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INTRODUCTION

Smart e-commerce systems (SESs) offer opportunities for businesses to integrate social media (SM) based entertainment, interaction and advertisement into e-commerce. Built on enhanced efficiency, the SESs integrate social exchange and payment tools, culminating smart business transactions. Such integrations are the characteristics of WeChat, a popular Chinese SM. WeChat is powered by a feature called 'moments', that is the equivalent of the 'Facebook timeline'.

WeChat allows users to communicate with their friends, share everyday moments and their favourite content. Prior research suggests that dynamic relationships between users in online spaces, such as the exchange of SM 'moments' are enjoyable and have behavioural consequences [START_REF] Kao | Looking at both sides of relationship dynamics in virtual communities: A social exchange theoretical lens[END_REF]. Web-drama clips are among the content that users share with their friends on WeChat.

Web-drama is an emerging, potent platform for online advertising (Kang, 2017). Chinese users employ SM such as Weibo, RenRen and WeChat to convey their love for 'web-drama'. The joyfulness of sharing the content of web-drama, such as brands advertised in the show, on WeChat moments finds its support from [START_REF] Lawler | An affect theory of social exchange[END_REF] affect theory of social exchange. This theory contends that the act of sharing information or other forms o content induces positive emotions among individuals [START_REF] Chen | A linguistic signaling model of social support exchange in online health communities[END_REF][START_REF] Lawler | Relational cohesion theory [Electronic version[END_REF][START_REF] Lawler | Commitment in exchange relations: test of a theory of relational cohesion[END_REF][START_REF] Lawler | Commitment in exchange relations: test of a theory of relational cohesion[END_REF][START_REF] Chin | The partial least squares approach to structural equation modeling[END_REF][START_REF] Lawler | Emotion and group cohesion in productive exchange[END_REF][START_REF] Lawler | Commitment in structurally enabled and induced exchange relations[END_REF]. The positive emotion stimulated by social exchange about a brand spills over to the communicated brand [START_REF] Price | The role of exchange and emotion on commitment: A study of teachers[END_REF].

Thus, when web-drama contents are shared within a closed circle, the viewers' emotional attachment and engagement with the web-drama is transferred to the SM domain, such as WeChat 'moment'. The spill over of the web-drama engagement to the advertised brand is demonstrated in mini-film advertising (Karpinska-Krakowiak and Eisend, 2019;Kim et al., 2017;Shen et al., 2015). Thus, when users share the digital contents of web-drama about a brand, an enjoyable and playful sensation is created between the individuals. The playful sensation is likely to resemble real-life tickle that is called "ticklish moment" in this research. In the paper, the term 'ticklish moments' represents the act of sharing e-WOM in a dynamic moment of WeChat within a closed circle about the contents of a web-drama. The content of tickle surpasses the web-drama and may centre on the implicit advertising showcased in the show. The ticklish moments are shared within a trusted community, communicating entertainment and leisure time. [START_REF] Karjaluoto | Brand love and positive word of mouth: the moderating effects of experience and price[END_REF]. SM embedded word of mouth (WOM) significantly impacts consumers' purchase decisions (Hubbard, 2020). Wu et al.et al., (2020) imply that the brand names appearing in web-drama activate a positive advertising effect. The synergistic effect of brand love and WOM via WeChat 'ticklish moment' has an impact on the spending on the advertised brand. This study signifies that the coupling of brand love and spending mediated via 'ticklish moment' is omnipresent in WeChat.

This social exchange on SM mirrors a dynamic relationship that is enjoyable and results in behavioural consequences such as spending on favourite brand [START_REF] Kao | Looking at both sides of relationship dynamics in virtual communities: A social exchange theoretical lens[END_REF].

Therefore, the primary aim of this research is to unpack how web-drama connectedness with congruent content (e.g., love) influence brand love and spending, mediated by e-WOM. In this study we illustrate how the content of the web-drama (love) manifests love for a brand hidden in the implicit advertising of the web-drama. The content of web-drama in the present research is based on two teenager students falling in love while enjoying the advertised brand (McDonalds).

The logo and the slogan of the advertised brand appear in the web-drama (i.e., https://m.weibo.cn/1947211342/4190383753601028 -http://alturl.com/nv3g2). Another reason for the popularity of online web-dramas is because the contents are on-demand, with a high chance of reaching the target audience (Goldfarb and Tucker, 2011). Brand managers are encouraged to create more loveable brand, e.g. McDonald's 'I'm lovin it" 1 . Brand love is a central concept in the consumer-brand relationship and influences actual behaviour [START_REF] Ismail | Effects of brand love, personality and image on word of mouth: The case of fashion brands among young consumers[END_REF].

Marketing literature is replete with research on brand love and WOM. Research show that SM users who love a brand advertised in web-drama share their love for the advertised brand in the show and are more likely to speak in favour of the brand (Batra et al., 2012;Lis and Fischer, 2020;Roy, Khandeprakar and Motiani, 2016;Batra et al., 2012)). Research on SM and brand love have addressed the possible categorisation of brand love or fan type of Facebook (Wallace et al., 2014), relationship between 'liked' brand love, WOM and purchase intention (Kudeshia, Sikdar and Mittal, 2016), self-congruence with brand love and WOM (Wallace, Buil and Cherantony, 2017), social engagement, identity on brand love (Barbarossa and Pastore, 2015); brand love and revenge (Thakur, Hale and Summey, 2018). To date there is no research in brand love literature pertaining to the need to explain how web-drama connectedness, given congruency of the web-drama content and the advertised brand influence brand love facilitated by positive e-WOM in SM and their behavioural outcome.

Scholars have analysed the relationship between online advertising and purchase intention (Shaouf, Lü and Li, 2016;Priyankara, 2014), and have investigated brand love for online advertised brands (Ibrahim, Wang and Bourne, 2017), online advertising such as game advertising (Hwang, Khalid, Kevin and Bob, 2017), and cinema advertising (Gerard and Chan, 2005).

