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HH R AT RAE I I 3 R i AU e B,

x| SCHR TR RAE20144F F1201 548 (113355 16
SCHEATGEvt, I A I283 5 18 SCPHAA 1 5 o Bt n],
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agenda®) o MUVETE RS, 19 BIAR =21 1) 5% 4 171 88

FE Web of ScienceZ | (&) A, W E BRI /NTF 3R S 8 im], M 7 3F
B4 e S NN ; Il
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9 | Computer Science Interdisciplinary Applications 36 548 Social networks(14)/Social networking
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. . ¥
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12 | Engineering Electrical Electronic 31 472 site(2)/Networking(2)
13 | Computer Science Software Engineering 28 4.26 3 | Facebook Facebook 25
14 | Social Sciences Interdisciplinary 27 4.11 4 | Twitter Twitter 22
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L “Web 2.07 . “HIVERRAZE" L “dlk2.07 .
“RRFL” S SR IO AR, AT LA AR A A
F2 [B A 2 A AR BIF 72 40 L 0T BRI — SR TR A
Web 2.0 9H FAE A R R TR A,
FH PR T EZ S 5RIE . V818 52 1AL
2o FLPAE B 2 0 B F T S i 22 4k 2 BAT 25k %A
Wz, HZnEEZS5HENNEHXEEE R B
ZFE, A MR IZ I E K& At M E. K
TH P A2 BN 25 1 I R A 9 H 28 52 31 5 R I
J iz KvE. B, NamFlKannan (2014) PLSERR 1525
(Delicious) AW TR &, I NP AERKRANEZH P
X it LD R R 8 R 7 it S R 2k SRR A AE 2R B, I ) iR
B RoR R I A A RSN CES S TR e
RORA T 25 RBLIE FoAd J5 7512, PaniaguafllSapena
(2014) 45 H 2 IR AR F 35 K& HHVH 9 & DTk
WA HRE S HREd R F R, X EE7RIE T CUH
ST 2 3 AR G, 9 A A8 H A B AL R S B A
W, AT 25 530" . Song (2014) HEUR
BB TSR 6 DRSS E LT R EE &
FESENAY, FRI G KBS 42 9 5 AR A5 3078 2 3 1A F0
PR L5, S H TV 2 R A (G IO HE R0 . Khan
(2015) L2 7 H P A A 2SR BUM 0TI, VR4
[ 3R T BUR2.0 (Government 2.0) [R5 DL = B,
BUF2.052 )it (Government 2.0 Utilization Model,
GUM) , 1A 2 R B A R A AL AR AT BUR 2
SRR RS A o A AR A2 2 P X A A% 1) AN [R] BB
LR P 7 UM 2.0 7E S it A 1 I AR A B B 15
BAteth QD - KRB ME (RED fIt 25 5
a9, Torre-Bastida%f (2015) Mif SR A L
PR T — AN B RO B E S AL 2 A AR
G b A A AR T OB R A T R R &R
B TR PE IR S, O i th 2k A T A S A
WP R 58 2 2R SR AR L A I E RS R 25 BT
W, F A BN S TR R o 4 B N R 3R
855, 3 EARIAEPIANTT T : — =R A B R a6
PSRRI P 2 AN 5K, 3 i 2 2L e S R 71
TR PR U AR A M AE B S B S5 A0S Bk
ITHG, HRAH R S I3k
SR, 75 5 A Ml 45 ROFN 20 23 e 55 7= A= AR B 52 i 1)
[FI, FH P AR B A T A 58 B R RS
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BEE 2 M H LA IR B4R, 20t Al GOR LA
B AR AT 2 o D% TP AR B 2 1 o 4 T A A
DAtk 52 BURF L AT AR . Qi%% (2014) Mg T— ANl
B A N (Marketer-Generated Content) 5
WS YH o 2 A S A v FH P A S AR i £ THT N 25 B B 2
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4b, Catoiuff (2014) figth: FI AT 1A KELE4E 26 e 55 IS
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JUE BT REA 20N A B FA 1 BB Wy, (R 2K 2 P AT
NIREE LR, Wias (B HE il FH P 5 S5 Fa RS B ) 2
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UGCF & FR AL 1) 1A 9¢ R A5V ) B K O 2R
TR FURF R ]

