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[ Abstract )

Recently, it has become the norm for public libraries to run community media. The
use of online interpersonal links to quickly spread messages is also an important way to
promote services, but this is relatively limited in appeal to Generation Z users. In
addition to analyzing the library's current application profile, this paper also uses the
social media marketing strategies (SMMS) model, proposes that the goal of the
marketing plan should be based on increased participation, and that the target audience
should learn about service needs from the user behavior and motivation of social media,
and adjust the communication strategy with different platform features. This can create
positive communication situations and bring about benign interaction between libraries
and users of all generations
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2020 4 COVID-19 /2 A FRIFHGE R F A ¥ EMERERT > AMBEIRIBE S
BESERXERERZEZYRAFHFTE  BEH OO RELFZYE > 124
B3R 09 12 B 5 7T B4k R A AR o AR €109 28 B RS AL RBR
BARE) » XFRFTEAEZEGEEEMNARER  EHHEFRET
3% e 150 & (M k& 8.88%) 1 ~ E-FZ o5 48 MB A £ 5] 363 At » Kigg
& 108 EfMt > REkFZiE 42.35%] (TRE »2021) c HFHERERATG » REH
BHFEATRE > 35744 RAMKRF L RFAEMHEK T (25.68%) » LRAF
45754 JRA T (16.55%) » 18724 3R FIEALPRIE KB » £ E 16 075 RAGEL L
(4.39%) AKX ~ FE4E 4.27% ©

PR BRI 0 = ~ W R Y #RR A AT AL RATH 0 BRI A AR
HUEAMBFEE  2HLOFRRE LG 2 R B /2R K (digital native) »
REFRIFR T 442 3C B AL B4 2 (social media) » 748 RIE WG F &
MM EE R ELRBEFNAEY 2020 6B ML) > 2 #R(12724 5R) ~ M2
A m ARk R B EFiAR(90.2%%) | A= T3 B£3438(95.6%) | R#%
(HBEAGERBEART S 2020) c HUEBEFAERSE [ L LAR T O
(Pew Research Center)# 4 > tm EBAB LA F G ALBRL > T
(Facebook) #» YouTube B & F & » 12 18729 RF A & 7 Al Instagram 3K,
Snapchat » LHEFE#H N7 18724 5% 89 A4k Bl Instagram(76%) ~ Snapchat(75%) 2,
TikTok(55%) Fufd] & & (Auxier & Anderson, 2021) o %% {(ALFXT) £ 2020
FHAARFR2EBREAAL  THXADELELZEHMSS - R AL E =
P A B R AE 35% 0 A H EREALRE LAZ YouTube(37%) » H Al 5 B
Facebook(30%) ~ Instagram(16%)#= LINE(8%) » 2B ¥ A AR A EAE G #4X > F
I A R A AR A ARG (BRAES - 2020 11 A5 H) o

HZERDT > AHEBBMRANRE T FRERER > kB RXELH
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% B @ (the Singapore’ s National Library Board, NLB)##& 13719 3k F J
MEEE > BRA 1% F V5 R FHFEMAKMEM > AL FGI%) A L4
REERR R A3k AT > f B3R A7 B (35%) RE A F 45 (32%) )bl 1 5 TS
REBAA AT TR AR TR EHE G2 KHMFEZESN (Lee,
2019) o W Z Z » AABEHL Y T A (media) 2 & i (channel) » EHENLT T
(media richness)$2 B %38 & (self-disclosure)dF £k » 1 A & 48R R 1A A B
P EALG SR AR WA BE RS T R E S T2 55
(social commerce)(Dahl, 2021 : Tuten & Solomon, 2013) o ¥ & & & A% AL