Although there is an abundance of research concerning the way advertisers can induce WOM for a brand, the effects of web-drama connectedness on WOM and love towards an advertised brand in web-drama series and their behavioural consequences remain to be studied. Unlike prior research focusing on the effects of brand love on WOM, this study takes a different perspective by examining the effects of spreading WOM on brand love. This research provides original and unique insight into the way WOM can induce the experience of love for a brand that WeChat users have been exposed to in a web-drama.

After a presentation of the literature on the topics highlighted in the introduction, a quantitative study including 657 respondents to an online survey is discussed. Results are then presented, followed by the discussion, conclusion, limitations and opportunities for future research.

LITERATURE REVIEW

Brand love

Love is a multifaceted phenomenon that covers four other feelings: happiness, gratitude, awe and pride [START_REF] Levine | What is love anyway?[END_REF]. Trusted and passionate affairs are not limited to human-to-human relationships [START_REF] Albert | Brand passion: antecedents and consequences[END_REF]Alvarez and Fournier, 2016;[START_REF] Junaid | Addressing the dichotomy of brand love[END_REF].

Consumers form passionate social relationships with brands, bond with the brands and consider them as relationship partners (Alvarez and Fournier, 2016;[START_REF] Junaid | Addressing the dichotomy of brand love[END_REF]. While Moussa (2019) defines brand love as an emotion that can last from seconds to years, [START_REF] Junaid | Addressing the dichotomy of brand love[END_REF] argue that brand love is shaped when consumers experience strong emotions towards a brand for a long time. Consumers feel love and affection for their favourite brand [START_REF] Arya | Brand authenticity and brand attachment: how online communities built on social networking vehicles moderate the consumers' brand attachment[END_REF], and consider brands as human-like entities who have human features such as a face or personality.

Consumers contemplate some brands as individuals whose features and personalities are congruent with them (MacInnis and Folkes, 2017). The emotion and the congruency between the consumer and the brand help consumers assume meaning to their life [START_REF] Albert | Brand passion: antecedents and consequences[END_REF]. When the brand reflects the consumer's self-concept, the bond can grow strong and the consumer feels connected to the brand (Alvarez and Fournier, 2016;[START_REF] Macinnis | Humanizing brands: When brands seem to be like me, part of me and in a relationship with me[END_REF]. The felt bond and connectedness with the brand affect the consumer's behaviours, such as purchase, ignoring negative information and reacting to WOM (Alvarez and Fournier, 2016). WOM is among the factors that determine the relationship of a consumer with a brand [START_REF] Bahri-Ammari | The effects of brand attachment on behavioral loyalty in the luxury restaurant sector[END_REF] and ticklish moments represent 'print screens' of this WOM.

Brand Love and connectedness with the web-drama

The expanded online platforms and customers' increased use of online media application are both beneficial to online advertising (Christian, 2012). Moreover, the advantages of fewer limitations in time and place when online media can be used also assist online brand advertising in boosting brand identity at a lower cost (Kang, 2017;Christian, 2012). In order to understand the importance of ticklish moments in SM for the best advantage of SESs, this article highlights the McDonald's brand as an exemplar.

In recent years, more and more advertisers have invested in the web-drama industry (Grainge, 2012). According to Meyers (2014, cited in Kang, 2017), advertisers are more interested in investing in web-drama. Web-drama allows advertisers include a variety of advertising content in the scenario and the context of the drama. In addition, advertisers can add more flavour and emotion to by including it in the web-drama scenario (Creeber, 2011).

Individuals develop emotions and connectedness not only for people who are in their physical proximity, but also for the characters they watch through media [START_REF] Gleason | Connections between adolescents' parasocial interactions and recollections of childhood imaginative activities[END_REF], such as the characters in videos broadcasted on SM websites [START_REF] Sakib | Does parasocial interaction with weight loss vloggers affect compliance? the role of vlogger characteristics, consumer readiness and health consciousness[END_REF]. They may perceive on-screen characters as real people [START_REF] De Bérail | The relations between YouTube addiction, social anxiety and parasocial relationships with YouTubers: A moderated-mediation model based on a cognitive-behavioral framework[END_REF][START_REF] Gleason | Connections between adolescents' parasocial interactions and recollections of childhood imaginative activities[END_REF] with whom they can make friends and from whom they can seek guidance [START_REF] Sakib | Does parasocial interaction with weight loss vloggers affect compliance? the role of vlogger characteristics, consumer readiness and health consciousness[END_REF]. The long-term socio-emotional connection that individuals build with the characters they watch via different types of media is called a para social relationship [START_REF] De Bérail | The relations between YouTube addiction, social anxiety and parasocial relationships with YouTubers: A moderated-mediation model based on a cognitive-behavioral framework[END_REF][START_REF] Sakib | Does parasocial interaction with weight loss vloggers affect compliance? the role of vlogger characteristics, consumer readiness and health consciousness[END_REF]. People in a para social relationship with media characters experience friendliness, romantic feelings, compassion and affective involvement with these beloved characters [START_REF] Sakib | Does parasocial interaction with weight loss vloggers affect compliance? the role of vlogger characteristics, consumer readiness and health consciousness[END_REF].

Consumers watch drama to relax, gratify their social needs and experience leisure time, away from the problems of daily life [START_REF] Tulloch | Television drama: agency, audience and myth[END_REF]. The feelings of intimacy and association that onscreen characters convey to their audience facilitate the formation of a para social relationship [START_REF] Sakib | Does parasocial interaction with weight loss vloggers affect compliance? the role of vlogger characteristics, consumer readiness and health consciousness[END_REF]. Consumers shape 'connectedness' with the programme and its characters. The connectedness in the context of on-screen drama refers to the relationships that the consumer forms with the drama's characters. Connectedness encompasses the individual's social and personal life.