4.2 H LR R B 5E
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L N I NI R NI 1] 3 g aai R A K¢
TR A SRR R] A AR, AT AL AT H 2
25 % AT A R T BRI by, A ek
PRAE 25 ST B FH AT 9 32 3038k 5G 7 o e, dhax b it
PRIEHT RIS B AR B = AN B
Mt E 2, AEEFEE. (1D 7fEBEF 55O,
Jussila. KarkkainenflAramo-Immonen (2014) i it
A 1) 25 T8 A A T, 25 22 B2BAR Ml A 2 A G Ak fef
FH 2B LA, A 28.8% 4 1A A A A A+ o A i A4
BEAT AR MV N BRI, 12.8% M A AV 5 SRk A]
i AL AT 257438 . Huotari%s (2015) ¥
S R FF 5 UE T B2B AR ML G AL 2 AR & E AR A
B B, I AB2BAY AT DA B 42 7E A 2 A AT
& LRGN A 5000 8 0l K S i B
P25 R I B A ol B T B A 2 A AR S R AT, T
DL I G TR B 40 B0 45 1) 4 A plu AR BT e A
7Y, Dehghanifii Tumer (2015) #f 5T &I, Facebook
LT RE % 3 SR T ARl TR N B
AR, 0K T 256 9 2 T S R SR P A R 2 R

(2) TEEH 9, PaniaguaflSapena (2014) &Il
P 2L A 5 (WiFacebook. YouTube. Twitter)
AT RE FEAH O R 5515 B A S BT, AT LA R 38
A= i S RS E BRI G R, SIS E R )
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gxa . (3) FERIRE FEAR, Mukkamalafl
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FEAN AT T 2R 100 i R 52 vk A1 23 =X Wik R 30 1
PEfS, B2t A ERAL 2 A0 R0 VR EE RS AHE 42, i AE SR
E VA 3R AL S BRI BT, R AL 3
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ILFRE BT I AR 5 F, IR ZE TP R e K B
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G328, KIS AN TR R AL A 2 AL AR e 6 6 bt =
HLWAN AR SR E IR Z R, R T2
MHTRALE . thabh, “T 57 “Bihg s’ “PBaE
7 M EEE R RGP L AR .
“HE” M RS S EAR mAERTE, H 2R B H
AIAE S AL AR N A5 OE 2L 2 22 R 2 A TR e
&%, JECTE R N B TR R

4.3 FPR R

W AR BAT TR “AadlEm” . A4k
KR PR SR AR AR, AT DA H AP OR
FAMTIT 52 B AP L2 A AR ST 2 AT e OV
P Z ARS8 2R, R P AT & FhA A I 2R Al
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R 2 AN QQH F HE2 IW SEAT R B2, K30
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(R #E 2> BN I 45 1E [ . 3 52 W) F P S AR R g or. 3t
[FE 5 ARSI R I HAL 2 AR RIX = AN 4 FE )
Facebook H &%) #h2x i 5 B =M AR Z 517

R AR SR, Jin (2013) #%%2 [ Facebook i
HE ARG MNP R RS KR e
BN, =38 2 (R AR BRI, LA S R ARE BR
HE Hhax iz {8 A 5 R S i, P TR
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B ARE B R\ KR, IR
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FEIX RN REREZE N & B IR A FIAE , B 7045 Rt
ANV 3 5 3 I A AR I 5 4 B % 7 B AR
ISP OB AT — 2 S H M EPY. Cheng%s

(2015 BEFE I, #2578 E IR E M B R Rl fERR

IR T Fh o B R ARAT 15 i 0% 78 2 B T 4 57
EAFAEANGRIC RN, XM ¢ RAR T m 25t
AR LA RS 55 Ja B R IAT N ™. 5i4h,
A 4R 967E . Valentini (2014) IR “H41k
AR 8 He Ok RIARAL P2 AR AR R A X — 1 B A
S AL, T T 78R S i DA N 3K — 8 KT AL )
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FE 5 5 Bl — AR R DY,

