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Abstract: This paper examines the efficacy of the social media marketing for the Taipei 2017 Summer Universiade with the 
“Stimulus-Organism-Response (S-O-R) Model”. We had aspects such as the “degree of communication” (S) of the media 
marketing content of the Universiade as the antecedent variable, the audience’s “degree of favorable impression” (O1) and 
“degree of trust” (O2) the mediators, and the “desire to participate” (R1), “assessment of events’ efficacy” (R2) and 
“supportive actions” the dependent variables. Online questionnaires were used for the survey with 303 respondents from 
Taipei City, and the proposed research hypothesis was examined with structural equation modeling (SEM) techniques. We 
found that five variables in the social media marketing of the Universiade, namely degree of communication, degree of 
favorable impression, degree of trust, desire to participate and evaluation of events’ efficacy, showed significant positive 
influences. Favorable impression and trust were important mediators of the S-O-R framework, which can efficiently 
explicate the efficacy of the social media marketing for the Universiade. The result suggests that government agencies 
should endeavor to increase both the quality and quantity of the media content when organizing social media marketing 
events to reinforce the media’s efficacy so that the audience’s perception of favorable impression and trust would be 
generated. This helps enhance the citizen’s rating of the marketing efficacy of the Universiade as well as their own desire to 
participate. 
 
Index Terms: S-O-R Model, Taipei 2017 Summer Universiade, Social Media Marketing (SMM) 
 
I. INTRODUCTION 
 
In recent years, the internet has popularized and 
become a necessity of life following the rapid 
development of technology and mobile device, and a 
general increase of the amount of time people spend 
online. The internet not only have changed the way 
people communicate, but at the same time has 
replaced traditional media, newspapers, magazines 
and written letters to become an important medium 
for advertisement and marketing. Various types of 
social media have emerged following the growth in 
the number of global internet users. According to a 
survey by the Institute for Information Industry, 
Ministry of Economic Affairs[1], in Taiwan, in 
average each Taiwanese owns four social media 
accounts. Facebook (90.9%) and LINE (87.1%) are 
the two most popular social media. Taiwanese 
people’s favorite, Facebook, has over 18 million 
active users in Taiwan, meaning that over 70% of the 
population has a Facebook account, and as many as 
17 million of them access the social network via 
mobile devices[2]. Social media are not only a 
channel through which net users interact, but have 
also become a bridge by which the government, 
businesses and organizations communicate with the 
public[3]. As the government and a great number of 
businesses have thoroughly understand the 
importance of the internet to the audience, they 
started managing web communities to build 
relationships with the public and clients and promote 
their brands, reaching goals of social media 
marketing (SMM). 
The Taipei 2017 Summer Universiade was the largest 
international multi-sport event held at such high level 

Taiwan has ever hosted. Despite the fact that the 
event could help raise Taiwan’s visibility on the 
international stage while enhancing the coherence of 
the people, it was unknown to the public and was 
even looked upon with pessimism at first. The table 
was turned when the media marketing events amazed 
the audience, made a hit and were shared and 
reposted via social media. As a result, the sports 
event earned acclaims across the country. A study by 
K. Jiang[4]et al. proves that the SMM for the 
Universiade efficiently advertised for the event and 
heightened its appeal for the audience. However, it 
was found that different types of SMM drew different 
groups of people. Therefore, we found it necessary to 
examine the influence of SMM events of Universiade 
on the audience’s organism and behavioral intentions. 
This study looks into the correlation among variables 
of the degree of communication, the degree of 
favorable impression and that of trust, desire to 
participate, assessment of events’ efficacy, and 
supportive actions in regard to the SMM of the 
Universiade. Based on Mehrabian and Russell’s 
Stimulus-Organism-Response Model (S-O-R Model), 
we propose a three-level analysis structure with the 
degree of communication (S) as the antecedent 
variable, the audience’s organism of the degree of 
favorable impression (O1) and the degree of trust (O2) 
the mediators, and the response in terms of the desire 
to participate (R1), the assessment of events’ efficacy 
(R2) and supportive actions the dependent variables. 
With this structure, we aim to analyze the SMM of 
the Universiade and to gain an insight regarding the 
influence of the stimuli of marketing events and the 
organism that follows on one’s behavioral response. 
The analytic result of this study can be a future 
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reference for government agencies and businesses 
that seek to run web communities and make 
marketing plans for their specific festivals and events. 
 