When consumers develop connectedness with the show and its characters, they would identify themselves with the characters and feel intimacy, affective attachment and commitment to the drama show and its characters [START_REF] Russell | Rethinking television audience measures: An exploration into the construct of audience connectedness[END_REF]. Connectedness with on-screen phenomena represents the significance of the socio-emotional bond that the consumer develops with the onscreen drama characters [START_REF] Russell | The consumption of television programming: development and validation of the connectedness scale[END_REF]. The connectedness can vary from a positive feeling about the programme to significant psychological engagement with the drama's characters and modelling their lives around the characters [START_REF] Russell | The consumption of television programming: development and validation of the connectedness scale[END_REF].

Human beings are motivated to adjust their affective attitudes to attain a psychological balance and consistency among their various feelings and emotions. Balance theory (Heider and Benesh-Weiner, 1988;[START_REF] Heider | The psychology of interpersonal relations[END_REF] posits that, when an object and another individual are perceived to be related and juxtaposed, the observer tends to have similar feelings towards both of them. The juxtaposition occurs when a celebrity explicitly or implicitly endorses a brand in a drama series or when a consumer observes an ad in a web-drama. According to this theory, if the consumer feels connectedness and positive emotions towards the endorser or the drama, then the endorsement or the juxtaposition makes the person feel positive towards the brand [START_REF] Proctor | Celebrity ambassador/celebrity endorsement-takes a licking but keeps on ticking[END_REF].

Thus, connectedness to a web-drama and its characters leads to positive emotions and love towards the brand advertised in the web-drama.

Spreading and reacting to WOM in social media

In the age of SM, sporadic discussions about brands in social circles are relevant sources of influence and are even more powerful than connectedness campaigns [START_REF] Kotler | Marketing 4.0: Moving from traditional to digital[END_REF]. [START_REF] Karjaluoto | Brand love and positive word of mouth: the moderating effects of experience and price[END_REF] posit that the reason people engage in the consumer networks of some brands is not merely to connect with the brand. Instead, they argue, people engage in talking about a brand on SM in order to interact with other consumers who are engaged with the same brand. Individuals use the Internet and SM to talk about their favourite brands and engage in e-WOM in order to express their identity and attract the favourable attention of their peers [START_REF] Saenger | Consumption-focused self-expression word of mouth: A new scale and its role in consumer research[END_REF]. This may encourage ticklish moments, following the relational cohesion theory [START_REF] Lawler | Relational cohesion theory [Electronic version[END_REF] where tickles represent social exchanges. SM revolutionised the advertising scene from traditional ads to more personal way of advertising.

Consumers who used to be influenced by marketing campaigns now trust their friends, families and their social circles on SM [START_REF] Kotler | Marketing 4.0: Moving from traditional to digital[END_REF].

SM enables users to react to each other's posts, which is considered communication behaviour [START_REF] Hong | Liking and being liked: how are personality traits and demographics associated with giving and receiving "likes" on Facebook?[END_REF][START_REF] Dhir | Rationale for "liking" on social networking sites[END_REF]. Users can click the 'like/❤' button or comment on the messages, photos and videos, and shared moments of other users to express their feelings and create 'likes', 'comments' and 'e-compliments'. They can also expect the other SM members to react to their posted videos and photos by liking and commenting [START_REF] Hong | Liking and being liked: how are personality traits and demographics associated with giving and receiving "likes" on Facebook?[END_REF].

Users react to each other's posts for different reasons: from endorsing the content of other users [START_REF] Lee | What makes us click "like" on Facebook? Examining psychological, technological and motivational factors on virtual endorsement[END_REF], to providing feedback to showing affection, attention and emotion to each other [START_REF] Dhir | Rationale for "liking" on social networking sites[END_REF] -to tickle, in other words. Reacting and liking can be considered as a gift [START_REF] Hong | Liking and being liked: how are personality traits and demographics associated with giving and receiving "likes" on Facebook?[END_REF] that SM users employ to socialise and to show care, attention and respect to each other [START_REF] Dhir | Rationale for "liking" on social networking sites[END_REF] as explained with the social exchange theory [START_REF] Lawler | Relational cohesion theory [Electronic version[END_REF]. Lowe-Calverley and Grieve (2018) suggest SM users are interested in their own comments on others' posts as well as others' comments on their own moments, hence tickling each other in WeChat moments.

From WOM to spending

Talking positively about desirable behaviour does not necessarily translate into performing that behaviour. The self-completion theory posits that, when individuals are devoted to accomplishing a self-defining goal, they are motivated to work towards attaining that goal in order to keep their identity intact [START_REF] Lalot | When does self-identity predict intention to act green? A self-completion account relying on past behaviour and majority-minority support for pro-environmental values[END_REF]. This goal-driven behaviour construes behavioural intentions. In the context of WOM, when individuals have behavioural intentions towards the brand they love, a ticklish moment reinforces that behavioural intention. [START_REF] Gollwitzer | When intentions go public: does social reality widen the intention-behavior gap?[END_REF] affirm that selfcompletion encourages behaviours such as recommending the brand to others. This way, the perception of their aspired self-definition remains complete [START_REF] Lalot | When does self-identity predict intention to act green? A self-completion account relying on past behaviour and majority-minority support for pro-environmental values[END_REF]. However, this theory also suggests that individuals who are deprived of expertise and or financial ability, engage in expressing negative WOM. Apart from negative WOM, people may engage in showing off or talking to others about something they do not intend to perform [START_REF] Gollwitzer | Admission of failure and symbolic self-completion: Extending Lewinian theory[END_REF]. According to the attitude -intention -behaviour theory (Ajzen, 2005), behavioural intentions predict actual behaviour. In other words, ticklish moments in WeChat stimulate behavioural intention and spending per week on the advertising brands in web-dramas.