AE R A REARS B RMERI > BERLREREZEZNTHE ~ AFFEHE
HELYEFZERET > BEERTRBRABAREEZ  § TFFEEH 2
B RAGH ER IR THE AT HE (EHE ~ Fhi > 2016) » £ FHRRFHY
SEmE R 0 RITEHEUE R FEARA PR ARBAGRLLEEH B - A
ARBAFHR ORER > BADRRBRALFH AR T IREME > TR
KMBE—BAE A LR LB ARG S L ETE BT AT (FEARK
T H 0 2016) o

fRF KRR RS8R AREEHALE RS EY - HAFE LR
Z ~ YouTube -3 & 4 & S EHGALBEIEL  MEREHEELALFZI—> 2L
SR B A R A G EREFMEE T L fededl) ~ w43 77
% B W% & (Bodnar & Doshi, 2011) o {2t %2 #1045 » TR FE RN H L P
HAER > RERSBEHRPWLERYEN » LR-E LR - AT~ £ F
KRABERERL#E XTI (Choi & Kim, 2021 : Husain & Mazlan, 2021 :
Mensah & Onyancha, 2021 ; Shakargy, 2021 ;5 Cheng, Lam & Chiu, 2020 ;
Harrison, Burress, Velasquez & Schreiner, 2017 : AR EJE » 2015 : £ &2 »
2015 : MhEH 2 2014) o RBEMITEH AT AN » T3B ] AR T AR LIES
FARAMRE  £H AR 2 ALF BB ERERAE AL > FAbiiE
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RN o T8 BB REIN AL EHARFTHEM (nass media) » &LF A
NEE S G B ey B AL (personal media) 0 # E B J] A (medium)
AR 46 T3 E | (vehicle)f%:%£ 3R 8 (Tuten & Solomon, 2013) o 78 4f#E A3 A
e b THAZ AR~ R | ZBHORMA > Li, Larimo $ Leonidou(2021)#
[ BE 4L B2 4745 % 9% | (Social media marketing strategy, SMMS)—3| & & &
[ & &R 8 47 By 2 & :’»\‘ | (organization s integrated pattern of
activities) » & TRIE X P 4 &g 4a I (brand-related) 7t X 4L 52 69 1% A 5 #%
SEAE TS PT IR IAT By o VAT 34 > A AR LM G (W)L (FE)BEA
AR TS TR ATREBATHAR] - BT X0 24 A LMATH
T A adcT e THAZ) 319 204 TAFR) i MARALEHER
BT TR ] o kB R BAlSA T B KA LA YouTube ~ IR F ~
Instagram #£8f A &% » AR 3T ~ LAEBERF 7 - RAE A H 5K > 2
AL TR ZTE o

R oA 3 BALEERA R

AR E TH s MM A4 ~ F 5 (egalitarian) T L E 69 A a8 B

AT ea 8k 32 %] (Peters, Chen, Kaplan, Ognibeni & Pauwels, 2013) » {231
REB efrRBFRE BT TN HELARFARERLERLXPEAYTHE &
BAFTEOREEAZIBY > REAFEL TR E RN RAGELEE > TUAR
W ERE AR Matson, 2021) 3828 FHAF il (Dahl, 2021 : Scott, 2017
Tuten & Solomon, 2013)#R 78 FATEE 2|89 T o &2 b A F 2 AT SAH
B AL BB 0 A 0 IR ZFo YouTube Z X R EHFE - L2 ZFHZTR LS » &4
W4 AL FHBAET > YouTube FF B4 7714 RAA#HY » AT EER
SR FAAETEE R LR RaRER  FRERMEAEE [ 2dH %M
Ao 2@ e Al AT £ 47 ~ BA R A R AFH - Lok 222 #8REK
I8 Instagram > RkEF 2 ERTEIN - hF CHRA > FHATEHEEZER R
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BBy AR ) AR ERINET LE 5 Instagram 89 [E 452 ] B ALBE R H
AMmANBRX 15 R » BEMEAE THF) » BAHDRLEKSRE > &8
IE T T 100 B BE L ~ HARIRB LR FIR4 o % = £ BN 2B 69425
T2 A (Twitter) NATEARERN > TRRAZZRGEEZEAPL ST Z
R 2020 & B W H/E) B > ME(97.1%)F= Instagram(47.2%) 4L AT R & »
Twitter 24 12.7%(M B EAEEEE TP 5 2020) c Hw - BHTEEE
KI5 FERALBIRIR L4 > (A H T QR code XA RATHZHRIKLLA »
BHRGALTEEEANE > ZTALINACTHBEAFED : AT TEHEXA
LINE B % MR » BBARTHERLLT —H—=F - AH O ABMALT £