II. THEORETICAL BACKGROUND 
 
1)Social Media Marketing (SMM) 
SMM is a socialization process in which individuals 
or businesses establish long-term communication and 
interaction with their target customers via services of 
online platforms where net users congregate[5]Such 
types of service of online platform have gradually 
evolved from congregation sites at first into 
personalized spaces. The high degree of 
interactiveness of such internet services allows users 
to interact and communicate with each other, thereby 
help boost corporate images and customer satisfaction, 
and indirectly market and sell as were intended. 
According to[6], SMM comes with many advantages. 
It is able to implement relational marketing by 
connecting businesses with customers with lower 
costs, drawing them closer, and even allowing 
businesses to instantly respond to their customers’ 
requests[7][8]. Moreover, [9] pointed out in the 
literature that businesses can use SMM to build 
relationships with customers, publicize their brand, 
achieve marketing goals or use it to observe market 
reactions. In sum, government and business owners 
market via media for that it not only allows 
consumers to know about the brands and products 
while prompting users in the community to generate 
word of mouth and take supportive actions, but also 
even creates more opportunities for marketers to 
interact with the customers and strengthen customer 
loyalty[10]. In addition, SMM can be presented in 
various forms, including texts, images, music and 
videos. Through creating their own interesting 
contents that meet the audience’s needs, businesses 
are able to attract attention from customers and form 
cohesion within communities, which then generates 
trust, followed by actions supporting the events as 
well as co-creation. To conclude, this study sums up 
the four major concepts the audience have towards 
SMM: interaction, favorable impression, trust, and 
participation. 
 
2) Taipei 2017 Summer Universiade 
The 29th Summer Universiade took place in Taipei, 
Taiwan from August 19 to August 30, 2017 (12 
days). It was the largest-ever international multi-sport 
event held at such high level in Taiwan. I was also the 
third international multi-sport event hosted in 
Taiwan, after the 2009 World Games in Kaohsiung 
and the 2009 Summer Deaflympics in Taipei. There 
were 22 sports, including track and field, tennis, 
badminton, weightlifting, martial arts and roller 
sports, among others. Taiwan performed brilliantly in 
the competitions, bagged 90 medals, including 26 
golds, 34 silvers and 30 bronzes and ranked third on 
the final medal tally, following only Japan and South 

Korea, marking the country’s best record since its 
first attendance in the sports event in 1987[11]. 
 
3) S-O-R Model 
The “Stimulus-Organism-Response Model, S-O-R 
Model”, proposed by Mehrabian and Russell in 1974, 
was first used in the study of environmental 
psychology. Later, it was gradually extended to the 
field of consumer psychology. The theory explicates 
the inter-relationship and importance in regard to 
consumers’ emotions and behaviors[12]. Stimulus 
refers to environmental influences that stimulate 
individuals. The impact on the emotions of the 
audience’s organism generated as a result of such 
stimulus will then affect the audience’s attitude or 
behavioral responses. The S-O-R framework has been 
applied in many studies. For example, [13] believe 
that marketing and environmental stimuli that have 
been received by consumers will influence their 
cognitive state and future consumer decision-making. 
[14]looked into online to offline (O2O) SMM with 
the S-O-R model, investigating the influence of 
consumers’ trust, knowledge-sharing, and community 
identification on their desire to purchase. They 
concluded that social media should be manipulated in 
a way that reinforces consumers’ trust in the web 
community, for it helps increase the consumers’ 
future behavioral orientation. 
The basic framework for research for this study was 
built on the S-O-R model proposed by[15]. We took 
the level of communication of the SMM for the 
Taipei 2017 Summer Universiade as the stimulus (S) 
factor, which aimed to arouse favorable impression 
and trust in the audience through various marketing 
events to prompt them to generate desire to 
participate, assess the events’ efficacy, and take 
supportive actions. 
 
