	論文中文摘要：
	本文旨在探討使用遊戲化設計對於線上消費者共創行為的影響過程，以行為學習模型探究其透過主動及被動模式雙路徑的影響效果。研究發現遊戲化設計對於客製化參與及自我參照具有正向影響，說服知識對客製化參與及自我參照同樣具有正向影響，而其中說服知識完全調節遊戲化設計對於客製化及自我參照的影響，自我參照正向影響共創行為的參與。然而，客製化對於共創行為存在負向關係。因此，當品牌想提升網路討論熱度及了解消費者偏好時，可以透過導入遊戲化設計來增加產品的說服力，使消費者產生自我參照，進而導致共創行為參與。

	論文外文摘要：
	Recently, academics and entrepreneurs pay more attention on value co-creation, which describes cooperation between firms and users. In this study, we seek to operate Behavior Learning Mechanism to discuss co-creation in the ultimate entertainment platform. Different from past research, which mainly focuses on users’ emotion, we emphasize the impact of the environment on individual behavior. Understanding a thriving number of firms adopting game design to facilitate customer participation, we will test whether gamification design would significantly affect customer behavior or not. To deeply understand how to stimulate users engage in co-creation, this study establishes a research framework based on gamification design, persuasive knowledge, customization, self-reference, and co-creation, and addresses reasonable predicted relationship. Via online questionnaire with proportion of demographic statistic, we use SPSS and AMOS to examine relationships among variables. The result of our study indicates that persuasive knowledge is critical to online co-creation via self-reference. Additionally, practitioners should consider users’ gender and age when they employ gamification.