— 0

R—  NART B ALBE LR E AR

raea 2THE #k T e T E 2 F T E 2@ HE = AT
o+ ARk A
YouTube v v v v A v
& & v v v v v v
Instagram v v X v X v
Twitter X X X X X X
# AR o 0O o (. O 0o
R @ QR code @ ‘)

XEM -~ 2dE ) s O=R4EFK

oo
Hr
R
B

V=H : X=# % #8:& (YouTube LA 2 T 2 B 4 ~
5}%3@%’ ?ﬁ‘ éy\ ( ~ Plurk ~ Twitter ~ LINE) o

AR 2 AR

BAHRAZKER  EXTRERZRDZUAREAS (EHREAE | B I o5
Mo 11 AR E » FRENe  TH -BA-ATHFE - TATE - AL
S FERBHEREI 0 BAKRMERLLZENAEH X — o @ YouTube E1%
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%% BEHARE > G LEFR AR ERURFF I FIHEF - S
BEEATEMBYE > FREFXAMFAGZAET RS E3m Eh AT R > ¥F
REH RE & o 55 Instagram B i % B E W FAAF - LI ARLE G
BAA s BB REHER YouTube H5H - EMARERE - K&EHKEE£EEZFF
B> AMAEZRAELZRAARE AN o E—PF R > & X T E AL
BMEXANF EHMY > RES ST L AATHEM - G TE GHALYS B
K podcast FF » AT T AL B A8 R AL A T BLA ORI 5 #73b 7T B B # @R E
BZReWmlE SRARIALH - FAXBEFHLG RO RMEY T 5 W
FRERNBRBELRR  THRLBENRAIA ATV F TG AT
AAERZ  AMERRB IR FIFER - RGF - ZHORAK; AdTEHLES
PR AR THRE A/ - RAE 6710 RAEHEBHE [Baker | o
[YouTuber | ¥ A& : 2ARTEHBERAGRETNL - HF AL TR
h5(876 k) EHAIR R BAFF XA LR 8 FAF T o 13 L RF H JE Bz B his
MR AREAEL > FREARTAEEER@EER » TERAAFRLMEG AT
Bl g REERHAT R RE (ZEGEALTRE) TR AAF R
ABRHERER » TX(39754 3% )ME Z##R (55773 &) % ARE ~ 72 #RK
(18722 3%) % M 1G AedfedF | (GF4HF > 2020 F 11 A 27 B) » W AMZ > LIRFF
T B B A AT EE 2
£ B A RHEL 0 A AR YRR

RERBFLITHARL  BARREEZHE BRSSP G ¢ ALY
ARB RN F A RABAMNFARE  ERMALZY TG A REL o
Ftg F2A 5 TR RMAE > TRRIEKTRBEALRRIB S -
R Ao AT AL BE UL AE S4TSRk 6% 51 & P ) (Li, Larimo & Leonidou, 2021) >
sbf & F R BN AL BAT SN RAE B AR L JAE EAE B AR 0 R B ARSI P A
IR B AREE S MERAIEA A A B A48 R
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B AR REATE R ME R AR CER B AR MAIER » 4= Keegan
L Rowley(2017)#h TR B BAZ] ~ TR T M4 I54% (KPIs) ] ~ T3K
B 3642 (metrics) ] ~ TEMLEIHL ~ TAR#RE] ~ TEEKR%R) ~EY
o BREBRARTHHEREHRGE » ZTAANSERMA SR ERA
4