III. RESEARCH MODEL AND HYPOTHESIS 
DEVELOPMENT 
 
1) Research Model 

 
 
2) Research Hypothesis 
H1:The correlation between stimulus (S) and 
organism (O) of the SMM for the Taipei 2017 
Universiade in a S-O-R framework. 
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H1-1: The degree of communication (S) of the SMM 
for the Taipei 2017 Universiade has significant 
positive effect on the degree of favorable impression 
(O1). 
H1-2: The degree of communication (S) of the SMM 
for the Taipei 2017 Universiade has significant 
positive effect on the degree of trust (O2). 
H1-3: The degree of communication (S) of the SMM 
for the Taipei 2017 Universiade has significant 
positive effect on the desire to participate (R1). 
H1-4: The degree of favorable impression (O1) to the 
SMM for the Taipei 2017 Universiade has significant 
positive effect on the degree of trust (O2). 
H2: The correlation between organism (O) and 
response (R) of the SMM for the Taipei 2017 
Universiade in a S-O-R framework. 
H2-1: The degree of favorable impression (O1) to the 
SMM for the Taipei 2017 Universiade has significant 
positive effect on the desire to participate (R1). 
H2-2: The degree of trust (O2) to the SMM for the 
Taipei 2017 Universiade has significant positive 
effect on the desire to participate (R1). 
H2-3: The desire to participate (R1) of the SMM for 
the Taipei 2017 Universiade has significant positive 
effect on the assessment of efficacy (R2). 
H2-4: The desire to participate (R1) of the SMM for 
the Taipei 2017 Universiade has significant positive 
effect on the supportive actions. 
H2-5: The assessment of efficacy (R2) of the SMM 
for the Taipei 2017 Universiade has significant 
positive effect on the supportive actions. 
H3: The S-O-R model is fitting for the analysis of the 
efficacy of the SMM for the Taipei 2017 Universiade. 
 
IV. METHODOLOGY 
 
1) Measurement Development 
In regard to the independent variable, or the 
marketing stimulus: the operational definition of the 
degree of communication in SMM is the degree in 
which audience accepts the communication and 
interaction delivered by different forms of media 
marketing contents. In terms of the mediators, or the 
organism: the “degree of favorable impression” is 
defined as the audience’s favorable impression 
towards the SMM for the Taipei Universiade, and the 
“degree of trust” the amount of confidence they have 
in the event organizers. In terms of the dependent 
variables, or the response: the “desire to participate” 
is defined as the audience’s desire to attend in the 
events generated after they are exposed to the various 
kinds of marketing activities.  
The “assessment of efficacy” is defined with 
perceptive appraisals such as the splendor of opening 
ceremony, the athletes’ good image, proper use of 
fund, outstanding performance by the Chinese Taipei 
team, effective promotional video and the organizer’s 
devotion to the event. The “supportive action” stands 
for acts such as watching competitions on-air, 
discussing about the events in web communities, 

buying tickets to see the sports live, inviting family 
and friends to join, searching online for related 
information, following the event’s fan page and 
volunteering. 
The Likert scale with five items was used in the 
questionnaires for our surveys. The items 1 to 5 are 
respectively five statements, ranging from “strongly 
disagree” to “strongly agree”. The responses were 
quantified. The higher the score, the more the 
statement of the corresponding item is identified with. 
In addition, questions with categorical variables were 
also used, for example, “in what ways do you support 
the Taipei Universiade?” 
 