Positive emotions and love

According to the theory of broaden-and-build of emotions [START_REF] Fredrickson | Positive Emotions Broaden and Build[END_REF], experiencing positive emotions increases the awareness of individuals, encourages a variety of novel thoughts and actions and builds their social and psychological recourses [START_REF] Vada | Positive psychology and tourist wellbeing: A systematic literature review[END_REF]. Accordingly, positive experiences extend and develop the resources and thoughts of an individual, facilitates their wellbeing [START_REF] Kawamoto | The moderating role of attachment style on the relationship between self-concept clarity and self-esteem[END_REF] and lead to psychological states such as optimism and resilience [START_REF] Eva | Career optimism: A systematic review and agenda for future research[END_REF]. Individuals who experience positive emotions would become more extraverted, have the motivation to explore new things, engage in social activities [START_REF] Kang | Identifying antecedents and consequences of well-being: The case of cruise passengers[END_REF] and show more flexibility and integrity. They tend to be more open to considering a variety of experiments and behavioural options [START_REF] Rahimi | The broaden-and-build theory of positive emotions in second language learning[END_REF].

Consumers tend to enjoy expressing extreme positive emotions towards a brand in their e-WOM [START_REF] Jimenez-Marquez | Towards a big data framework for analyzing social media content[END_REF][START_REF] Kwok | Thematic framework of online review research: A systematic analysis of contemporary literature on seven major hospitality and tourism journals[END_REF]. In a content analysis of online WOM, Jimenez-Marquez et al. (2019) showed that individuals tend to show extreme emotions such as feeling of joy and love towards brand in online interactions. The dopamine released in various parts of the brain as a result of positive affects and emotions broadens the scope of attention. Pleasant experiences and positive feelings activate brain neurotransmitters and networks that are related to motivation and wanting [START_REF] Nigbur | Funny kittens: Positive mood induced via short videoclips affects error processing but not conflict control[END_REF]. When individuals feel positive emotions such as awe, amusement or gratitude in the context of safe interpersonal relationships, they are prone to experience love. Unlike love relationships that last life-long, love experiences are considered emotions that last only moments [START_REF] Fredrickson | Positive Emotions Broaden and Build[END_REF]. Studies on the relationship between parents and infants have proven that behavioural synchrony between humans such as eye contact, laughs, and time spent together increases the urge of oxytocin (known as the love hormone) in both individuals involved in the relationship [START_REF] Feldman | The cross-generation transmission of oxytocin in humans[END_REF][START_REF] Fredrickson | Positive Emotions Broaden and Build[END_REF]. Studies involving brain imaging have revealed that either telling or listening to an engaging story leads to brain coupling between the story teller and the audience and the experience of love [START_REF] Fredrickson | Positive Emotions Broaden and Build[END_REF][START_REF] Hasson | I can make your brain look like mine[END_REF].

We argue that triggering ticklish moments by sharing visual or verbal information about webdrama content such as brands advertised in the show, leads to positive emotions and love for the brand. Sharing advices, information and experiences with others is considered social exchange that instigates kind response from the audience and creates positive emotions [START_REF] Wang | Unraveling customer sustainable consumption behaviors in sharing economy: A socio-economic approach based on social exchange theory[END_REF].

Positive emotions triggered by social exchange and interaction among individuals lead to commitment to the subject of the interaction and exchange [START_REF] Price | The role of exchange and emotion on commitment: A study of teachers[END_REF]. Prior research has demonstrated that online social exchange improves the psychological and emotional wellbeing of participants and increases their optimism [START_REF] Chen | A linguistic signaling model of social support exchange in online health communities[END_REF]. [START_REF] Kao | Looking at both sides of relationship dynamics in virtual communities: A social exchange theoretical lens[END_REF] argue that online communities that provide users with opportunities for social interaction and communication over non-task issues generate enjoyment and positive emotions in the members. Based on prior research, e-WOM occurs in an online social context associated with the enjoyment of engaging in extreme conversations about loving a brand and describing it as amazing and great [START_REF] Jimenez-Marquez | Towards a big data framework for analyzing social media content[END_REF][START_REF] Kwok | Thematic framework of online review research: A systematic analysis of contemporary literature on seven major hospitality and tourism journals[END_REF][START_REF] Gao | Vocal minority and silent majority: How do online ratings reflect population perceptions of quality?[END_REF]. Such context influences consumers who are ready to express their feelings about the brand and makes them feel emotions congruent with prior positive e-WOM [START_REF] Gao | Vocal minority and silent majority: How do online ratings reflect population perceptions of quality?[END_REF].

THEORETICAL FRAMEWORK

Overarching theoretical framework

Consumer behaviour literature is premised on the understanding that intentions have the potential to explain volitional human behaviour (Ajzen, 2005). Intentions represent an individual's plan and willingness to perform a behaviour (Ajzen, 1991). The literature contends that, the stronger intentions are towards a certain behaviour, the more likely the behaviour is to be performed by an individual (Ajzen, 1991). Therefore, intentions are one of the most reliable and consistent explanatory variables in consumer behaviour for planned behaviours (Ajzen, 2005;Han and Kim, 2010). Web-drama connectedness relies on a WOM that has the potential to influence consumers' attitude towards the central theme (e.g., brand) exposed within the drama. The theory of reasoned action (TRA) posits that an increase in attitudes will increase intentions (Fishbein and Ajzen, 1975). TRA has explained consumption behaviour (Paul, Modi and Patel, 2016). In other words, modern customers are more moving away from traditional media and relying more on Internet-based media outlets for entertainment. Accordingly, they tend to be influenced by content in new media entertainment (e.g., web-drama). Given the importance of WeChat WOM to heighten brand love and link to web-drama, this study is theoretically underpinned by attitude -intentionbehaviour theory (Ajzen, 2005;1991).