FHIR o FEFEFEE B A BIESE o Li, Larimo $2 Leonidou(2021) B|#§4+
PEULRATS R R T B THeE ) ~ Té#yal ~ T4 & (throughputs) ] ~

Mo wWiBE: TERSy ) BN AT EMITHERE P AT EMIERNY
Mo MERTORRASH S s AR LA TR EY T 28 0 AZ
(proactive objectives) * AR BRI E P FH oy [44%) B A% ] (reactive
objectives) » B P AR A IR IE TR T4 (ImigBy ~ 424) 3] THIA% B 49
(RFA XS LE)RE o T BA 3B E M % 8313 (engagement
initiatives)fe B P AABEHAITE » AA LS ETHRBR I BB ELE > &
BPEARRG A T AREME RS » B3] 6 48133 T AL — &8
(continuum) » — 7 @A Al & & EEBRI] ~ H—7 DARERBRAL L AE
P AR LA 3 EA](co—creation) F ik IR ZAEAT B » BIRALE)
B AR E A A REIE o T4 F | B THHE€ X #H®A | (social exchange
theory) NG| K P B 5 BB AR TP T RA i L F Reg 7 X > B @48

BOyF @B RE BEPEANIEHPRETENLHE mEPAER
PEAEBRE B R TIGH » REAGREESIITAEI LD EIYE
% Tadh | 9REP 4 BER » TR TEAH AR E Sfe/RBEE S
CA R RE ] > FERPRAAME LGNS » FTARNE P S REHMS o
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B — 2R ALBEE B 4748 R ek (SMMS, social media marketing strategies)BAEMEARE =~

FHRIR :Li, F., Larimo, J., & Leonidou, L. C. (2021). Social media marketing
strategy: definition, conceptualization, taxonomy, validation, and future agenda.

Journal of the Academy of Marketing Science, 49(1), p.55

WE TG IETF A ER LT RG> RAFIRERE EHRF
BoRs ANFRARSBEHTERETEAARY  EAAFERES
AR P REEREBA R T s MALEREZEMR - Kliewer(2018)32 5 »
Bl L4 B FALPRSLRAT S T JE Bk IR AR AL > TAT4H & 48 3R (convincing)
1% R & 8% B W S 8947 B > A R IR A (outreach) SEA#F TAF 9k & 3] 3 M AL 2E Fo 22 B
BATR WP RSB T RG] > wITREZEAFTERBREAART S
FTHEBEZHEARAREDE - B > %538 [ 58 XH 3 (participatory
planning)ZE /A 5 A € A s WA B EHIE G RE BT R B
M F AR B Z AR 2018 FE A Oodi B » AR 48 LA 26 TR RF RS
12350 » BEHLAMXTAE - 9 2842 [H P % | (user developers)
ERABEERGER - FHRRBF R EARARN  BRBELARTER
LR HAE TERARTFHHLETHEMLAZEGBAZA F K] (Nicholson,
2019) o
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MEREEHS  EELFREBETRARETITAARE L HEENEA
(Alfonzo, 2019) o HEFEB XL G A4 ~ AFE ZHES LA FBEAT M BT
RE FRANSBESRE s LERBRGET - TRBROMMAE - BEALEMR
R TABZRLAGE [ TA AR ER TR PR ETE] - XA

[hofa #] A AL B AL AL 22 AR B 45 09 75 » VAR 3l 2 %4 A P ) (Zou, Chen & Dey,
2020) o LA 0 B EHE BARLIERM F L ARAETEY » AERFTHHFA
B EEAREIE > MARARKSREAN R > EFR KA P &8 R
TR RAHEAR L B N LTI 2 TR P AL LE R AE R By ik A
TE » PPERLEET MEERILITY o