2)Data Collection and Sample 

 
 
V. DATA ANALYSIS AND RESULTS 
 
1) Test of Model Fit 
Table 2 shows the model fit of the model for this 
study. The absolute fit indices indicate a fairly good 
fit of model (χ2/df=7.12、GFI=0.95、AGFI=0.84、
RMSEA=0.14). Due to the fact that the total of 303 
samples required a large sample analysis, and that the 
responses were inconsistent with one another, the 
values of χ2 (Chi-Square) and RMSEA were 
relatively higher. According to the principle of 
majority rule, a number of the indices meet the 
requirement for good fit; therefore, the model for 
measurement has good external quality. 
 

Table 2 Overall model fit 
Statistical test Result 

χ2(Chi-Square) 42.7 
Degree of freedom, df 6 

GFI 0.95 
AGFI 0.84 

RMSEA 0.14 
NFI 0.96 

NNFI 0.91 
 
2) Descriptive Statistics of the Different Aspects 
The audience’s scores in the six aspects of “degree of 
communication”, “degree of favorable impression”, 
“degree of trust”, “desire to participate”, “assessment 
of the efficacy” and “supportive action” is as follows: 
overall, the highest scores in terms of the stimulus 
and organism of the audience as a result of the SMM 
for the Universiade went to the “degree of 
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communication” and “degree of favorable 
impression”, indicating that the audience learned 
about the Universiade through the various media 
content and interactions and generated the organism 
of favorable impressions. On the other hand, the 
audience scored relatively low in their “supportive 
action” to the events of the Universiade. This is 
owing to the fact that the majority of the audience 
participated in the events via the internet instead of 
taking actual actions, as the thriving internet and the 
diverse social media has provided more options in 
terms of the ways by which the crowd participates in 
events. 
3) Marketing through effective social media to  
As shown in table 3, the square rooted AVE of each 
of the aspects ranges between 0.453 and 0.788 and 
most of them are larger than the aspects’ correlation 
coefficients. This shows that most of the aspects met 
with the evaluation criteria, indicating the existence 
of discriminant validity and that the model has good 
internal quality. 
The examination of the model from aspects of the 
model fit and the discriminant validity reveals that 
both the internal and external qualities of the model 
are good and fitting for running the structural 
modeling analysis next to examine the potential 
causal relationships between the variables. 

 
 
4) Structural Modeling Analysis 
Fig. 2 shows the causal relationships of the SEM of 
this study. The solid lines stand for that PA is 
significant as examined, while the dotted lines 
indicate insignificant paths. The t values are 
presented in symbols. If t>1.96, then p<0.05 (shown 
as “*”); if t>2.58, then p<0.01 (shown as “**”). “***” 
signifies p<0.001. 

 
Figure 2: Structural model 

A) The correlation between stimulus (S) and 
organism (O) 
According to table 4, the path coefficient from the 
degree of communication to degree of favorable 
impression is 0.79, meaning that when the estimated 
value of the path coefficient is significant, the two 
variables have a positive correlation. In other words, 
the higher the degree of communication and 
interaction between the audience and the SMM 
content for the Taipei Universiade, the higher the 
degree of favorable impression. Therefore, the 
hypothetical statement 1-1 is proven. The path 
coefficient from the degree of communication to 
degree of trust is 0.42, meaning that when the 
estimated value of the path coefficient is significant, 
the two variables show a positive correlation: the 
higher the degree of communication between the 
audience and the SMM content for the Taipei 
Universiade, the higher the degree of trust. Therefore, 
the hypothetical statement 1-2 is proven. The path 
coefficient from the degree of communication to the 
desire to participate is 0.26, indicating a significant 
estimated value of the path coefficient and a positive 
correlation between the two variables: the higher the 
degree of communication between the audience and 
the SMM content for the Taipei Universiade, the 
more people desire to participate in the events. 
Therefore, the hypothetical statement 1-3 is proven. 
The path coefficient from the degree of favorable 
impression to the degree of trust is 0.42, indicating a 
significant estimated value of the path coefficient and 
a positive correlation between the two variables: the 
more people liked the media marketing, the more 
they trust it. Therefore, the hypothetical statement 1-3 
is proven. 
 