4.4 FPAT R

N

s “fs B

“NDRZH (RT125.25) 7, “(SEILE
CREARILE) 7 “T IR AT 7 “THRH
ATN7  “RH” U RIAT R BRIR S B iR 1) A A
K, T LUE AL 2 A IR 55 T 1 A7 R 9T 3T 4R
RZ BRI V2 0E. B, WarrenZs (2015) F
T2 B AR BB T Facebook FH &0 443 1] Bl f5
BIZEMARSEIT AR R KR, SHIERT 74
RRPHSH BB BT HLFAES 5B EWNARE
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EWF AR 752 IEEA IR BT, Y 2 #00 T5eikE
(1045 AT 5 e FE 0T U7 ) R RSN S ¥y 22 LIS B, 1
AV AR 1) 5 T Y 2 5 7E 2R A5 1S9 28 35 1) R S A ) 3
178, B L 55 2 3 AT UE I SNSHY 226 T ok
T B AT SR (0 S DL R 9 A B, Haijli
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T G 7 R ARG UEA e AL ST S50 T P T
LR Vel e AR AR AR R, G R T AR R R A 3 HE,
SR B 47 AP, PengE (2015) 8T R HIHF AT
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TR, st R & LR E A X Z e H
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Archambault®s (2015) LI RIAT NER A AELE T
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PR AR LA RN, O P AT AR 4k AR 4Rt
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TR AR EE SR T FE R FEER
WA F 2505 BAT DY, SR AR IR BT N P AT
B R R N AEBILR s [ 04 2 A S0 A B 7 4 4
FR) A L] R
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ML LAFE H, “BIHL” . “HARRA” . a5
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FA ST PR A i, ] D03 3t 2 b FH P 22 i A () Bl L
KFGAL A BN AR L B AT N B E 2
BB RE R /L AN NJZ T, Leftheriotis Al
Giannakos (2014) A& &I, ThA|F= R 3 XA
BT 53 A FH o A A 1 T2 TR,
I AL SRR AR T 3em 5 T TS
Tsiotsou (2015) SCUEHFFL 45 SR KB, 75 SNSH: A /Y 2%
WEFIAEE R, 25442 K & (Parasocial relationships)
2=iB i #4355 & (Social relationships) [B]FE52MSNS
HPAT N R, AT = B SNSH P S = A B
PR FERY, LeeMHyun (2015) R 7 ALEJM S
U 0] 75 20 0 Ui b DX AR SR AT, R B A A8 AR A IO A
JAAE FH AE 2T Ui AL [X 2> 45 380 T8 388 [ 4 Ak 520 P 1)
W], AR AR R 58 50 B P 22 18] (94 18 A I, i 26 5
FA PGk DX B2, AT = A A2 75 SR 9N AE ARk Ui
FEIX R AT v R, IR HIG %R 95 (emotional
expressivity) £ IF [f] i 15 = B 54T B R 2 1) AR
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TR [ 2 AR A ZH 2R 3 BSORISR: FH AR 52 i R R A
R, e R D7 RS RSO AEAS . O H 7 AR R A
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TG IR AL S AR AR 5 BORR AT BRI, T
i 1 2H G RE AT K A 1 TR0 S i Ak o AL AR AE
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Review on Foreign Social Media Research from the Perspective of the Citation of a Hot Article

YANG HaiJuan, ZHA XianJin
(School of Information Management, Wuhan University, Wuhan 430072, China)

Abstract: Social media is a group of Internet-based applications that build on Web 2.0, and that allow the creation and exchange of information by users. Social media
can be regarded as an important social library system. The paper “Users of the world, unite! The challenges and opportunities of social media” by Kaplan and Haenlein
(2010) has played an important role in social media research. In the current study, a statistical analysis was performed on the papers which not only cited this paper but
also was indexed by Social Sciences Citation Index (SSCI), so as to present the status and hotspot issues of foreign social media research. The results indicate that foreign
researches on social media have developed rapidly and steadily from 2010 to 2015, with a number of highly cited authors’ academic viewpoints being extensively
concerned and recognized. Meanwhile, America ranks first in the achievements of social media research. Universities are the main institutions of social media research
and the researchers are mainly from the fields of business economics, computer science and information science library science. Moreover, based on the word frequency
statistics of keywords and the content analysis of relative papers, five research hotspot issues were summarized in foreign social media research, namely, user generated
content, social media applications, user relationships, user behavior and user adoption and satisfaction.

Keywords: Social Media;User Generated Content;User Relation;User Behavior;Satisfaction;Review
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