O AT AL GibESE: 21BXWO082) .
(WEETA] REMR, J, Bt #d%, LR B RS s B by, 18 A4 5,

it A, 5, RE, UHI, e BCTSE AR TR BT S e SO A R B s

£ F B, M, e, ZEWEKRAFRER.

- 135



(ERERALE) - HFEHBBFITH 2026 5 14
identity significantly affected the acceptability of the advertisements generated by WeChat friends

in moments, task attractiveness and moral identity significantly affected the value perception
of the advertisements generated by WeChat friends in moments, and interpersonal intimacy

suitable for different communication goals, and WeChat users could improve the advertisement
effectiveness

had a mediating effect on the above relationships. Enterprises should select brand endorsers
effectiveness through offline interaction as well as online impression management.

with different characteristics including common people on the social media like WeChat to be

Keywords: Friend impression; WeChat moments; User-generated advertising; Advertisement
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iz HAd ANRAL . N 58 AR 2 i B A Bl A= B8 o 11 88 232 % (B = 0.380, p<0.001) I
S (B = 0.252,p<0.001) fELEBEEN EAEE, (B HS KoT.
3 AP EEMAERF AREEXRGLERR

e Ji R J3 5 TEAE [ 5 P J3# TR AE
TE AR ] 228%* 256%%* - -
i Gl 209%%* -.070 - -
ARG 71 .149% 077 - }
R 51 75 105 168%* - -

N B B AR 2 B - - 380%** 252k
HJH#A% R2 264 135 141 .060
F 25.009%** 11.493% 45,072% %% 18.141 %%

SE: bRk, 0k K S BIZTRARRMEROEIA 1%, 5%A 10% KBNS
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2. R R ERR R

WA BB (2004) B [ A AR BR v, EIR I B AT AR R T A, AT S|
N BRI S A, AhRRE] )) KA2 5] J % e 5 B EA RS, A e
R BRI AT SR A, DIbAE S e i kearth A T %, BIEGR H6d. H7b, H7c A H7d A
AL . DALF BN R A 51 8, LA 5 152 P 2 DR S O Ui AL 1, fﬁilﬁWL%AA@%%
B RS — SRRV OB AY 2, PRSI RS ET R B B o M D70, e LG iR A AR
R, BLRREALL,  DLE R R 2 5 8 u%%ﬁ@%l“ﬁﬁﬂﬁi3 FAEREA 3 LR AN
NN FEBRH S IS — R A 588, 19388 4. aBRas R sk 4 Fios.

%4 MBRERIEFAGEERFERKEEZROGPABZR

- JE G JE& & EAE
B 1 TR 2 FA 3 FA 4
#HAZW G ) 0.227%%* 0.177%*
LGl 0.160%* 0.128%
TEAEER I 0.276%%* 0.253 % 0.350%** 0.297%**
N R BRR B - 0.140* - 0.136*
AR R2 0.260 0.273 0.119 0.132
F 32.3002%%% 26.158%%% 37.340%%% 21.352%%

SE: Rk, R R S RBIFRRABRIRBOEIR 1%, 5% 10%KCEMEEZ MR,

H# 4, EAEERE . AR5 G] ) ARSI JIERARL 1 R EAAR B3 )31 %% 0.276(p<0.001)
0.227(p<0.001). 0.160(p<0.01), F m A A 58 ¥ 15 20 #8528 2 128, A% ¥ AR 3050 il &%
0.253(p<0.001). 0.177(p<0.01). 0.128(p<0.05). BEMRIE . #:3ZW5] S APFEWR 5] F736) B 2 2
ZRERI B B R EOREAR T, [RGBl SRS, T DAHERT AR BRI 2 BT AERR | . AR
G173 AR G| 77 BRA AAE RE e 2 FE 2 TE E T R, WU AR Hea  H6b Héc 57

Lhmﬁﬁﬁﬂ3¢@@%%%%0%MNWM)fMA#ﬁ%%&ﬂ4@ FEAEAL AR
%5 0.297(p<0.001), & AR [F) ¥ 138 1 (B MR WAL Bl BR AR BURAIC 17, IRV Bl B s SR B, T
S N\ B B 3 A S 8 30 ) Bt A A i 15 (BB R A 2 TR B 1 3B o /AR, Huak Ha
JOT o

( ) mﬁté‘n (]
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Je Samper 45 (2017) ™) {4k 58 4 — 8o AR B R 7E I A B I A A AR B AR
FER I AR ST, P RIFHGEEK R AR B M 2 B 1D 2 A A5 3 oy 1) 7
JEE, DR AP R 1) 3 A A i o 43 5 P AN B 5 TR A R I LR S R A, 3 RS2
PR AT A RO B 58, AR 2B R B S (R BT 58 . S8 WP T Hardy 5% (2011)
O 7 T 084 2 ) B AR AT 2 T IR R A

2. NS W BB A B AR EE RO A ERE

FENEEW S =ARMERL AR S| J3 AN 52 W 51 F M i 52T I AC 18 Az Bl i % 2 2
T3 B A I A B 8 RS DN R A B, MRS R L RS E.
HURH BB AFAE “SRRI2LF” IZIREN R, | “387 BN s imRUB i & 1N B B RS 1
P2 fE o [RIE, HRACWR ] 703 T 12 52 R (B I 1 5 B AR VY B A vh S G (0 N B
AN T R B BEATERR A2, T R R B S o AR R, T 52 SR 51 11
B . WTRERAERS S J12 P R 71— FE RS (McCroskey 55, 1974)F7, 1 S5 B E (8 A
FEBEAIN LTI TH,  SE AR E IR 0 TAR 2 A DA e, s & 2 AR A “IER 7.

3. NEBRRREZEERE T HABERESRR

NI 2 PR 50 8 0 A Vel P B s ROR A R A . — 2 AR BRI B R B K
V) A Pl 75 1 52 ORI B T MR, B B 8 A A A B I N A5 AT IR I A, 5 5 KA
Ko FANBAGAEM AR (Sinha 55, 2001) B, @ NFERFRHE L0 R A 7 K ETR
AR A i T ORI 8. EMRIB DT, ABRRE ROy, EERER . A5 Bl &
NI 5 F7 3T A Pl AR BB T (5 BB, i A e N PR il A T U A A e o ) 2
R a7 WE. EEH R AT, ST A4 & AT SR B A2 MRS B
INERCY SN SR W) I VX R O PRy - Gl

(=) HEROR

| RIFEEEFERERAEESENE

BT AR BRI B 5 AR AR, 3R] BRI IR SRR 5| JI AR AW 51 AR P AR 2
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T RS, BRI S SRR P AR A R, AR S 1 J858 4 9 1) 0 A Pl
TR RESIIS DI 2 (AR R] o 1T SRR T AU e i B AR B o5 (RS, bl 2R T AR
(7 JESHR i PO A R Bl 5 ) A P B 5 Y A i, T8 [ S T ) g o5 1 2 32 FE AVBLE A AR v
WIS . LR SRS AR IE A Ao P i A B A 38 B TR B RRAEATE R I A8 R 5 (B 4%, B
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