Web-drama connectedness and brand love

People watch web-dramas to relax and gratify their social needs [START_REF] Tulloch | Television drama: agency, audience and myth[END_REF]. Since the viewers perceive the on-screen web-drama characters as real individuals and form a para social relationship with them [START_REF] Rosaen | Clarifying the role of attachment and social compensation on parasocial relationships with television characters[END_REF][START_REF] Russell | The consumption of television programming: development and validation of the connectedness scale[END_REF][START_REF] Russell | Rethinking television audience measures: An exploration into the construct of audience connectedness[END_REF], they start to develop connectedness with the characters and the web-drama show [START_REF] Russell | The consumption of television programming: development and validation of the connectedness scale[END_REF]. Based on the logic of balance theory, consumers who feel connectedness and love towards web-drama characters will have similar feelings towards the advertised brands to which they are exposed through the web-drama (Heider and Benesh-Weiner, 1988;[START_REF] Proctor | Celebrity ambassador/celebrity endorsement-takes a licking but keeps on ticking[END_REF].

Essentially when the web-drama content features love, e.g. McDonalds 'I'm Lovin it' likely that passion of love will transmute to the brand. Thus, we hypothesise that: H1: The web-drama connectedness directly influences brand love of the advertised brand

Web-drama connectedness and WeChat WOM

People talk about the brands to their online peers in SM spaces in order to interact with other consumers and express themselves [START_REF] Karjaluoto | Brand love and positive word of mouth: the moderating effects of experience and price[END_REF]. The influence of WOM in SM on the consumers' feelings exceeds the influence of planned connectedness campaigns [START_REF] Kotler | Marketing 4.0: Moving from traditional to digital[END_REF]. When consumers share content in WeChat about a brand or a product to which they feel connected, some of their friends react to this content to show their endorsement and care [START_REF] Lee | What makes us click "like" on Facebook? Examining psychological, technological and motivational factors on virtual endorsement[END_REF]. The endorsement of the brand by loved ones and friends in WeChat Moments tickles the consumer and leads to more positive emotions for the brand [START_REF] Proctor | Celebrity ambassador/celebrity endorsement-takes a licking but keeps on ticking[END_REF]. The notion of positive e-WOM has support from social exchange theory. Individuals share their experiences, and give advices on SM spaces and engage in social support, in exchange for future reciprocity [START_REF] Chen | A linguistic signaling model of social support exchange in online health communities[END_REF]. SM spaces induce positive emotions in users by providing them with opportunities for exchanging information and advices about brands, interacting and sharing their experiences [START_REF] Kao | Looking at both sides of relationship dynamics in virtual communities: A social exchange theoretical lens[END_REF]. According to the broaden-and-build theory, experiencing positive emotions when telling others a story about brand consumption broadens individual's cognitive capacity and induces the experience of love [START_REF] Fredrickson | Positive Emotions Broaden and Build[END_REF]. Prior research has shown that positive emotions, resulted from social exchange, leads to commitment and positive emotions towards the context and the subject that have triggered the social exchange [START_REF] Kao | Looking at both sides of relationship dynamics in virtual communities: A social exchange theoretical lens[END_REF]. Additionally, consumers who are ready to provide e-WOM, tend to be influenced by already existing comments, reviews and expressions surrounding a brand in SM [START_REF] Gao | Vocal minority and silent majority: How do online ratings reflect population perceptions of quality?[END_REF] that tend to contain enjoyable, positive emotions [START_REF] Jimenez-Marquez | Towards a big data framework for analyzing social media content[END_REF][START_REF] Kwok | Thematic framework of online review research: A systematic analysis of contemporary literature on seven major hospitality and tourism journals[END_REF]. Such a positive context can influence the consumer to develop feelings in congruence with the existing WOM about the brand [START_REF] Gao | Vocal minority and silent majority: How do online ratings reflect population perceptions of quality?[END_REF]. Therefore, the interaction with other users about a brand, such as sharing feelings about a desired brand in ticklish moments, will positively affect brand love. Thus, we hypothesise that: H2: WeChat WOM indirectly influence the relationship between web-drama connectedness and brand love

Web-drama connectedness and behavioural intentions

The endorsement of ticklish moments by friends and loved ones leads to more positive emotions towards the brand [START_REF] Proctor | Celebrity ambassador/celebrity endorsement-takes a licking but keeps on ticking[END_REF]. According to [START_REF] Cappella | The role of discrete emotions in the theory of reasoned action and its successors: Quitting smoking in young adults[END_REF] and [START_REF] Chae | The psychological mechanism underlying communication effects on behavioral intention: Focusing on affect and cognition in the cancer context[END_REF], positive emotions such as love towards a product or brand lead to related positive behavioural intention such as, in turn, executing the behaviour. The theory of planned behaviour contends that the intention to do something is a good predictor of the execution of that behaviour.

Thus, the individuals who are tickled to love a brand will spend on it if they have behavioural intentions. Thus, we hypothesise that: H3: The relationship between web-drama connectedness and behavioural intention is indirectly influenced by WeChat moment and then by brand love According to theory of broaden and build of positive emotions, experiencing enjoyment and positive emotions increase the awareness of individuals and encourages a variety of thoughts and actions [START_REF] Vada | Positive psychology and tourist wellbeing: A systematic literature review[END_REF]. Thus, the experience of positive emotions of love towards a brand can encourage the intention for consuming and spending on the brand. Considering brand consumption as a behavioural intention, is a determinant predictor of the actual action of spending on the brand [START_REF] Nahapetyan | Planning ahead: using the theory of planned behavior to predict older adults' intentions to use hospice if faced with terminal illness[END_REF].

H4: Behavioural intention indirectly influence the relationship between brand love and spending

The role of WeChat WOM on brand love

Love and positive emotions towards a brand do not necessarily translate into spending behaviour. Individuals who see a brand in their favourite web-drama, to which they feel connected, might tend to support that brand by posting positive e-Wom within their close-knit circle.

However, the behavioural intentions to support the brand can be defined broadly and be satisfied by talking about the brand in WeChat ticklish moments [START_REF] Gollwitzer | When intentions go public: does social reality widen the intention-behavior gap?[END_REF]. The individuals get involved in symbolising behaviour and talking about the brand and their intentions, rather than engaging in the actual act of spending [START_REF] Gollwitzer | Admission of failure and symbolic self-completion: Extending Lewinian theory[END_REF][START_REF] Lalot | When does self-identity predict intention to act green? A self-completion account relying on past behaviour and majority-minority support for pro-environmental values[END_REF]. The notion that positive e-WOM of purchase intention are shared to satisfy social self than translating to actual purchase. Roy et al. (2016) suggest that people engage in positive e-WOM about counterfeit brand to satisfy their social self. Thus, we hypothesise that:

H5: WeChat moment WOM indirectly influence the relationship between connectedness to webdrama and spending on advertised brand

The theoretical model and its concepts and relationships are summarised in Figure 1.

