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Abstract

In the current digital wave, with the popularity of smart phones and the rapid development of hard-
ware and software technology, social media has expanded from the traditional computer terminal
to become an instant communication and interaction platform accessible to global users at any time.
In this era of information explosion, creativity based on knowledge and information will be subject
to various impacts, and what is the specific relationship between social media and creativity? Re-
searchers have begun to look at the relationship between the two. However, in view of the different
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measurement methods and theoretical basis used by the current research in this field, the conclu-
sions are not consistent. Therefore, it is necessary to conduct a systematic review of the research in
this field, summarize the current research status in the field, analyze the trend of the relationship
between social media use and creativity, analyze the shortcomings in the research in this field, fur-
ther deepen the understanding of the relationship between social media and creativity, and provide
certain reference value for future research.
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1. 5l

HAZHAARBE SONFET BRI BRAAN NMERRF &, BRI PRI B3, FF R EMH ARk
F N R BB (Carr & Hayes, 2015)0 #EAZEBAAAM SR 7 AATHIZZ AT 30, IEXS k. BUaM#EE &
QU= T HORFEN o B A AR ARAE F R AR R BRI R, AR T T2 TS, B
TR NEAT A RIFZ IR (Beyens et al., 2020; Dwivedi & Lewis, 2021). 34K, #EA8 A K Hv] GeAF7E /)
BUTHI 2R 1T 52 BB V)0V, R FE (R dE At 2 il B AT L A8 B AN FIOM S8 (1 AT BE 1 (Vannucci et al., 2017)
SRIM, VPR, LA R A S ), LGS S AR IR A RN T B M B AL (DR U5 45, 20205
Ostic et al., 2021; Stieger & Wunderl, 2022).

B3 3 W ARE SO AR RN AR L ) R AR R SR AN i B B8 /) (Sternberg & Lubart,
1996). ‘Efeft 21 MRS MRIIRRAMMERTREZ —, JCHARAEN TR A VF 2 HoRM AR 3L
1540 N (Amabile, 2020). 7E L HTIZ NI T, (LSRR LR A 5 T A== 8 1 A 2 f2 4t
TORTE BAERRIR . A AT AR AT DO BAR AT G 1t AR — N RIIAEL, e RVFLA IR
el b 2 107 g e B AR . (Rl AP B B A F R A, IR AT AR BITT R e A 145 Sl ok AL RGET
1BV (Acar etal., 2021) . HATHART] DIAEIE KR BIEMETES) HORIEEZAEM . IR ALO I 2 1R A 5T
R, RIS RFRIAEAR R B BT A N AT SRS B0ME B EAniRl, BN QG I Bk THc izt B AR
FE(Chang et al., 2024; Kenett & Faust, 2019). ARG AT BUE it R0 G SRARIRTTIRAT 9, X PIAIAT A
O LR A s A, BE— ARGk . BEAh, RISV RO TT AR S SR SN SCH R 2 2 (Tan
et al., 2021; Tierney & Farmer, 2002). #AHARF & AGmFLRME 7 RFEMIAE(Ekvall & Ryhammar,
1999). AR BIEVE B FE 0 1 — LR AR XS R ICAT BLSUAR AR NS BIE 1S B
ZHl. XS5ELEMRT O AT =i (Rubenson & Runco, 1992)F—%, ZHR AN, #HESWEE, Wit
BRT&, EEARR T, BAREG R RIAT 9N S E AR AT B H SR 3% (Acar et al., 2021; Runco etal., 2016).
Jy— 5T, e N FERRAL A AR F T e i GG PEA R IR B, OSSR B R T 2 51
SMEZNHAIE T, Heankmh . vFie. /AR tbah, AT HAS AR A 5 48 B e 2
Z RV G B F BT AR PR IR T R ) 613 M (Runco et al., 2016) %5 TRk 56 b 58 SR FH o 6] 36 1 1) 52
Wi LA S B PR AE AL 22 K e W B B VEARAE 0 B, RGBS AN 5 QE MR RIVBLA BT, fa7R
FLATERLS], FFRARBIE T IR A TT ) Iy 2

ik
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2. B EA
2.1. BlEMAER

BB — AN R RN Z B, BARTT LRI AENE B 4E. 178, SO AR5, et
S B U 4E (Divergent Thinking) Fl 56 J 4 (Convergent Thinking) 8. MO 1 L4k H
AR BB A N B3 1 L A o R AR (Mednick, 1962). AMAK BRI ECIIME S . 250 8E BB R
K, A=A BT R AE A GRS . SIRAE B AN BN, KIS E 2R R AR RIE R, Ik
EATLUE 7 NG AE— . Flan, &R A S HIR T, AR 30 A] DA as — A 2Rl T ASRBOR,
TR B 74T BRARRTE R BRI, P AEANE R ARR R AT et R R . AR, gk
AMERIBAERE ), ReS BRI AR QG AR S P 3R I. Guilford (1967)4 Hi Y A BB 4E 2 18 5ik i 61) 3
PEEYERRZ O e KEUBYE . KEUS4EZR 8N — D HIFE R, WE SRR EE, HREMER
BT 5RBUBEAX R EGEYE, RBEB4ELKEMERRGEEK, /FH—DEME R
IR TT %o AERNEVEREBIT, KEUBYERE S B AMA R U B 4ERE L, A KB Bt Ae
%o totn, FEVCTE—RCHT RN, Bt R BUE4E AT DUAR S AN R Th AR AMANAE BT A
Guilford I8 TF— F 51 (00056 4 Wl A4 (1) i BB 4ERE 77, WHARDE L A W& a3 5%, X
G IS N PR A P R R T B T A