BRI ERTTLBRRE R
Datig(2018)48 sh » M FALBF LM AN S48 » #d [REAEFHEPATL
MENETEAEAFSIAZEN TR - ERENEERAFERBR > HE
i TRE ] RAAXERE S (99.81%) ~ R EZELHENR(99.10%) ~ AHLY
#4X,(23738 5%) (97.88%) ~ s Aktg & Z #-X(94.96%) » IF S ARAB B IR, » 1245
THGFRERSOZY R TARF S F EAAFRL ~ TEAZ—KFIF
K TE T RAT/EFHRMEE R (Lo LB B ~ 2RFIEEK ~ KA &ZRGITHE) ) (FS
W > 2020 = 11 A 27 H) o 5 9 YouTube A ABBILR(93%) 1 F £/ H 2 Vi35
—RNFAETHELR > BA SSUIAFRBAY R A 1.5 10 » & B4
BRI TRRAFIRA > b HEH (55764 R)FEHFF M AR > TP H 61%89A
HRAER ~ @RS (44%) €3 1.5 S L#H F A E (Ipsos, 2019) o £#4
Instagram 89 & 3, » H HF 758 (18-39 3% ) 1% A rufs) & 68.10% ~ F F A (40-59 3%,)
B 21.66% 1 £FA(60 RAL)E 3.74% > 7] BIA4E R AR T B [ A SLAREG A
BB RE AR (69.06%) ~ TATHRFM (48.41%) 1 ~ T34 F 2% (41.93%) 1 ~
(A BB F(40.61%) ] AR T A > FAFEDH(38.45%) ] £ &
AT AR ALBE : THMAERT(82.85%) ) ~ TAHMAIREFHE
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(70.26%) 1 ~ THAJABELRTYE T R4z 5w (63.54%) | ~ [BHEA FEARE MK
5% 3, hashtag(50.14%) | & TG B A REF )AL (46.47%) | (2 H12BkAS
HHE 2021 F9 A 20H) o

APIEABFEB EEARES T WARETRF 2 RITFASA GE £ K
R o #]4e Instagram & FHAE £ % > 35 (TikTok) & Snapchat 7% 7| 3% 5 32 ik B
(Alfonzo, 2019) ; YouTube -2 ¥LIPAAEIAR F4R2 L MR » 122 4 37 H A AL g,
S EE > FINEEHETRICKHF SRR > AR R (55
2021 10 A5 A) - MEDREMALEIZRBAZ ST ISRRAPAMAR -
1% FAPAZ(54.4%) ~ I ABFM(17.8%) 3 M iz B @ (14.9%) 3 11.7% % 8 Iy &
Y B:(News Feed)if & » AR 1208 N LA FHRESRET - WA K THMWA
I E 4 3 BE SCIMARAG B 0 AL AT 5] R B RAA LB » Med B H i E R
B 2.2% ~ B4R & 69 8E L 52.2%(Stepanov, 2021, November 9) o 5 R Bk
% B Z 4 R B JEPT B34 69 sk A AL > Shafawi ¥ Hassan (2018)#T %25
REEGRP > FHA 3B% 27 H HRAKE EEOARE)FRBARIE] -
37% M ABFARARMAMEZE ZHEAL] - ARPEZHEZE - ZAREA
A 35 A2 W & > Chan, Lam $2 Chiu(2020)% 38, % % K % B £ 4% (HKUL) $48 %
EREF IG LBEREHH 2 AH L RERIK THHERATRFEEHE
1% R ALBERLRE o A2 2L S4B B A% (uninteresting style) 89 8L ST o

Zou, Chen $Z Dey (2020) 3Rzt % Bl LB & 4 4o for £ H A 45 BB R P 4

s ST B AR SR [ LR &R | (literature exhibits) »
[%-$23278 | (engaging topic) ~ [#E#3# | (community building)f= B %
¢~ ] (library showcasing) o L2 RER | T 29 FETHEH @ BL
R~ D H R #1508 AR ZHEMRBGIHEE: 58358 b E
THBAMPRRBRIIAGFANE > AP T dB5 ~ 3t F o K& 1546
Bl | BEMBEZEEARMEZEL AT AP RE T EEALET R
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B GRIEAFAIE TRBARLES ) kAN THEHEET] MEAPFA
FTARERBEERTH BB THEHAR - F > BURER P HRGRED
B A8 R R o B A SURGATAER IR P o LR R T AT AT A
TR EAR > 1B B A5 BoAr B4k A SOk o