- --------------------------------Insert Figure 1 about here ---------------------------------

METHODOLOGY

This cross-sectional study was carried out in China and involved the submission of a questionnaire to a panel of Chinese respondents who regularly watch web-drama online. The screening question identified respondents that did not watch web-drama and particularly 'My Huckleberry Friends'. The study followed Hair et al.'s (2009) suggestion of non-probability criterion-based purposive sampling because it allowed the researchers to intentionally select participants who have experience with the central phenomenon being explored. McGorry's (2000) double translation procedure was adapted to suit Chinese participants. The questionnaire was firstly edited in English and then translated into Chinese using the back-translation process with a pilot-sample of 40 respondents and modified according to feedbacks. Data were collected during the period from February 2018 to August 2018. The questionnaire was uploaded from the Chinese platform https://www.wenjuan.com/, an online service which provides survey construction, distribution, management and analysis services. All participants gave their informed consent by checking a specific box. In return, the confidentiality of the participants' identity was guaranteed.

After discarding those that were incomplete, a total of 657 replies were surveyed.

Sample profile

Sixteen percent of the participants were below 18 years old, 48% were aged between 18-25 years old; 30% were between the ages of 26 and 35 years old; and 6% were above 45 years old. Gender was almost equally distributed, with 44% female and 56% male. The majority of respondents (74%) viewed 'My Huckleberry Friends' and visited McDonald's (fast food chain) 1-2 times per week. Of the 657 surveyed respondents, 80% spent money eating McDonald's per week, on average ¥100 (RMB 100), and more than 84% had at least an undergraduate degree, with another 6% having just secondary schooling. The pre-selection criteria to recruit participants determined whether participants watched web-drama on their mobile or laptop at least once a week, particularly the focus was watching 'My Huckleberry Friends' once a week.

Measures

The constructs examined in this study were measured using 5-point Likert scales, anchored from strongly disagree (scored as one) to strongly agree (scored as five). All the items were drawn from previous studies, namely web-drama connectedness [START_REF] Russell | The consumption of television programming: development and validation of the connectedness scale[END_REF], consumer brand engagement (Hollebeek et al., 2014), brand love (Carroll and Ahuvia, 2006), WeChat WOM (Barreda et al., 2015), behavioural intention (Alhidari et al., 2015). Average amount spent on McDonald's per week was measured in RMB (¥). All items were modified to the context of this study.

Analyses

Prior to conducting any type of analysis, we performed basic data screening activities to ensure the accuracy of data entry and assess the normality of continuous variables. Missing data were replaced using the mean of the items from the subscale. The data were inspected for outliers, defined as values greater than 3.5 standard deviations from the sample mean for each variable [START_REF] Hair | A primer on partial least squares structural equation modeling (PLS-SEM)[END_REF]. Partial least squares (PLS) testing of the research model was performed with SmartPLS (v.3.2.7) software [START_REF] Ringle | SmartPLS 3[END_REF]. We conducted a consistent PLS bootstrapping procedure with replacement using 5,000 subsamples to calculate the statistical significance of the parameter estimates.

RESULTS

Measurement model

In order to investigate convergent and discriminant validity, composite reliability (CR) and average variance extracted (AVE) indexes were also examined. The AVE of each construct was larger than 0.5 and CR was larger than 0.7. Thus, the analysis confirmed that the items measured only one construct and convergent validity was satisfied. According to the Fornell-Larcker criterion (1981), the square root of the AVE of each construct can be used to investigate discriminant validity, if this value is larger than other correlation values among the constructs. The results reported in Table 1 confirm that convergent validity was well established (see Table 1).

- --------------------------------Insert Table 1 about here ---------------------------------

Structural model

The structural model explains the intention to spend and actual spending on McDonald's fast food. The R2 was 89.4% for intention to spend, brand love was 97%, WeChat WOM was 91.4%, and it was only 2% for actual spending on the exposed brand in the web-drama. 'Substantial predictive relevance' is identified for the intention to spend on McDonald's brand (Chin, 1998, p.323) but poor for actual spending. Stone-Geisser's cross-validated redundancy Q2 >.0 [START_REF] Geisser | A predictive approach to the random effect model[END_REF][START_REF] Stone | Cross-validatory choice and assessment of statistical predictions[END_REF], specifically .74 for intention and .02 for spending, was noted. The calculated global goodness of fit (GoF) exceeds the recommended threshold of GoF > 0.36 [START_REF] Wetzels | Using PLS path modeling for assessing hierarchical construct models: Guidelines and empirical illustration[END_REF]. These results confirm the predictive relevance of the hypothesised model. The variance explained by each factor for each group appears in Table 1. The significance, magnitude, mediation and moderation effects are shown in Table 2.

- --------------------------------Insert Table 2 about here - --------------------------------The four hypotheses are fully supported. WeChat moments, brand love and behavioural intention mediate the relationship between web-drama connectedness and self-reported weekly spending on McDonald's. The more people have ticklish moments by being exposed to a webdrama, the more likely it is that web-drama connectedness influences brand love. Positive WeChat WOM fully mediates the relationship between web-drama connectedness and brand love.

However, negative WeChat WOM tends to negatively influence the relationship between webdrama connectedness and spending per week. Our result demonstrates the effect of brand love manifest on weekly spending via intention to spend. Our hypothesis reveals WeChat WOM moderates the relationship between behavioural intention and spending per week on McDonald's.

Additionally, the results of this study reveal that web-drama connectedness does not directly influence brand love but does so via positive WOM.