MABEHE SRR &, B3 T SUEE 57 (The dual pathway to creativity model)ih A B FH A K1
e xr Gl e JB A LA B A B (Nijstad et al., 2010). 55— ANl 2% 1B 4ERIR RV 2 AR A& S0
A AL, BIEN RGN 88 2l R MAFFEE M A 4E, BE B TIREDEO SR A, BIA
BIEE AN o AR HESE IO B3 ME DU Y B AR B (Wallas, 1926), B3P i B4R 72 53 A VU AN B : #E 4 1 (Prep-
aration) PafR B (Incubation) #3 B HA(Illumination) F15% UE B (Verification). M GIE P E 4> &, Sternberg
& Lubart (1991)#2 tH 1) = i 73 A R R g B 3E 1t A2 FH R JD R0« FHAR o A B 73 = A J7 T 3[R 4
s R B BFE TR (Tt R BRIV S5 S G FIE R AT R 23 (A0 S g ohe 1) R I )
AR IR B85 GRECHT AR RE 77)s FIR2 GIEMEERAL, 5 ARG & ae e naEtE B4t i 2
IZA s AR AR B SRl BRHRE . ML PESE, X8 NASRR BT B T MR SO IR A A, R R
%571 WEBIEM K, Csikszentmihalyi (1999)52 Hh 1) 22 G000 s FRAG SR A GG A2 A AR S @4, T
Fe MR BB 2 A PR B AR S5 R . AR BA QUEYE RIS IR T, AU 4R A S RS R
MREFPHI SR GE, Rk, 2RSSR, 2 SR BT MIFR AL 1% Qg v e R AN AT IS H . filn,
TESCEE I ERR], e ZRMEE#SE . EFEHIZARTEIRUL L ZAR R Z AR E1E, HEH
et 7 2RI Q& P KR -

2.2, FRZFEAEXER

AR — LR, FE Rl HAE B AL 65 URFEIE I )15 (2016) DLALAE BRI A it
TG, WAt 2 AR FE 8 (Social Cognitive Theory) 73 M AMA A AZ BEARSE AT R, FHAE & WATRIAE AR
BRE, R 7RI AN AN E TR AN 45 R B AT AR e AT A2, B TR R L
ATARANAS N B 1) B TR AN RE S R 3R 2 B M B A S AR S AT s Yoon & Tourassi (2014)
RIAE 2N FIEE S 7T DU RBEAL ST AR A5 BAE R A ATAT N — L s, B an ety R S b 2 A 1) 17 8 4
2B 2 0E, N A AT WEARTT R (i R AL S TG s 3R AL T HE o [FIAEHh, 42 45(2020) PASAE AN B
FF “fH 55 2 BRI ” (Uses and Gratifications Theory), iR T HlfE X K244 N FRaZ 4872 A4 RO ARG
W R NBRAAEROR R ISR R RSP 52 B8 (201 8) I8 I 0 R 24 A - gk AT [v) 2 1 A R B2
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VIR, WRIEHT AT T A S Bg, RIUE AR AS B T S E R DL

TP A SR — DR BB T 6, A& R 1A B 18 (Sunstein, 2006), ZEIEIAHE
SEYARICIR T RER P BOW A  FRAZLR, M T — MR . 2R IME B0 SRS Re ™
AR 2t RN ILARANR ST 58, AR EIRE . (A R 55 5 Th A HE AR 2T AT
A EBNKIS [RZHE 0, R SR &, AT FUE SR T BB (U, 2004),
PRI NAT RS L A TR PR AR R P 2 B 5 LR e A T Ty e A P R 5 SR 2 T I e 244858
BEARRENE I NS BRI HAZ A BURSETHK @R, P MO e, #HE N H
AR AN R R A — B