sbol > 4249 B £ 48 (New York Public Library, NYPL)#E#% Instagram
BAKE HRERNEHEEFERFEALT > RIMEALSFRTLE R R
£ 2018 5 8 A f& Instagram ## [#Insta Novels| 3t 2 » &£ 4F (¥ B4 4
1h3%Y (Alice's Adventures in Wonderland) ~ (/% Bt 4¥) (A Christmas
Carol) ~ (¥ M) (The Metamorphosis)-—-F & 4k FHIMAETFTEHXER >
SRR BT > R R FRAF R FEE - 2HFE A Instagram
by TIRBFZH A8 | ZhAE8AL » PSR 09 T I A B A3 67 A AL B AR R 0 &
AIREE R A AR ARFARBEALEER A DFETHE > Ko
BREXTHREZNEDF > ALREAHERIGATREAGEHERER - 54
(& B A& (Highlights) RE R s A AL E R » IR E K 12 st 5 2 px AT AR A

BEMEFEFIF 0 [NYPL 8 Instagram 8 BEAIF T 155,000 L #H g8 » 2

-

A 300,000 % R P8 Az ®# FE | (NYPL Staff, 2018 ; Shakargy, 2021) o
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’@ Alice Part1 16!

the month is it?" he said, turning to Alice: he
had taken his watch out of his pocket, and was
looking at it uneasily, shaking it every now and
then, and holding it to his ear.

is Carroll

Alice considered a little, and then said
“The fourth.’

“Two days wrong!’ sighed the Hatter.
‘I told you butter wouldn't suit the works!"
he added looking angrily at the March Hare.

‘It was the best butter,” the March Hare
meekly replied.

‘Yes, but some crumbs must have got in
as well,” the Hatter grumbled: ‘you shouldn’t
have put it in with the bread-knife.’

The March Hare took the watch and looked
at it gloomily: then he dipped it into his cup
of tea, and looked at it again: but he could think
of nothing better to say than his first remark,
‘It was the best butter, you know."

Alice had been looking ‘
over his shoulder with some
curiosity. ‘What a funny watch!’ G

\4

B = [#Insta Novels] 3% 89 & B &% $ARE )
EHAR - 28 £ B E 4 16 £ A https://www.instagram.com/nypl/

PER P ALREAT B BAF B Bl Z e B A5 4R4E - B A BRAS S B R AR > 3
B RS AL BRI B A SR BB A P & o Je AT A] ) 83 ik & 694R A MR 4340 B St eh
Bro —HATEREM A 2L RERFBRGHEFER 7 —RELEEETF
FNERELATRR RS - BFRP AR EHAEZBHEQEN > K=&
EEARHFARGEBRRZT LR > TRABI—ZEZTHEN P TREFH
X

S

~

=

A}

Ty A AR S Bl THHEANE  BEHE T HLBERAETHT
[engagement | —#F|AT 45| ~ FARAZLH LS E o

LR BEE R AEE PG

Shafawi $Z Hassan(2018) 8 A & 53 » B TR AL LS H A P 4
SREAY > HERRAFHARLHABEEAANE s MARRF£2& 8 BMHEDS
B A BEGENAHRGEIIERA P o T BEZTHEEAGEFEBAS -
RERGAZRES BRUELFITRARTTIARAZERN > SFREALEH -

BEPCE > @ BAZ AS RN TR > ARG FALF R ) S 401 (Datig,
12
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2018 ;s Joo, Choi & Baek, 2018 : Shafawi & Hassan, 2018) c A=< » —B|zR
8.5k Bk £ R &£ X, snapchat i € & 4 B % 3% (Alfonzo, 2019) » B7 VAR LAF JE
B & 2808 N 23R 1E £ 2L o