DISCUSSION AND CONCLUSION

Web-drama is a specific genre in marketing communication. It exploits the congruency of the web-drama connectedness based on narratives or the drama content, such as love in this instance, to instigate brand love among viewers. As such forms of advertising have received little scholarly attention so far, the objective of the current study was to map out the mediating role of WeChat WOM and brand love in the relationship between web-drama connectedness and viewers' a) intention to spend on the web/SM and b) spending per week. The results of this study suggest that WeChat WOM called 'ticklish moments' in particular play an important role in the relationship between web-drama connectedness and brand love. Positive WeChat WOM influences brand love when a web-drama displays a love content within its programme that inspire viewers' to tickle each other in SM. The findings of this research are in line with Wallace et al. (2017) that strength of 'liked' brands increase with social tie strength that we have referred in this study as ticklish moments that these moments in SM produces positive WOM. Tough ticklish moment can occur in any other SM e.g. Facebook, Instagram, this research exemplify contribution by demonstrating and mapping web-drama connectedness (congruent drama) to brand love, facilitated via ticklish moment in WeChat and behavioural consequence, such as spending on the loved brand.

An important contribution of this research is to demonstrate the linkage between web-drama to brand love and spending on the brand per week (e.g. McDonalds -I'm lovin it) conceivable in WeChat provided capabilities of mobile payment (Ying, 2020). This study highlights that young Chinese consumers watch web-dramas and are influenced by their exposure to the brand within the programme's content. Consciously or unconsciously, the brand love is heightened when users are emotionally connected to the web-drama content. The attachment to web-drama content is manifested by spending on the brand they fall in love with.

Theoretical contribution

One of the first study to explain how web-drama connectedness with congruent theme between drama series and advertised brand influence brand love. Such is the case of our chosen web-drama series (Huckleberry Friends and McDonalds, I'm lovin it). The current study demonstrates the role of ticklish moment in SM coupled with payment influence the relationship between brand love and behavioural consequence.

This study confirms the logic of the balance theory (Heider and Benesh-Weiner, 1988). Result suggest According to the results, the more consumers develop connectedness and love for a webdrama display and endorses a loved brand, the more they will feel connectedness and love for the brand advertised in the show the likelihood of spending on the brand is higher. These results are in line with [START_REF] Proctor | Celebrity ambassador/celebrity endorsement-takes a licking but keeps on ticking[END_REF] study, which found consumers form more positive emotions for the brands endorsed by celebrities in a loved drama. The results also show that, the more consumers spread WOM in ticklish moments through WeChat, the more positive emotions and love they develop for the brand to which they are exposed in the web-drama. This finding is also adjustable with the balance theory (Heider and Benesh-Weiner, 1988). Given that WeChat provides a closed SM circle, the friends and acquaintances in the circle see the ticklish moments.

When consumers spread WOM about a brand, they are expressing themselves, their ideas and opinions to their friends who are already accepted in the circle of friends [START_REF] Karjaluoto | Brand love and positive word of mouth: the moderating effects of experience and price[END_REF].

The relational cohesion theory is also considered in this tickle since the sharing of a web-drama such as the video content of a "My Huckleberry Friends" advertising, acts as the sharing of value, according to [START_REF] Lawler | Relational cohesion theory [Electronic version[END_REF]. The endorsement of a brand by love in the form of likes, comments and e-compliments heightens the positive emotions of the consumers for the loved brand [START_REF] Proctor | Celebrity ambassador/celebrity endorsement-takes a licking but keeps on ticking[END_REF].

The findings of this study are also in line with the theory of reasoned action (Fishbein and Ajzen, 1975) in that behavioural intention leads to the actual behaviour. In a study on the intention to quit smoking, [START_REF] Cappella | The role of discrete emotions in the theory of reasoned action and its successors: Quitting smoking in young adults[END_REF] found that the emotion towards a behaviour positively affects the behavioural intention and, in turn, the behaviour. The results of this study also confirm that, the more consumers love a brand, the more behavioural intention they have towards the brand, in particular thanks to WeChat ticklish moments which act as print screens of the WOM.

WOM in ticklish moments negatively mediates the relationship between connectedness and spending. That is to say, consumers who love a web-drama more and talk more about a brand they see in it, spend less on it. This finding highlights self-completion theory and social reality theory [START_REF] Gollwitzer | When intentions go public: does social reality widen the intention-behavior gap?[END_REF][START_REF] Gollwitzer | Admission of failure and symbolic self-completion: Extending Lewinian theory[END_REF]. According to [START_REF] Gollwitzer | When intentions go public: does social reality widen the intention-behavior gap?[END_REF], spreading WOM about a brand satisfies the desire to protect the brand. A person who talks more about a brand and is applauded by their friends in ticklish moments gets the impression that he/she has already executed the desired behaviour (e.g., liking, commenting and endorsing) and the mission is accomplished. However, WOM in ticklish moments positively moderates the relationship between behavioural intention and spending. When people have already defined the specific intention to spend on the brand, engaging in WOM strengthens the relationship between the intention and the behaviour. In other words, theory of self-completion only affects the behaviour negatively when the consumer has not defined a clear purchase intention. This conclusion refers to the way individuals define behavioural intention. If they define the intention in a broad term such as protecting a brand, WOM may decrease spending. In contrast, if the individual has a specific, defined behavioural goal such as spending, recommending, liking or endorsing the brand, the WOM positively strengthens the actual behaviour like a tickle positively strengthens a complicity or a feeling of love between two people.

