ELADRE T, 1 VARXT T LDIRENEIZDOWT I Y
A HEEZNTWET,

SETTATOREIZIRI-DTTA, ZMHLERAE
AT WTT, T—ER—=—ZIANNEFEST-OTTH, > F
CROMY FHATLIZ, 7 RXNXARWITETH?
SEERAEHF T CICZEEWZIEITSEH Y N-WWTT,

RBEDN D FL VWD BRVHFEIF, F—7— FPRETR
ZRELTAEL LD,

Instagram & advertisement& WD X% [#8%] I8
REEBRRL THATLIZE N,

BIZIEZ DL XA RINY £,

“I” or “she/he”? The effects of visual perspective on consumers’
evaluation of brands’ social media marketing: From imagery
fluency perspective
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