AR SR ZE ~ YouTube #2 Instagram & F & £ & » f£ 345 Rk B4R T
FREAERL - AAREBARZA PP EHFXA -MAFHMEZEIER®D
PR HAAMBBEG AN SR> FAFRE RS 2HEREFRK
BB X frayd  RELMARHE - 2F -~ G2 R THRRSE] Ehit LE
HEAGEEABBFALN LY ARBBETNFRTAZIAREHERA o
YouTube 1% Fl & BB AL IR L » A P4 TP E #dm > ZHRA BT X TH
SFR EAARRE s MY R BERARFRBIESORGIRE K > B8H &k
BRNEARFT R PRE > AR E - BERK > TR LT ERY

Bl o B EHBETHR MM A it | (title/description) ~ [ 2 AR 5K |

(hashtags)#= (124K (tags) m AMEEFHALHE F > P R BEREET - A
THHARENENSETHA TATRERD | BT > FFREHRERD
FRAEAER > REBZLAATRELRIRR  2EENANERARE
BB ZHRMARETR > BATHERRAIT G RARETAEEREHFZED
BE: %L o EA% Instagram Al P AL EREM > AEAFF - BIEAL - XFA
Ho BREERLEWMADFTELTAARETHTANER  BREXBEHN T A E T
(Centre County Library) B I# & %% Horatio EW AKX FREH L AMK L%
BE 3% B Bl 3% 12 T A 4y 4 3R [ (Coleman, 2021) 5 A sMAIA TTREFE &) AR
Pl 2 8F SRR MR 72 TRERGAL TR ~ TREEIASHL -
HHAEMGTHEHRIA PGS o RE ~ YouTube #7 Instagram =f8-F % A
ERAERSE > TR o
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%= JZ - YouTube #= Instagram & A 14 R %

P2
mE YouTube Instagram

AP ERAL AR AL ~ ZY e A EF R

k~B2EBET k~82¥%E B1% -~ LT
e i B B IR B B) A&

A% A 1%
BEER PR 55 I iR 5E % £ BAE

BH--TF G 2R R ~ EREAZ hashtag Zh4e ~ I H &
Bl ik ‘

B~ ARk T £

FRATAB AT o A (Twitter) L AA AR HFERA TR » AR HFERR
e R E % 693 # (Kushniryk & Orlov, 2021) o )AL » i3 —JRFH F 7%
KRR ERE RBAANRRE s BT HIRH (140 7) > LEIAEH
FAEANHAZE AL AR 0 15 R By R T 2 B 69 R AR E MR TR
A B EIRT] » FTOAB A TR 580 LA L 2ok ErEw A
PR TR MY AR M FF 438 o S L ARAE & 25 12 75 A By B 7
Jo o FREELR - ERRBFHE > REEAEZHE - N~ LEHEH
FREGH 67 DI BREAEIHESG > A THINBEZ) BB Er emEE
[A#, | (favorites) ~ T34 | (retweets) F &R P B2 45 3 S0 F2 B

g
P
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NY Public Library @ @nyp! - 115225
ol Looking for new book suggestions? Browse NYPL's Fall Staff Picks!
on.nypl.org/3qb8W9m

B= 2N EE L —b)

TR e LB ETHERF LA

https://twitter.com/nypl/status/1462537407392276488
Bl & 57 1 R AL BRI RS R AR E AR AR MR TS - AR A & Bsmat T2+ &
REFMZTHE T BEHERY > WAAZTALEAE £ FHAEAABFEMEER
AL JEZX A 4 o Harrison, Burress, Velasquez 3 Schreiner (2017)#)#F %45
o BEAEMER L BAFEERE > AR X B R M B E ML > F
LA TERZPINB R BRTAFAR B AAFEMA T ~ ARRFRIRG
BAER > AP AR B AR E @4 AL R A AL B BE RS AL B IR 3R
IR Rh R BRIFGEBAESEER P AL AR o &R &I
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