3. X FEEERSUEMHXR
3.1, #EZEFE AN SIE MR RN

AN N —ME B E TG, NIRRT V25 5 LR 75 A R0 s fn A8y, H
J I X S L B A, R AR BRI MAT &Y . Zhang etal. (2023)F % T R TAET
A AT 5 AR AH DG 1 4 A A G e 36 3 e R BT e AT T I B Dy P AE AR e, S5 R R, 5
AR AH 2 () A A A a8 P 38 3 2 2 e R e S R i KR ORI 5 03 TN 75 5458 SR AR s 1
{5 S BE 38 e IR B BRAT N A2 03 T 63E /7. Huetal. (202106 H G R ERE 2 A Bk, KR T
SCARIR 5 A A AR A o) ] B 7 B B3 I S AT e ML . AU SRR, A SRR — 2
FERE Ll [RIE o R IR IE Rt T B bRr R AOANE 17, Wang et al. (2022)%F 238 44 51 T SEEAE A5 7Y
BEATREES, R I AN AL A AR AR 0% 8 I 80T — s 57 A BT 18T SCREIX R b s A LD 52 B g e
A IEAIFEM . Zhang etal. (2021)3EF A\ - RIS FEURI LS, 2560 364 4 0 THAAE, ) 7id
FEAS B AN N A3 BT 3 ) i) B3 A0 ) e s ik P A P (5 LR (R E 0 77, HFadincd Jen iR 3k == ]
AR E QNG ), B EEAMEASSECOE Rk XU R, 8 R SIIE 1 A R R E AR
s, RS E A S A R —m .

AR, A SRS F T A P AR R AR 2 B TR AR BESE, R 0 T R 2
X TS AR BT, A EIRE A B T A28 LA A F O A GE PE AR AR AR AR Y, A A AR BV
TE AR BN o )3 14 1 — Pl o 242

3.2. #EZEFE AN SIEMRER RN

B LA WA A IR SRR BB T, AR R DR IR s, ANAEAL S AR EF NI ]
BB 7, 0 FE A WA (1) AR P SBMT 8 15 , A8 I F0 38 T A6 55 ) DI b PR At FH ek 2 S8 A A DX 114 47 T s
Biltn, Kircaburun et al. (2020){H7 T 460 ZFERTE 18 & 26 & 2 M EHHFMEN, FREHAIE
PENASTEZANYEE b5 ) AL A2 AR BB A G S et al. (2023)$&H T —ANET K 11 5 R 32 5 3
WHIBT R, DR I6 A Mb A A AR A 5 A TR 2 A oe & . I F ok G P A5 B ARAT
AL 367 ARG TAEAREEAT T AR, R B GR T3 i A 5 Ak 10 3 P88 A ) 5 i AR e 2 R s AR 5 B o 58
(VRSN AHOC, TR AR AR - SR SR 7= 2 Al 22 AR 577 () SR TR, DA R B3 T Aol 22 4
IR 57 5 03 T A3 77 5 O DG i B

FR RS A8 A A ) Stof 0 3 2 (14 7 T 5 Ml PO P 5 1] R i Bl AT A A8 SREAA A P = 2R A AR RS,
SR TR CAR B, I b A7 T 0 A 7 Sk R P A R A e B A A AR R iR B A, SRR
Xof R R A AR AR R AT SE N AT BRI 7, W FRATTHE— 20 T AR 28 Ao G A P A DAL ) i) A TR A
HIEE L,
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4. FLZTHEE ARG MRS

BTSRRI AL, BT TR IR R O AMA G I8 P B S M L e o AR+ A8 A A
N—/MEEAZHT &, Wangetal. (2022) & A 4L A2 AT 450 F — F 03 28 B BT SCREX A AL
A = A2 IE [ R2I s Sigala & Chalkiti (2015) ARG A H R, OSBRI H A @ T 2L
BN R . Wi, ZMTRE RN TR, BEM R TSR . G0 UK A A AR — T
B, MOAEN. HAS TS RAEF =AM R R T AL s L G s . 25 R BoR, A A8 FHA SN
A8 6 52 0 H TAEFIGIE TAESURCR M ARG s o H O Sich B fUm sgm, = AR &
AN TR S8 R IR A AR TTER,  ANTTTX G BT G180 AR 2R R AR S IR (Ali-Hassan et al., 2015).

H A0 A2 A g e GG E B )8, RAEEAT AR B IESS, EsR=ZAT 8 - )2 2
JEIGAETF B e KRR TN A% LS A N R S IR A B AR — DR R P Z IR R o St 38 A
FH 5 e G P FRDATL ) 10 R R R 3 — 20 T AR AL A WA S OIS M R G R B R L, KRR
FEAC IR 36 1 A B
5. &E

FE A HTEAME BACKII AR, SR DL SO BA TG th AT Bk i) — 8870 — 51, AR SR
MNATEAE 7ok B AR A, (e T TS ARRORERE ;53— J7 I, AR SR A IR EE B AN
PR TR IR AR B ST TURR AR A S RGP 2 B oG &, HESRIFA B, X
AN — S G510 K 2 BT RAL AZ SEAAAS FT R GV A1 — 0 0. DRI, R RIE 75 BRI 70 35 0 12 40
BEAT IR A ROERZR, SRS 77 30, BRI 2 A MRS B P O

SE ik
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