B) The correlation between organism (O) and 
response (R) 
According to table 4, the path coefficient from the 
degree of favorable impression to desire to participate 
is 0.12, indicating that the two variables are not 
significantly correlated and therefore the hypothetical 
statement of 2-1 is rejected. The path coefficient from 
the degree of trust to desire to participate is 0.52, 
indicating a significant estimated value of the path 
coefficient and a positive correlation between the two 
variables: the higher the degree of trust audience has 
in the SMM content for the Taipei Universiade, the 
more people desire to participate in the events. This 
proves the hypothetical statement 2-2. The path 
coefficient from the the desire to participate to 
assessment of efficacy is 0.55, indicating a significant 
estimated value of the path coefficient and a positive 
correlation between the two variables: the more the 
people’s desire to participate in the Taipei 
Universiade, the better the assessment of efficacy. 
This proves the hypothetical statement 2-3. The path 
coefficient from the desire to participate to the 
supportive action is 0.26, indicating a significant 
estimated value of the path coefficient and a positive 
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correlation between the two variables: the more the 
people desire to participate in the Taipei Universiade, 
the more likely they will take actions to support the 
event.. This proves the hypothetical statement 2-4. 
The path coefficient from the assessment of efficacy 
to supportive action is 0.07, indicating that the two 
variables are not significantly correlated and therefore 
the hypothetical statement of 2-5 is rejected. 
 
VI. DISCUSSION AND SUGGESTIONS 
 
1) Discussion 
Through data analysis, we came up with three sub-
topics for discussion. They are listed below: 
 
A) The SMM is capable of influencing people’s 
cognition and thereby changing their impression 
towards events. 
Following the development of the internet and the 
emergence of social media in recent years, businesses 
and government organizations, one after another, 
have started running their own social media pages for 
marketing purposes. For the Taipei 2017 Summer 
Universiade, the SMM was also used as an important 
marketing tool to market and advertise the brand for 
the sports event. However, the marketing events 
during the early stage of preparation for the 
Universiade drew overwhelming criticism from the 
audience that eventually forced the Taipei City 
Government to form a media marketing team to 
remake their marketing plans. According to our 
causal graph, the audience’s degrees of favorable 
impressions and trust are keys to effective SMM. We 
found that the audience learned about the Taipei 
Universiade via SMM, generated good impression 
and trust as a result. They then took supportive 
reactions and consequently, identified with the brand. 
 
B) The audience’s favorable impression and trust are 
the most important mediators in SMM. 
The study shows that the degrees of favorable 
impression and trust play crucial roles in SMM. This 
suggests that one should endeavor to boost both the 
quality and quantity of the media, enhance its effect 
of communication to the people, thereby generate 
good impression and trust to boost the audience’s will 
to participate and follow up on the events. 
 
C) The S-O-R model is fitting for evaluating the 
efficacy of the SMM used by government agencies or 
NGOs. 
The results show significant positive effects from 
stimulus to organism, and from organism to response. 
This means that the S-O-R model can efficiently 
explicate the efficacy of the SMM of the Taipei 
Universiade. We hope the success of the SMM for the 
sports event can be of a future reference for 
government agencies and businesses that seek to run 
web communities and make marketing plans. 
 

2) Suggestions 
The main purpose of SMM for government agencies 
and large businesses is to increase the audience’s 
number of visits and thereby boost the brand 
exposure and image. For small business, on the other 
hand, the main purpose of SMM is to attract the 
audience to purchase so the profit will increase. We 
found that the application of S-O-R on SMM leads to 
a very positive loop. Through the mechanism of 
stimulus, organism and response, the audience is 
prompted to act; and the main factor affecting their 
supportive action is their level of involvement in the 
media. For the reasons stated above, when planning 
for SMM events, one should emphasize the quality 
and quantity of media and enhance the 
communication and interaction with the audience so 
as to gain favorable impression and trust from the 
audience and boost the audience’s will to continue 
their support. 
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