A myriad of extant research has studied the antecedents of WOM and its outcomes for inducing purchase intention (e.g. [START_REF] Chen | The Impact of Online Recommendations and Customer Feedback on Sales[END_REF][START_REF] Zhu | Impact of Online Consumer Reviews on Sales: The Moderating Role of Product and Consumer Characteristics[END_REF][START_REF] Muchnik | Social Influence Bias: A Randomized Experiment[END_REF][START_REF] Jimenez-Marquez | Towards a big data framework for analyzing social media content[END_REF]Anagnostopoulou et al.2020). This research takes another perspective and shows that the act of spreading e-WOM on SM and sharing thoughts and attitudes with others about a brand, increases the experience of love for the brand. The current research also shows that talking positively about a brand in SM not necessarily increases actual spending on the brand. The support comes from self-completion theory that is consistent with Roy et al. (2016) in counterfeit brand love context that fake brands also induce positive WoM as the brand love that these consumers possess emanates from social self in SM.

Managerial implications

This research has implications for managers and marketers. Although web-drama is an emerging space for in-video advertising, managers should beware of the para social relationship between consumers with the show and its characters. The mere exposure to a brand may not translate into higher brand equity. Instead, it is the connectedness of consumers with the drama, the characters or with the web-drama's "flavour of information", which is the mood of the web-drama, its ambient, that can convey and reinforce this connectedness, that positively affects their emotions towards the brand. Managers should also consider that spreading WOM about a brand in SM might not translate into more spending on the brand. Initially, SM were not supposed to be a platform to target users as potential customers or ad audience. However, according to findings of this study, marketers have now perfectly understood how to utilize the marketing potentials of such platforms.

Web-drama is an emerging area in the Chinese market, which could positively promote customers' brand love and purchase intention. Therefore, advertisers or managers who aim to improve their brands by acquiring a large number of customers who view web-dramas and spend on the advertised brands on a weekly basis should check ticklish moments and conduct content analysis on the content of ticklish moments as often as possible, to acquire a better understanding with regard to why and how they occur. Web-drama connectedness enhances the brand love via WeChat moments that influence behavioural intention and weekly spending behaviour.

Advertisers or managers should therefore put more emphasis on and take more advantage of webdrama advertising. Since the Chinese web-drama advertising market is supported by a large customer base and strong consumption power, there may be more opportunities for advertisers and managers in the Chinese market. Within this process of brand love, the importance of WeChat WOM is of paramount since WOM about the web-drama drives viewer connectedness, brand love and behavioural intention, hence spending per week on the advertised brand.

Limitations and future research

This study is limited in both scope and context. Scope is an issue because of the sampling process and sample size. Participants were selected using a non-probability, purposeful sampling process and therefore the results should be generalised with caution. It is suggested that the study should be replicated with a diverse and more representative sample to increase generalisability. This study is also focused on a specific context, the Chinese consumer market, and on a specific industry, web-drama advertising. This doesn't hamper the generalisation of the research findings, since the equivalent could easily happen with Western SM such as Whatsapp, Viber, Telegram or others, able to convey rich content such as video content. Another limitation of this study is that the independent variables are subjective concepts measured by self-reported data, while weekly spending is measured objectively, and this poses additional limitations. Consumer brand engagement could be tested in relationship to brand love and associated spending. Further studies should dig deeper into the relationship between brand love and ticklish moment, and consider environmental variables as moderators of this relationship. A future study could examine the proposed relationships in Western countries and in high-involvement purchase contexts. 
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  Figure X: snap me to access logo and slogan of the advertised brand The Chinese web-drama industry has witnessed a significant growth from RMB ¥ 87.4 billion in 2017 to a predicted amount of RMB ¥207.1 billion by 2020 (http://www.chinabaogao.com/, 2019). The large customer base in China and the emerging Chinese web-drama in the Chinese market are becoming more attractive to advertisers (Jiang and Leung, 2012; Xie and Huang, 2010).

  

Table 1 : Convergent validity indexes

 1 Figure 1: Conceptual FrameworkTables Watching My Huckleberry Friends is an escape for me. WDC 2: My Huckleberry Friends helps me forget about the day's problems. WDC 3: If I am in a bad mood, watching puts me in a good mood. WDC 4: I like the clothes they wear on My Huckleberry Friends. WDC 5: I like the hairstyles on My Huckleberry Friends. WDC 6: I often buy the clothing that I've seen on My Huckleberry Friends. WDC 7: I imitate the gestures and facial expressions from My Huckleberry Friends. WDC 8: I find myself saying phrases from My Huckleberry Friends. WDC 9: I try to speak like the characters in My Huckleberry Friends. WDC 10: I learn to handle real-life situations by watching My Huckleberry Friends. WDC 11: I get ideas from My Huckleberry Friends about my own life. WDC 12: I relate what happens in My Huckleberry Friends to my own life. WDC 13: I would love to be an actor in My Huckleberry Friends. WDC 14: I would love to meet the characters of My Huckleberry Friends. WDC 15: I bought objects that relate to My Huckleberry Friends. WDC 16: I read books if I find the book related to My Huckleberry Friends. This brand makes me feel good. BL 3. This brand is totally awesome. BL 4. I have positive feelings about this brand. BL 5: This brand makes me very happy. BL 6: I love this brand. BL 7: I particularly feel about this brand. BL 8: This brand is a pure delight. BL 9: I am passionate about this brand. BL 10: I am very attached to this brand. I intend to buy a product if it has been vouched for by my friends in WeChat BI 3: I intend to buy products if I see a lot of positive feedback in WeChat BI 4: I look up for opinions in WeChat for products/services I am planning to buy BI 5: .WeChat affects my opinions and experiences about the real world .94 .95 Note: α stands for Cronbach alpha, AVE stands for average variance extracted, CR stands for composite reliability.
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Table 2 : Mediation effect of WeChat WoM, Brand love, on spending

 2 Level of significance based on Percentile Bootstrap with 5000 subsample, two-tailed significance.
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Note:

, Tom Batoy, Andreas Forberger, and Franco Tortora. The song was written as a jingle for McDonald's commercials, based on a pre-existing German campaign originally developed as "Ich Liebe Es." Timberlake was paid $6 million to sing the jingle? Here is the song: https:/

Participants viewed 3 shots of video randomly allocated. The video is available here: https://m.weibo.cn/1947211342/4190383753601028 Video Ad print screen Explanation